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We chose Ready to Drink Cocktails
because they are one of the fastest-
growing segments in the beverage
industry. Our curiosity as to if they
would be a flash in the pan or see
long-term growth drove us to the
research. 

Message from 
our team
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BevFluence, LLC (BevFluence) was founded in 2016 and comprised of active members of the
food & beverage industry – experts with decades of experience. This group of well-respected
and highly sought-after professionals is dedicated to building and strengthening the
professional food & beverage media community through education, collaboration, and
expanding access for brands and creators. Media professionals founded BeFluence to create
the change for our clients that define the future. For the cost of what would be a single
consultant at some other companies, you get us all - a fully-fledged team of experts dedicated
to growing your business over the long term. Our organization comprises wine, whiskey,
technology, marketing, social media, hospitality, culinary, and beverage industry experts.

The BevFluence® team
members have interacted with
multiple craft beverage regional
entities, industries, and products
as consumers, influencers, and
competition judges. We have
collaborated with local media
players throughout the United
States and Canada and utilize a
network of influencers who will
support our efforts to grow the
client’s brands in their
respective regions. 

"
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Meet the team
Our team 
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Because of the uncertainties of the COVID environment, BevFluence® has also become a leader in utilizing
virtual settings, whether videos or chats, to maintain consumer brand awareness. The BevFluence team has
often provided advice on virtual engagements - all outlined in a white paper titled Sustaining a Virtual Tasting
Regime. 

Justin Koury Todd Godbout Julia Menn 



Flavored alcoholic beverages are made
with added flavors, such as fruit, spices,
herbs, and other natural or artificial
flavorings. These beverages can be found
in many forms, including beer, wine,
spirits, and even ready-to-drink cocktails.
Ready-to-drink cocktails are pre-mixed
beverages that often come in cans or
bottles and are intended to be served
chilled or over ice. They are a great option
for those looking to explore different
flavors without the hassle of having to mix
their drinks. 

One popular type of flavored beverage is
the cocktail. And in recent years, the grab-
and-go segment of cocktails has
exploded.! 
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The BevFluence® RTD Report looks at
the Ready-to-Drink segment of the
beverage industry, the popularity of RTDs
and current players, past performance,
and forward projections of this growing
trend, the BevFluence® RTD 2022
Campaign, and finishes with a guide to
help businesses capitalize on this
expanding market. 
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The Industry Today:

For many decades, the ready-to-drink category
has been around; however, the Covid19 pandemic
has pushed it to the forefront. With people not
being able to visit bars and distilleries, they
wanted the convenience of a cocktail without
having to make one at home, and the industry
responded with enthusiasm. Over the past few
years, the alcohol market has shifted from
traditional drinks such as beer and wine to
canned cocktails. These canned drinks are ideal
for those who want to enjoy a beverage at home
and on the go. Ready-to-drink canned cocktails
now represent greater than 10% of the global
alcohol market, and their prevalence is estimated
to increase by at least 10% annually.

Hard seltzers (High Noon, White Claw, Truly, and
more) first became available in the RTD market in
2000. Since then, there has been a public
movement away from highly carbonated seltzers
and toward genuine spirit-based cocktails
focusing on fresh fruits and natural flavors.
Consumers are more health conscious due to the
pandemic, which has reduced adulterants, lower
alcohol, and a focus on healthful drinks such as
hard kombucha and herbal teas. Cider has also
become prevalent to satisfy the demand for
alcoholic water without bubbles (NOCA, Funny
Water). Millennials wish to drink better, not more.

PART 1 



The Quarantini was created in response to the pandemic to ease the strain
and hassle of staying safe in locked-down establishments by providing a
cocktail made from whatever ingredients were available. (Source:
https://www.macmillandictionary.com/) Even those who love to make drinks
could get overwhelmed by the amount of alcohol and ingredients required to
keep on hand, especially if they are not knowledgeable or passionate about
the liquid arts. Consumers in local liquor stores found it a relief to save time
and space by making RTD at home.

The industry also helped to popularize certain cocktails, including the Aviator,
Sidecar, and Sazerac. Some of these drinks can still be found on cocktail
menus today. However, the canned cocktail has experienced many changes
throughout the years, and it’s very clear that the industry will thrive. 

What makes RTDs so
popular?
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Benefits of ready-to-drink
cocktails
Ready-to-drink cocktails offer several benefits, including convenience and ease of
preparation. They are also an excellent option for those who want to enjoy various
flavors without purchasing a full selection of spirits and mixers. 

-Ease of Access -Convenient -Portable

Almost every store has
some form of grab and go
ready to drink beverage.
People will even add
vodka or gin to seltzers to
create and even more
robust option, but they
can buy these almost
anywhere. 

Not having to create your
own recipes, buy dozens
of books on cocktail
making or purchase
expensive single use or
rare spirits for a recipe is a
draw for people. Think of
all of the non-utilitarian
bottles you have that only
one recipe calls for and
how often you make that
recipe. 

Great for On-the-Go
Activities such as boating,
hiking, and camping, not
to mention there’s no
mess to clean up! Pop it,
drink it, recycle it. The RTD
consumer tends to be
more active and young, so
taking them on the go is
important. 
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There is also the social media aspect that comes into play. Consumers are all
over the internet and on social media. Some make their living that way, but
people love sharing what they’re doing, seeing, experiencing, and drinking
even if they don't. This form of advertising is a boon to brands, particularly
smaller companies, which can reach a substantially wider audience than in
previous years before social media became so central to the average
American’s way of life. RTDs also provide consumers with something new and
exciting to share across their platforms, boosting their audience engagement.
It’s a win-win. This report will take a closer look at social media's effect on the
beverage world. 

Gone are the days of posting wild-night boozy selfies at the club. Welcome to
the age of holistic nature shots and the latest health-conscious RTD
prominently featured.

With RTDs on the ascendancy (with no projection of slowing down), sales are
set to eclipse those of the go-to beverage, wine, with the millennial market.
(Source: FlavorSum)  

Social media
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Part 2: The Players 
Companies that specialize in canned cocktails

When it comes to canned cocktails, there are a few companies that specialize in
pre-mixed drinks. 

Small craft producers and beverage giants alike have jumped on the trend. Local
bars and distilleries provided freshly made cocktails for their customer base - an
even better option than a simpler RTD from a large producer sitting on a shelf for
years. Covid19 forced companies to be resourceful and creative, challenging the big
conglomerates to up their offerings. New flavors, fewer additives, refrigerated-only
drinks, and eye-catching packaging became the order of the day. 
Big brands offering Ready-to-Drink beverages now include Glenfiddich, Monkey
Shoulder, Hendrick’s, Reyka, Barefoot, Ketel One, Jack Daniel’s, Crown Royal, Bulleit,
Jameson, On The Rocks, Bud Light, Corona, Smirnoff, Michelob, High West, Ciroc,
Cazadores, Tanqueray, Jose Cuervo, Hornitos, Bacardi, Gosling’s, and Malibu. 

Some additional producers new to the scene (not including hyper-local craft
producers) include Surfside, Sons Loyal, Nantucket, Arnold Palmer, Loverboy, Viva,
Monaco, Rey Azul, Cantina, Reed’s, Salt Point, ‘Merican Mule, Bully Boy, Mamitas,
Links Drinks, Deep Eddy, Beach Juice, Canteen, Spindrift, Spirit Fruit, Wild Basin,
Bon & Viv, Nutrl, Whalers, Press, Troop, Zuzu, Tip Top, NOCA, Vizzy, Downeast, Ranch
Water, and Topo-Chico. 



Part 3: The Outlook
The global ready-to-drink cocktails market, was valued at USD 782.8 million in 2021 and is
expected to expand at a compound annual growth rate (CAGR) of 13.4% from 2022 to 2030.
The growing demand for flavored drinks with low alcohol content due to rising health
concerns is anticipated to drive the market over the forecast period. Premiumization of the
product with flavors, taste, quality, and package design is further expected to drive the
market. - Source: grandviewresearch.com https://www.grandviewresearch.com/industry-
analysis/ready-to-drink-cocktails-market

Wine, Vodka, and Tequila based RTDs are the most prevalent on the market. 
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2019 Cutwater Spirits acquired by Anheuser-Busch

Ready to Drink Report 12

A look at growth and
acquisitions/launches/key data
points through the years:

2021 Total volume sales of spirits-based RTD cocktails increased 226 percent from
2016 to 2021, making the category one of the fastest-growing segments
across beverage alcohol. (Source: Mintel)
Nearly 50% of adults reported consuming RTD cocktails, up from 40% in 2018
(Source: Mintel)
Anticipated gains of more than 25% in 2021 and a CAGR of 10.2% continuing
through 2025 reflects the growth of RTDs in the United States, Japan,
Australia, Canada, and China. (Source: FlavorSum)
Drizly reports a 45% increase in the RTD category
Pernod Ricard launches Malibu RTDs
US RTD cocktail market is expected to surpass USD 1.8 billion by 2028
(Source: Grand View Research)
The first glass of Coca-Cola was sold in 1886, and for 135 years, The Coca-Cola
Company exclusively sold non-alcoholic beverages in the US. Coke broke its
history of teetotalism in 2021 with the launch of Topo Chico Hard Seltzer
(produced in partnership with Molson Coors), which quickly gained market
share amongst the sea of hard seltzer competitors. Following its release of
Topo Chico Hard Seltzer, Coca-Cola has since announced the 2022 launch of
Fresca Mixed (produced in partnership with Constellation Brands), Coca-
Cola’s first spirit-based alcoholic beverage, and Simply Spiked (produced in
partnership with Molson Coors), a ready-to-drink (RTD) alcoholic lemonade.
(Source: Mintel)
Premixed cocktails were the fastest-growing spirits category in 2021,
according to the Distilled Spirits Council of the U.S.
Sales of premixed cocktails surged 42.3% to $1.6 billion compared to 2020
(Source: DISCUS)
Euromonitor International estimates that the U.S. hard seltzer sales category
increased just 35.1% in 2021 after being up 64.1% in 2020 and 126.5% in 2019

2020 Global consumption of RTDs increased by more than 40% in 2020 (Source:
International Wine and Spirits Record (IWSR)). 
In the U.S., hard seltzer gained +130% in 2020 as the leading RTD sub-
segment, driving volume above total spirits. Within the next year, RTD
volume consumption may surpass the millennial ‘go-to’ — wine. And global
sales of RTD cocktails are forecast to reach USD 1.63 billion by 2027. (Source:
FlavorSum)
Pernod Ricard launches Absolut RTDs
RTD segment grew by 102% (Source: Nielsen)
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2022 Pernod Ricard launches the latest Ready-to-Drink cocktails with their
Jameson brand. 
PepsiCo launches first alcoholic beverage, Hard Mtn Dew
Pernod Ricard North America’s Vice President of RTDs & Convenience, Natalia
Accari, states RTD sales could hit 100 million cases by 2025.
Nielsen projections predict a 347 percent growth in whiskey-based RTDs by
2024. (Source: SevenFifty)
Spirits-based RTDs are predicted to grow 41 percent in volume by 2024
(Source: IWSR Drinks Market Analysis)
IWSR Drinks Analysis estimates the RTD category will increase its market
share to 8% (of the total alcohol sector) by 2025, up from 4% in 2020.
Reportlinker projects RTD cocktails to reach USD 2.43 billion by 2030, with an
expanding CAGR of 13.4% from 2022 to 2030
 North America dominated the global market in 2021 due to the rising
demand for drinks with low alcohol content. As an increased number of
breweries and distilleries are incorporating RTD alternatives in the U.S. and
Canada, the adoption of the product has been rising (Source: Reportlinker)
The online distribution channel is expected to register the fastest CAGR from
2022 to 2030. The shift in consumers’ shopping behavior is one of the major
factors driving sales through the online channel (Source: Reportlinker)

https://www.reportlinker.com/p06096541/Ready-To-Drink-Cocktails-Market-Size-Share-Trends-Analysis-Report-By-Type-By-Packaging-By-Distribution-Channel-By-Region-And-Segment-Forecasts.html?utm_source=GNW
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Part 4: Our players
BevFluence partnered with multiple brands where their ready-to-drink
products were presented to a combination of industry experts, mixologists,
bartenders, creators, bloggers, writers, and other media.

Twenty-eight BevFluence community members participated in this campaign, sharing their
thoughts on 33 RTDs from eight producers. The posts were a combination of photos, videos, and
interviews with the brands and highlighted the RTDs’ portability and the various recipes. All posts
were amplified across multiple platforms through BevFluence’s proprietary methodology. The
participants utilized this methodology throughout the campaign, including two Zoom sessions,
sharing agreements, and overlapping comments. 
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Social Media Campaign
Within four months between May and August 2022, the campaign’s hashtags (#rtdbevfluence,
#underthebevfluence, #bevfluence) reached over 4.6 million impressions from just under 100
influencer posts.  There were 1.1 thousand mentions within this period and 9.4 thousand
interactions.

The Brands:
A big project involves overseeing a lot of moving parts, oftentimes from different people. To have
a successful rollout, project managers rely on a well-crafted project plan to ensure objectives are
met on time and on budget. A project plan is a formal approved document which is used to
define project goals, outline the project scope, monitor deliverables, and mitigate risks.

A big project involves overseeing a lot of moving parts, oftentimes from different people. To have
a successful rollout, project managers rely on a well-crafted project plan to ensure objectives are
met on time and on budget.



iiCing Flavour Shots
What they make
They make flavor enhancers. Like MIO and other water, enhancers are to water,
iiCiNG does the same for the alcohol, beer, and wine space. Quick squirt and your
beverage are flavored exactly how you want it. We currently have seven flavors:
Kreamsicle, Root Beer, Limoncello, Cherry Burst, Blueberry Bang, Pina Colada, and
Raspberry Grapefruit.

Story
Why did they create the product?!?!?!? It was really simple …… “We thought, why
can’t we flavour alcohol like MIO flavours water.  And with that thought, the brand
was born.”

Having a packaging and display background, I spent a good portion of my career
dealing with the beer and alcohol industry. At one point we had a company that
did co packing for the beer industry and one of the consistent issues we had was,
when we co packed flavoured beer, it was constantly on hold for flavour profile
issues. The thought was, let us create the flavour, you create the beer.
From that moment on, we have spent all our time trying to penetrate the flavored
alcohol market!

When looking at the flavoured alcohol market, it comes in 3 segments  – coolers,
cocktails and hard sodas. So from there we sought out to create flavours that fit in
those buckets. All our flavours not only taste exactly like the flavour, but they look
and smell like them. No BS, they do!
We also set out to ensure iiCiNG had zero calories, zero sugar with all natural
flavours.
In a nut shell, we are trying to hit various flavour profiles and the 7 we have so far
hit most of the flavour criteria people are looking for. The whole premise of iiCiNG
is to allow the consumer to control their flavour profile, not the bottler. You choose
what to add it to, when, where and how much. It makes the drink experience
individual as you are. 
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Troop Beverage Co.
What they make
Crafted with spirits and 100% real ingredients, Troop is a cocktail without
compromise in a single serving size (10% ABV in 200 mL cans). Available in five
distinct serves — Vodka Lemonade, Tequila Paloma, Rum Mojito, Bourbon Smash,
and Gin Spritz — Troop is designed for a new class of drinkers who care about
savoring sips and time with the people that matter most, their Troop. 

At Troop, we believe in quality over quantity, full-flavored over watered-down.
Think of us as all the good flavors and feelings of your favorite neighborhood bar
packaged in a can. 

Story
Founded in 2019, husband and wife duo CC and Reed started Troop to give people
a better way to socialize and a better drink to do it with -- a damn good cocktail.
We’ve always been passionate about bringing people together over great drinks
because we know cocktails are the ultimate social connector. The problem is,
making a really good drink yourself means you’re spending time in the kitchen
mixing and missing out on the fun happening in the other room. We wanted a
full-flavor, full-strength cocktail that was both portable and proper. 

Noticing a lack of accessibility for consumers that don’t quite fit into the world of
dark bars and loud clubs, CC saw a real need to create something special for those
who still want to enjoy a quality cocktail with friends. So she set out with the
closest of her troop, her husband Reed, to build something truly special; a
beverage brand that encourages people to be exactly who they are and create
their own social environment without always relying on bars. 



Heritage Distilling Co.
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What they make
Blood Orange Vodkarita: Classic margy fans, this one is for you. A concoction of
Heritage Vodka, blood orange flavoring, margarita mix & a little fizz, it satisfies like
a margarita but refreshes like a vodka soda with extra citrus.

Easy Peasy Lemon Squeezy: It's like your favorite lemon-lime soda but with an
adult twist. It is Heritage Vodka mixed with lemon & a little fizz. It has a little kick, a
lot of tang & a bit of zing. 

Peachy Bourbon: Taking a sip of Peachy Bourbon is a little surprising with
sweetness upfront but a signature whiskey kick in the back. It is classic Heritage
Bourbon mixed with peachy bourbon syrup, lemon flavorings & a little fizz.

Gin Jam Fizzzz: A crisp & refreshing dance of flavors. It is Elk Rider Gin® paired
with piles of berries made into raspberry jam & a touch of soda for a little bubble.

Story
We are a craft distillery with locations in Washington and Oregon. Our RTDs are
based on some of the most popular drinks in our tasting rooms, we knew we
wanted to make lower abv options with low carbonation that were easy to drink
but you could have a few of them. We are in our 10th year of business, we have
always been creative and innovative and now we're at the point where we are
becoming brand builders. 



Wild Roots Spirits
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What they make
Wild Roots started with a line of fruit-infused vodkas; creating a ready-to-drink
cocktail as a vodka & soda was a natural next step. 
RASPBERRY VODKA & SODA
PEACH VODKA & SODA
BLACKBERRY VODKA & SODA
LEMON VODKA & SODA

Story
In the crowded world of vodka, something was missing. There were no natural
options. Artificial fruit extracts, flavors, and colors lined the shelves, and we knew
something had to be done. So through our desire for naturally infused spirits, Wild
Roots was born.

As natives to the Pacific Northwest, we knew there were few places in the world
that produced fruit as flavorful and abundant as Oregon’s Willamette Valley. The
rich soil, pure water, and exceptional climate allow the fruit to develop
unparalleled taste and balance—which is crucial for creating an authentic tasting
spirit. 
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Midnight Moon Moonshine
What they make
Midnight Moon canned cocktails are based on a legendary recipe that delivers a
refreshing, not-too-sweet experience and a little higher ABV to keep true to our
moonshine roots.  We like to say, “Canned Cocktails with a Kick.”

Story
As the first moonshine brand in retail, we have remained true to the roots of
moonshine, handcrafting our 100% corn-based spirit in small batches and hand-
packing our moonshine with real fruit. Our small team at North Carolina's first
distillery likes to say we were craft before it was cool. Unlike our competitors, our
primary product line has not changed for scale. 
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Laughing Glass Cocktails
What they make
We make four bottled cocktails and two canned cocktails.  Classic Lime Margarita,
Tequila Cosmo, Spicyrita, and Paloma - 750ml at 12% ABV.  Lime Margarita and
Pink Paloma - 12oz slim cans at 8% ABV.  All of our cocktails are made with our
super premium Blanco agave tequila that we have made at a distillery in Tequila,
Mexico, and blended with all-natural and organic flavors, just a hint of organic
agave nectar and filtered water.  We are 100% All Natural, and all of our cocktails
are low-calorie naturally!

Story

I was a TV segment producer for CNET early in my career and then, in 1995 started
my voice-over career.  I then went full-time with my Voice Career in 1998.  I started
Laughing Glass in 2012 because I was looking for something new, interesting, and
challenging! We couldn’t find an easy way to serve great-tasting margaritas at our
parent-attended fundraisers for our kids' school, and a competitor was brought to
us one day, but the quality was terrible.  We just knew there had to be a way to
make a great-tasting margarita that people would feel good serving to their
friends and family, so we went to work.  It took two and half months to perfect our
cocktail, and then we went out to find a flavor house to help us scale it up.  The
rest is history!  We launched one day and one year after we started our company
with our Laughing Glass Margarita on April 17, 2013, in Mollie Stones stores in CA. 
 In 2015 we launched our new Cosmo, in 2018 we launched our Spicyrita at the
behest of Whole Foods NorCal, in late 2021 we launched our Margarita and
Paloma cans, and we just launched our new bottled Paloma a few weeks ago!



Story
We are a family-run, veteran/woman/LGBT-owned business whose passion is to
create uncommon spirits from local ingredients that bring people together.

 
We are proud of our exceptional yet approachable spirits which are all hand-
distilled from fruits and grains sourced in our own Hudson Valley “backyard”. We
make our spirits easy for you and your friends to enjoy, while old stories are told
and new memories are made -  either at your own table or with us at our farm
distillery tasting room. Some call it a better way of doing things, but we like to
think of it as “Time Well Spent”

We Believe:

Spirits and friends should be savored

Hard, honest work is worth celebrating

Downtime is just as important as uptime

Happiness can be measured in memorable moments

In leaving things better than we found them

In appreciating, cultivating, and growing the "family, we choose"
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Hudson Valley Distillers 

What they make
BASIL CRUSH
JACKED UP SIDECAR
LEMON DROP
UPSTATE OLD FASHIONED
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Post Meridian 

What they make
Mai Tai
Margarita
ESPRESSO MARTINI
OLD FASHIONED
Cosmopolitan

Story
Post Meridiem is the story of two old friends (Well, not that old) and a shared
moment of inspiration. Sure, any canned cocktail is convenient, but they all tasted
like a compromise. That wasn’t good enough for us. Or you.

Turns out making an easy drinking cocktail is anything but easy. We set about
scouring the world for the best ingredients, working with local mixology masters,
inventing ways to keep real ingredients fresh and even building our own canning
line when the industry standard wasn’t good enough.

The result is authentic award-winning, full-strength, real ingredient, really damn
delicious cocktails in our signature 100ml cans (Which is the proper size for a
cocktail btw). No shortcuts. No excuses. No compromises.

We think one sip will change your entire conception about how good a canned
cocktail can be.



BevFluence partnered with multiple brands where their
ready-to-drink products were presented to a
combination of industry experts, mixologists,
bartenders, creators, bloggers, writers, and other media.
Twenty-two BevFluence community members
participated in this campaign, sharing their thoughts on
33 RTDs from eight producers. 

The posts were a combination of photos, videos, and
interviews with the brands and highlighted the RTDs’
portability and the various recipes. All posts were
amplified across multiple platforms through
BevFluence’s proprietary methodology. 

The participants utilized this methodology throughout
the campaign, including two Zoom sessions, sharing
agreements, and overlapping comments. Within four
months between May and August 2022, the campaign’s
hashtags (#rtdbevfluence, #underthebevfluence,
#bevfluence) reached over 4.6 million impressions from
just under 100 influencer posts. There were 1.1 thousand
mentions within this period and 9.4 thousand
interactions.
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Conclusion

Highlight 2



CC
DesRosiers,
Proprietor
Troop
Beverage
Company

 

It was great working with
the Bevfluence team and
the group of influencers. As
a small company, we didn’t
have the time or resources
to search for the right
influencers who are
passionate about food & bev
and have an engaged
following. Bevfluence made
this very easy, and the
group of influencers we
worked with were engaged
and responsive. Would
definitely consider doing
another campaign with the
Bevfluence team in the
future!
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Working with us means
commitment and growth



Sydney
Rainin-Smith,
Proprietor
Laughing
Glass
Cocktails

 

Thanks for inviting us to
participate. We enjoyed the
campaign quite a bit and
were impressed with the
posts. And we really enjoyed
the Swig and Ramble
interview.
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Working with us means
commitment and growth
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and the friends and brands who
joined us. This was an eye-opening
experience for many of us, since
some of the creators had only
previously worked with wine or
beer, and for many, this was their
first cocktail foray. Along the way,
we worked with influencers,
distillers, bartenders, rectifiers, mad-
scientist, and cocktail enthusiasts
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Cheers, 

Justin, Todd, Jula & Jenn. 

Email us to find out
more about what we

do! 

Justin@BevFluence.com


