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IN THE UNITED STATES PA TENT AND TRADEMARK OFFICE 
BEFORE THE TRADEMARK TR IAL AND APPEAL BOARD 

 
In the Matter of Application Serial No. 88/496,247  
For the mark: RASASVADA  
Published: February 2, 2021 
 

– – – – – – – – – – – – – – – – – – – – – – – – – – – – – – – – –X   
 

Rasa Vineyards, LLC, :   
 

  :  Opposition No. 

 Opposer,    :  91268532 
 

 :   

v. :   
 

 :   

Rasasvada, LLC, :   

 :   
 

 Applicant.    :   
 

– – – – – – – – – – – – – – – – – – – – – – – – – –

 – – – – – – –

X   

 

OPPOSER’S RESPONSE TO APPLICANT’S FIRST REQUEST FOR ADMISSIONS, 2d. 

 

Pursuant to Rules 26 and 34 of the Federal Rules of Civil Procedure and 37 C.F.R. § 

2.120, Opposer Rasa Vineyards, LLC (“Opposer”) hereby objects and responds to Applicant 

Rasasvada, LLC (“Applicant”)’s First Request for Admissions as follows. 

OPPOSER’S PRELIMINARY STATEMENT 

Opposer has not completed its investigation relating to this action, has not completed 

discovery in this action, and has not completed preparation for ACR briefing.  As discovery 

proceeds, facts, information, evidence, documents, and things may be discovered that are not set 
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forth in these responses, but that may have been responsive to Applicant’s discovery requests 

(“Requests”).  The following responses are based on Opposer’s knowledge, information, 

evidence, documents, or things discovered prior to service of these responses.  Furthermore, 

these responses were prepared based on Opposer’s good-faith interpretation and understanding 

of the individual Requests and are subject to correction for inadvertent errors or omissions, if 

any.  If Applicant subsequently asserts an interpretation of any of the Requests that differs from 

Opposer’s present understanding, Opposer reserves the right to supplement or modify its 

responses herein.  These responses are given without prejudice to subsequent revision or 

supplementation based upon any information, evidence, and documentation that hereinafter may 

be discovered.  

To the extent that any Request seeks information that is protected by the attorney-client 

privilege and/or attorney work product doctrine, or any other applicable privilege or immunity, 

Opposer declines to produce such information. 

 

GENERAL OBJECTIONS 

In responding to this Request, Opposer reserves all objections relating to admissibility, 

the right to introduce in briefing evidence that is presently unknown to it or is discovered 

subsequent to the date of this response, and the right to amend or supplement this response 

without motion at any time. 

 Opposer lodges these additional objections: 

1. Opposer objects to each of the definitions and Requests containing defined terms 

to the extent they are inconsistent with the Federal Rules of Civil Procedure. 
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2. Opposer objects to each Request for Admission to the extent that said Requests 

call for revealing information protected by the attorney-client privilege. 

3. Opposer objects to each Request to the extent that said Requests seek Opposer to 

admit confidential business or trade secret information. Opposer reserves the right to condition 

the disclosure of responsive confidential or proprietary information or trade secrets on each 

parties’ signed agreement to a confidentiality or protective order governing the disclosure of any 

such information. 

4. Opposer objects to the instructions, definitions, and Requests of Applicant to the 

extent they impose obligations beyond those required by the Federal Rules of Civil Procedure.  

5. Except for explicit facts admitted herein, no admissions of any nature whatsoever 

are implied or should be inferred from Opposer’s response to these Requests. 

6. Opposer objects to Applicant’s Requests to the extent they seek information not 

within Opposer’s possession, custody, or control.  Subject to the responses and objections to 

these Requests, Opposer will admit or deny only that information within its possession, custody, 

or control located after reasonable inquiry based on the issues and needs of the case.  

7. Opposer objects to each Request to the extent it purports to require Opposer to 

search its facilities and inquire of Opposer’s employees other than those facilities and current 

employees that would reasonably be expected to have responsive information.  

8. Opposer objects to the scope of the Requests on the grounds that they are 

overbroad and seek irrelevant information because they are unlimited in time. Unless otherwise 

indicated, Opposer will provide responses relating only to matters occurring since the creation 

and use of Opposer’s Mark ("Relevant Period"). 
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9. Opposer objects to Applicant’s definition of the terms “You,” “Your,” and 

“opposer” as exceeding the scope of discovery permitted pursuant to Fed. R. Civ. P. 34 to the 

extent that Applicant’s definitions require Opposer to admit or deny Requests on behalf of 

persons or entities acting for or on Opposer’s behalf.   

10. Each response to an individual Request is subject to all appropriate objections that 

would require the exclusion of any statement contained herein if the information sought were 

requested of a witness present and testifying in court, or of any statement contained herein if the 

answer were given by said witness.  All such objections and grounds are reserved. 

11. The foregoing objections are incorporated by reference into each of Opposer’s 

responses below.  Any failure to repeat all or any part of the General Objections in any specific 

response shall not constitute a waiver or other relinquishment of such objection. 

Subject to the foregoing, Opposer responds to the individual Requests as follows: 

RESPONSES TO ADMISSIONS 

REQUEST NO. 1: Admit that Applicant’s Mark is not identical to Opposer’s Mark. 

RESPONSE: Opposer objects to this request as ambiguous including as to the meaning of 

“identical” and because Applicant’s Mark contains the entirety of Opposer’s Mark. Subject to the 

foregoing and General objections, Opposer admits that there are differences and similarities 

between Applicant’s Mark and Opposer’s Mark. 

REQUEST NO. 2: Admit that there are differences in appearance between Applicant’s Mark 

and Opposer’s Mark. 
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RESPONSE: Opposer objects to this request as ambiguous including as to the meaning of 

“differences in appearance” and because Applicant’s Mark contains the entirety of Opposer’s 

Mark. Subject to the foregoing and General objections, Opposer admits that there are differences 

and similarities between the appearance of Applicant’s Mark and Opposer’s Mark. 

REQUEST NO. 3: Admit that there are differences in sound between Applicant’s Mark and 

Opposer’s Mark. 

RESPONSE: Opposer objects to this request as ambiguous including as to the meaning of 

“differences in sound” and because Applicant’s Mark contains the entirety of Opposer’s Mark. 

Subject to the foregoing and General objections, Opposer admits that there are differences and 

similarities between the pronunciation of Applicant’s Mark and Opposer’s Mark. 

REQUEST NO. 4: Admit that there are differences in meaning between Applicant’s Mark and 

Opposer’s Mark. 

RESPONSE: Opposer objects to this request as ambiguous including as to the meaning of 

“differences in meaning” and because Applicant’s Mark contains the entirety of Opposer’s Mark. 

Subject to the foregoing and General objections, Opposer admits that there are differences and 

similarities between the meaning of Applicant’s Mark and Opposer’s Mark. 

REQUEST NO. 5: Admit that there are differences in connotation between Applicant’s Mark 

and Opposer’s Mark. 

RESPONSE: Opposer objects to this request as ambiguous including as to the meaning of 

“differences in connotation” and because Applicant’s Mark contains the entirety of Opposer’s 
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Mark. Subject to the foregoing and General objections, Opposer admits that there are differences 

and similarities between the connotation of Applicant’s Mark and Opposer’s Mark. 

REQUEST NO. 6: Admit that there are differences in commercial impression between 

Applicant’s Mark and Opposer’s Mark. 

RESPONSE: Opposer objects to this request as ambiguous including as to the meaning of 

“differences in commercial impression” and because Applicant’s Mark contains the entirety of 

Opposer’s Mark. Subject to the foregoing and General objections, denied.  

REQUEST NO. 7: Admit that “rasa” is a Sanscrit word meaning “essence,” “taste” or “flavor,” 

literally “sap” or “juice.” 

RESPONSE: Opposer objects to this request as ambiguous including as to the term “meaning”. 

Subject to the foregoing and General objections, Opposer admits that the term “rasa” may be 

translated from Sanskrit to English as “essence” or “juice.” Opposer denies, to the extent implied 

or intended, that the term “rasa” does not have other meanings. 

REQUEST NO. 8: Admit that “rasasvada” is a Sanscrit word meaning “appreciation,” “sipping 

of juice,” or “perception of pleasure.” 

RESPONSE: Opposer objects to this request as ambiguous including as to the term “meaning”. 

Subject to the foregoing and General objections, Opposer admits that the term “rasasvada” may 

be translated from Sanskrit to English using the phrases stated in the request. Opposer denies, to 

the extent implied or intended, that the term “rasasvada” does not have other meanings. 
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REQUEST NO. 9: Admit that the packaging for each of Opposer’s wines sold under Opposer’s 

Mark always includes a product name for the wine. 

RESPONSE: Opposer objects to this request as ambiguous including as to the term “packaging” 

and “product name.” Subject to the foregoing and General objections, Opposer admits that 

Opposer’s wines sold under Opposer’s Mark generally are named at the product level.  

REQUEST NO. 10: Admit that the labels for each of Opposer’s wines sold under Opposer’s 

Mark always feature the name of the wine more prominently than Opposer’s Mark. 

RESPONSE: Opposer objects to this request as ambiguous including as to the term “labels,” 

“feature,” and “name of the wine.” Subject to the foregoing and General objections, Opposer 

admits that bottles of wine sold under Opposer’s Mark generally include a product name on the 

label of the bottle. 

REQUEST NO. 11: Admit that Opposer has not sold, offered for sale or provided Applicant’s 

Goods under Opposer’s Mark. 

RESPONSE: Opposer objects to this request as ambiguous including as to the term “Applicant’s 

Goods” and as to the goods described in Application Serial No. 88/496,247, including for 

example “blended spirits.” Based on Opposer’s understanding of the terms used to describe 

Applicant’s Goods and subject to the foregoing and General objections, admitted. 

REQUEST NO. 12: Admit that Opposer has not sold, offered for sale or provided Applicant’s 

Services in connection with Opposer’s Mark. 
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RESPONSE: Opposer objects to this request as ambiguous including as to the term “Applicant’s 

Services” and as to the services described in Application Serial No. 88/496,247, including for 

example “alcohol and spirits distillery services.” Based on Opposer’s understanding of the terms 

used to describe Applicant’s Services and subject to the foregoing and General objections, 

admitted.  

REQUEST NO. 13: Admit that Opposer does not use Opposer’s Mark in connection with 

Applicant’s Goods. 

RESPONSE: Opposer objects to this request as ambiguous including as to the term “Applicant’s 

Goods” and as to the goods described in Application Serial No. 88/496,247, including for 

example “blended spirits.” Based on Opposer’s understanding of the terms used to describe 

Applicant’s Goods and subject to the foregoing and General objections, admitted. 

REQUEST NO. 14: Admit that Opposer does not use Opposer’s Mark in connection with 

Applicant’s Services. 

RESPONSE: Opposer objects to this request as ambiguous including as to the term “Applicant’s 

Services” and as to the services described in Application Serial No. 88/496,247, including for 

example “alcohol and spirits distillery services.” Based on Opposer’s understanding of the terms 

used to describe Applicant’s Services and subject to the foregoing and General objections, 

admitted. 

REQUEST NO. 15: Admit that Opposer has no present plan to use Opposer’s Mark on 

Applicant’s Goods. 
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RESPONSE: Opposer objects to this request as ambiguous including as to the term “Applicant’s 

Goods” and as to the goods described in Application Serial No. 88/496,247, including for 

example “blended spirits.” Based on Opposer’s understanding of the terms used to describe 

Applicant’s Goods and subject to the foregoing and General objections, denied.  

REQUEST NO. 16: Admit that Opposer has no present plan to use Opposer’s Mark in 

connection with Applicant’s Services. 

RESPONSE: Opposer objects to this request as ambiguous including as to the term “Applicant’s 

Services” and as to the services described in Application Serial No. 88/496,247, including for 

example “alcohol and spirits distillery services.” Based on Opposer’s understanding of the terms 

used to describe Applicant’s Services and subject to the foregoing and General objections, 

admitted. 

REQUEST NO. 17: Admit that Opposer does not sell its wines directly to high end restaurants. 

RESPONSE: Opposer objects to this request as ambiguous including as to the term “sells [] 

directly.” Subject to the foregoing and General objections, denied.  

REQUEST NO. 18: Admit that Opposer primarily sells its wines to terroir specific wine 

enthusiasts who either purchase the wines during in person visits Opposer’s family run vineyard 

in Washington State or who join Opposer’s wine club. 

RESPONSE: Opposer objects to this request as ambiguous including as to the term “primarily 

sells” and because the request does not reference any time period. Subject to the foregoing and 

General objections, denied. 
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REQUEST NO. 19: Admit that Opposer’s target market is connoisseurs of terroir specific wines 

interested in ultra-premium wines from Eastern Washington and Northwestern Oregon. 

RESPONSE: Opposer objects to this request as ambiguous including as to the term “target 

market,” “connoisseurs of terroir specific wines,” and “ultra-premium” and because the request 

does not reference any time period. Subject to the foregoing and General objections, Opposer 

admits that Opposer offers and sells its goods and services under Opposer’s Mark to customers 

who are wine connoisseurs, but denies that Opposer’s target market consists only of such 

customers. 

REQUEST NO. 20: Admit that Opposer’s target market is individuals over the age of 45. 

RESPONSE: Opposer objects to this request as ambiguous including as to the term “target 

market” and because the request does not reference any time period. Subject to the foregoing and 

General objections, Opposer admits that Opposer offers and sells its goods and services under 

Opposer’s Mark to customers over the age of 45, but denies that Opposer’s target market consists 

only of those customers. 

REQUEST NO. 21: Admit that Opposer is not aware of any wine or liquor store that sells 

Applicant’s Goods. 

RESPONSE: Opposer objects to this request as ambiguous including as to the term “Applicant’s 

Goods,” including because Applicant appears to be selling goods under Applicant’s Mark but not 

the goods listed in Application Serial No. 88/496,247. Opposer objects that Opposer’s awareness 

of Applicant’s use of Applicant’s Mark is not relevant. Opposer objects that Applicant, not 
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Opposer, knows whether Applicant is using Applicant’s Mark in any wine or liquor store. 

Subject to the foregoing and General objections, Opposer admits that, to its knowledge, 

Applicant is not currently using Applicant’s Mark for the goods listed in Application Serial No. 

88/496,24.  

REQUEST NO. 22: Admit that Opposer is not aware of any brick and mortar store that sells 

both Applicant’s Goods and Opposer’s wines. 

RESPONSE: Opposer objects to this request as ambiguous including as to the term “Applicant’s 

Goods,” including because Applicant appears to be selling goods under Applicant’s Mark but not 

the goods listed in Application Serial No. 88/496,247. Opposer objects that Opposer’s awareness 

of Applicant’s use of Applicant’s Mark is not relevant. Opposer objects that Applicant, not 

Opposer, knows whether Applicant is using Applicant’s Mark in any wine or liquor store. 

Subject to the foregoing and General objections, Opposer admits that, to its knowledge, 

Applicant is not currently using Applicant’s Mark for the goods listed in Application Serial No. 

88/496,247. 

REQUEST NO. 23: Admit that Opposer is not aware of any online store that sells both 

Applicant’s Goods and Opposer’s wines. 

RESPONSE: Opposer objects to this request as ambiguous including as to the term “Applicant’s 

Goods,” including because Applicant appears to be selling goods under Applicant’s Mark but not 

the goods listed in Application Serial No. 88/496,247. Opposer objects that Opposer’s awareness 

of Applicant’s use of Applicant’s Mark is not relevant. Opposer objects that Applicant, not 

Opposer, knows whether Applicant is using Applicant’s Mark in any wine or liquor store. 
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Subject to the foregoing and General objections, Opposer admits that, to its knowledge, 

Applicant is not currently using Applicant’s Mark for the goods listed in Application Serial No. 

88/496,247. 

REQUEST NO. 24: Admit that Opposer is not aware of any beverage distributor that distributes 

both Applicant’s Goods and Opposer’s wines. 

RESPONSE: Opposer objects to this request as ambiguous including as to the term “Applicant’s 

Goods,” including because Applicant appears to be selling goods under Applicant’s Mark but not 

the goods listed in Application Serial No. 88/496,247. Opposer objects that Opposer’s awareness 

of Applicant’s use of Applicant’s Mark is not relevant. Opposer objects that Applicant, not 

Opposer, knows whether Applicant is using Applicant’s Mark in any wine or liquor store. 

Subject to the foregoing and General objections, Opposer admits that, to its knowledge, 

Applicant is not currently using Applicant’s Mark for the goods listed in Application Serial No. 

88/496,247. 

REQUEST NO. 25: Admit that consumers take care in deciding whether to purchase a wine as 

opposed to a spirit, blended spirit, aperitif, extract of spirituous liquor, or flavored tonic liquor. 

RESPONSE: Opposer objects on the grounds that this information is outside the personal 

knowledge of the responding party. Opposer objects to this request as ambiguous including as to 

the term “consumers take care.” Subject to the foregoing and General objections and after a 

reasonable inquiry, Opposer lacks information or knowledge sufficient to respond to this 

Request.  
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REQUEST NO. 26: Admit that annual sales of wines sold under Opposer’s mark is less than 

$500,000 for each of the past five (5) years. 

RESPONSE: Denied. 

REQUEST NO. 27: Admit that annual sales of wines sold under Opposer’s mark is less than 

$750,000 for each of the past five (5) years. 

RESPONSE: Denied. 

REQUEST NO. 28: Admit that Opposer has expended less than $100,000 per year to purchase 

print or online advertisements for Opposer’s wines sold under Opposer’s Mark during each of 

the past five (5) years. 

RESPONSE: Opposer objects to this request as ambiguous including as to the term “print or 

online advertisements.” Opposer objects to this request as not related to any claim or defense in 

this case, including because the goodwill in Opposer’s Mark has developed through means other 

than paid print or online advertisements. Subject to the foregoing and General objections, 

admitted. 

REQUEST NO. 29: Admit that Opposer has expended less than $250,000 per year to purchase 

print or online advertisements for Opposer’s wines sold under Opposer’s Mark during each of 

the past five (5) years. 

RESPONSE: Opposer objects to this request as ambiguous including as to the term “print or 

online advertisements.” Opposer objects to this request as not related to any claim or defense in 

this case, including because the goodwill in Opposer’s Mark has developed through means other 
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than paid print or online advertisements. Subject to the foregoing and General objections, 

admitted. 

REQUEST NO. 30: Admit that Opposer is aware of U.S. Trademark Registration No. 5628879 

for the mark RASA for “bar services; restaurant and catering services” owned by Rasa Indian 

Grill LLC. 

RESPONSE: Opposer objects that this request does not refer to any time period. Subject to the 

foregoing and General objections, Opposer admits that it is now informed of the aforementioned 

U.S. Trademark Registration as a result of this matter, including this Request. 

REQUEST NO. 31: Admit that Opposer is aware of U.S. Trademark Registration No. 5504734 

for the mark RASA (stylized) for “bar services; restaurant and catering services” owned by Rasa 

Indian Grill LLC. 

RESPONSE: Opposer objects that this request does not refer to any time period. Subject to the 

foregoing and General objections, Opposer admits that it is now informed of the aforementioned 

U.S. Trademark Registration as a result of this matter, including this Request. 

REQUEST NO. 32: Admit that Opposer is aware of U.S. Trademark Registration No. 5503408 

for the mark RASA INDIAN GRILL for “bar services; restaurant and catering services” owned 

by Rasa Indian Grill LLC. 

RESPONSE: Opposer objects that this request does not refer to any time period. Subject to the 

foregoing and General objections, Opposer admits that it is now informed of the aforementioned 

U.S. Trademark Registration as a result of this matter, including this Request. 
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REQUEST NO. 33: Admit that Opposer is aware of U.S. Trademark Registration No. 5735405 

for the mark RASA for “herbal food beverages; hot chocolate; hot chocolate mixes; mixes in the 

nature of concentrates, syrups or powders used in the preparation of tea based beverages; 

oatmeal” owned by Adaptogens, PBC. 

RESPONSE: Opposer objects that this request does not refer to any time period. Subject to the 

foregoing and General objections, Opposer admits that it is now informed of the aforementioned 

U.S. Trademark Registration as a result of this matter, including this Request. 

REQUEST NO. 34: Admit that Opposer is aware of U.S. Trademark Registration No. 6511730 

for the mark RASA for “creamers for beverages; coffee creamer” owned by Rasa, Inc. 

RESPONSE: Opposer objects that this request does not refer to any time period. Subject to the 

foregoing and General objections, Opposer admits that it is now informed of the aforementioned 

U.S. Trademark Registration as a result of this matter, including this Request. 

REQUEST NO. 35: Admit that Opposer is aware of U.S. Trademark Registration No. 87775998 

for the mark RASA for “creamers for beverages; coffee creamer” owned by Rasa, Inc. 

RESPONSE: Opposer objects that this request does not refer to any time period. Subject to the 

foregoing and General objections, Opposer admits that it is now informed of the aforementioned 

U.S. Trademark Registration as a result of this matter, including this Request. 

REQUEST NO. 36: Admit that Opposer is aware of U.S. Trademark Registration No. 2911371 

for the mark RASA VEGAS for “restaurant and bar services” owned by O.C. Seacrets, Inc. 

 



16 

113822082.1 0037658-00006  

RESPONSE: Opposer objects that this request does not refer to any time period. Subject to the 

foregoing and General objections, Opposer admits that it is now informed of the aforementioned 

U.S. Trademark Registration as a result of this matter, including this Request. 

REQUEST NO. 37: Admit that Opposer is aware of U.S. Trademark Registration No. 6464829 

for the mark RASASVADA for “non-alcoholic water-based beverages; non-alcoholic distilled 

spirits; fruit and vegetable based juices; juice based concentrates; non-alcoholic cocktails; 

essences for making beverages in the nature of non-alcoholic beverages; all of the foregoing 

excluding dietary supplements and vitamins” owned by Rasasvada, LLC. 

RESPONSE: Opposer objects that this request does not refer to any time period. Subject to the 

foregoing and General objections, Opposer admits that it is now informed of the aforementioned 

U.S. Trademark Registration as a result of this matter, including this Request. 

REQUEST NO. 38: Admit that Opposer is aware of U.S. Trademark Registration No. 6008414 

for the mark RESA for “alcoholic beverages except beers” owned by Riksha LLC. 

RESPONSE: Opposer objects that this request does not refer to any time period. Subject to the 

foregoing and General objections, Opposer admits that it is now informed of the aforementioned 

U.S. Trademark Registration as a result of this matter, including this Request. 

REQUEST NO. 39: Admit that Opposer is aware of U.S. Trademark Registration No. 6357655 

for the mark ROSA for “vodka; distilled spirits” owned by Manamira, LLC. 

 

 



17 

113822082.1 0037658-00006  

RESPONSE: Opposer objects that this request does not refer to any time period. Subject to the 

foregoing and General objections, Opposer admits that it is now informed of the aforementioned 

U.S. Trademark Registration as a result of this matter, including this Request. 

REQUEST NO. 40: Admit that Opposer is aware of U.S. Trademark Registration No. 4401560 

for the mark ROSA for “ale” owned by 2323 N. Milwaukee LLC. 

RESPONSE: Opposer objects that this request does not refer to any time period. Subject to the 

foregoing and General objections, Opposer admits that it is now informed of the aforementioned 

U.S. Trademark Registration as a result of this matter, including this Request. 

REQUEST NO. 41: Admit that Opposer is aware of U.S. Trademark Registration No. 5041623 

for the mark KING RASAFASSA for “beer” owned by Three Spirits Brewery, LLC. 

RESPONSE: Opposer objects that this request does not refer to any time period. Subject to the 

foregoing and General objections, Opposer admits that it is now informed of the aforementioned 

U.S. Trademark Registration as a result of this matter, including this Request. 

REQUEST NO. 42: Admit that Opposer is aware of U.S. Trademark Registration No. 5226189 

for the mark RASA KOFFEE for “herbal teas for medicinal purposes; medicinal tea” and “coffee 

substitutes; herb tea; herbal tea; vegetal preparations for use as coffee substitutes” owned by van 

der Mersch, Lopa Kay. 

RESPONSE: Opposer objects that this request does not refer to any time period. Subject to the 

foregoing and General objections, Opposer admits that it is now informed of the aforementioned 

U.S. Trademark Registration as a result of this matter, including this Request. 
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REQUEST NO. 43: Admit that Opposer is aware of U.S. Trademark Registration No. 5004406 

for the mark TABULA RASA TOASTED PORTER for “beer” owned by Second Chance Beer 

Company, LLC. 

RESPONSE: Opposer objects that this request does not refer to any time period. Subject to the 

foregoing and General objections, Opposer admits that it is now informed of the aforementioned 

U.S. Trademark Registration as a result of this matter, including this Request. 

REQUEST NO. 44: Admit that Opposer is aware of pending U.S. Trademark Application Serial 

No. 88060866 for the mark RASA for “dietary supplement for eliminating toxins from the 

intestinal tract; dietary supplemental drinks in the nature of vitamin and mineral beverages; 

dietary supplements for controlling cholesterol; herbal male enhancement capsules; nutritional 

supplement for eliminating toxins from the intestinal tract” owned by Kiran P Gunnam. 

RESPONSE: Opposer objects that this request does not refer to any time period. Subject to the 

foregoing and General objections, Opposer admits that it is now informed of the aforementioned 

U.S. Trademark Application as a result of this matter, including this Request. 

REQUEST NO. 45: Admit that Opposer is aware of pending U.S. Trademark Application Serial 

No. 87863904 for the mark RASA TASTE LIFE for “mineral, vitamin, or nutritionally enhanced 

water for medical purposes; nutritionally fortified beverages for medical purposes; nutritionally 

fortified water for medical purposes; vitamin enriched sparkling water for medical purposes; 

vitamin enriched water for medical purposes” and “beauty beverages, namely, fruit juices and 

energy drinks containing nutritional supplements; concentrates and powders used in the 

preparation of energy drinks and fruit-flavored beverages; concentrates, syrups or powders for 
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making soft drinks or tea-flavored beverages; fruit juice beverages; non-alcoholic water-based 

beverages; powders used in the preparation of isotonic sports drinks and sports beverages; water 

beverages” owned by Carlsbad Naturals, LLC. 

RESPONSE: Opposer objects that this request does not refer to any time period. Subject to the 

foregoing and General objections,  Opposer admits that it is now informed of the aforementioned 

U.S. Trademark Application as a result of this matter, including this Request. 

REQUEST NO. 46: Admit that Opposer is aware of the use of the mark RASA for a restaurant 

located at 25 West 8th Street, New York NY 10011 and its website located at www.rasanyc.com. 

RESPONSE: Opposer objects that this request does not refer to any time period. Subject to the 

foregoing and General objections, Opposer admits that it is now informed of the aforementioned 

mark as a result of this matter, including this Request. 

REQUEST NO. 47: Admit that Opposer is aware of the use of the mark RASA for a restaurant 

chain with locations at 1247 First Street, SE, Washington, DC 20003, 485 K Street, NW, 

Washington, DC 20001 and 2200 Crystal Drive, Ste F, Arlington, VA 22202 and its website 

located at www.rasagrill.com. 

RESPONSE: Opposer objects that this request does not refer to any time period. Subject to the 

foregoing and General objections, Opposer admits that it is now informed of the aforementioned 

mark as a result of this matter, including this Request. 

REQUEST NO. 48: Admit that Opposer is aware of the use of the mark RASA for a restaurant 

located at 209 Park Rd, Burlingame, CA 94010 and its website located at www.rasaindian.com. 
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RESPONSE: Opposer objects that this request does not refer to any time period. Subject to the 

foregoing and General objections, Opposer admits that it is now informed of the aforementioned 

mark as a result of this matter, including this Request. 

REQUEST NO. 49: Admit that Opposer is aware the use of the mark RASA for a restaurant 

located at 149 Main St., East Greenwich, RI 02818 and its website located at 

www.rasarestaurantri.com. 

RESPONSE: Opposer objects that this request does not refer to any time period. Subject to the 

foregoing and General objections, Opposer admits that it is now informed of the aforementioned 

mark as a result of this matter, including this Request. 

REQUEST NO. 50: Admit that Opposer is aware of the use of the mark RASASVADA for 

CBD products available at www.rasasvadabotanics.com. 

RESPONSE: Opposer objects that this request does not refer to any time period. Subject to the 

foregoing and General objections, Opposer admits that it is now informed of the aforementioned 

mark as a result of this matter, including this Request. 

REQUEST NO. 51: Admit that Opposer is aware of the use of the mark RASA for coffee 

alternative beverages available at www.wearerasa.com. 

RESPONSE: Opposer objects that this request does not refer to any time period. Subject to the 

foregoing and General objections, Opposer admits that it is now informed of the aforementioned 

mark as a result of this matter, including this Request. 
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REQUEST NO. 52: Admit that Opposer is aware of the use of the mark HOP RASA for a beer 

offered by Laughing Sun Brewing and its website located at www.laughingsunbrewing.com. 

RESPONSE: Opposer objects that this request does not refer to any time period. Subject to the 

foregoing and General objections, Opposer admits that it is now informed of the aforementioned 

mark as a result of this matter, including this Request. 

REQUEST NO. 53: Admit that you have no documents showing actual confusion between 

Applicant’s Mark and Opposer’s Mark. 

RESPONSE: Opposer objects that this request does not refer to any time period and that this 

request is ambiguous including as to “documents.” Opposer objects on the grounds that it seeks 

information that is not relevant to the parties’ claims or defenses, including because Applicant’s 

application was filed intent to use and Opposer is not aware of any use by Applicant of 

Applicant’s Mark for the goods and services identified in the Application. Further, Opposer’s 

awareness of consumer confusion does not reflect whether consumer confusion has occurred or 

is likely to occur. Opposer objects to the extent this request calls for information protected by 

attorney client privilege and/or the work product doctrine. Subject to the foregoing and General 

objections, admitted. 

REQUEST NO. 54: Admit that you are aware of no facts or evidence showing actual confusion 

between Applicant’s Mark and Opposer’s Mark. 

RESPONSE: Opposer objects that this request does not refer to any time period and that this 

request is ambiguous including as to “documents.” Opposer objects on the grounds that it seeks 
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information that is not relevant to the parties’ claims or defenses, including because Applicant’s 

application was filed intent to use and Opposer is not aware of any use by Applicant of 

Applicant’s Mark for the goods and services identified in the Application. Further, Opposer’s 

awareness of consumer confusion does not reflect whether consumer confusion has occurred or 

is likely to occur. Opposer objects to the extent this request calls for information protected by 

attorney client privilege and/or the work product doctrine. Subject to the foregoing and General 

objections, admitted. 

REQUEST NO. 55: Admit that Applicant’s Mark and Opposer’s Mark have coexisted in the 

marketplace since 2019. 

RESPONSE: Opposer objects to this request as ambiguous including as to the term “coexist,” 

since to Opposer’s knowledge Applicant’s website in May 2020 stated that Applicant’s goods 

promoted in connection with Applicant’s Mark were described as “Coming June 2020.” Opposer 

objects on the grounds that it seeks information that is not relevant to the parties’ claims or 

defenses, including because Applicant’s application was filed intent to use and Opposer is not 

aware of any use by Applicant of Applicant’s Mark for the goods and services identified in the 

Application. Subject to the foregoing and General objections, denied. 

REQUEST NO. 56: Admit that at no time did any consumer state or otherwise express a belief 

that Opposer is the source of Applicant’s goods or services. 

RESPONSE: Opposer objects on the grounds that this information is outside the personal 

knowledge of the responding party. Subject to the foregoing and General objections and after a  
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reasonable inquiry, Opposer lacks information or knowledge sufficient to respond to this 

Request.  

REQUEST NO. 57: Admit that at no time did any consumer state or otherwise express a belief 

that Opposer is affiliated with Applicant or Applicant’s goods or services. 

RESPONSE: Opposer objects on the grounds that this information is outside the personal 

knowledge of the responding party. Subject to the foregoing and General objections and after a 

reasonable inquiry, Opposer lacks information or knowledge sufficient to respond to this 

Request.  

REQUEST NO. 58: Admit that U.S. Trademark Registration No. 2570780 for OASIS for “wine 

and champagne” coexists on the federal register with U.S. Trademark Registration No. 5773793 

for OASIS VODKA (disclaiming “VODKA”) for “distilled spirits.” 

RESPONSE: Opposer objects that the request is ambiguous including because the registered 

marks referenced in the request are not fully reproduced in the request, including for example 

any coexistence agreement between the owners of the respective registrations. Subject to the 

foregoing and General objections, admitted. 

REQUEST NO. 59: Admit that U.S. Trademark Registration No. 1502410 for SIN ZIN and 

Design for “zinfandel wines” coexists on the federal register with U.S. Trademark Registration 

No. 4753175 for SIN VODKA ULTRA PREMIUM and Design (disclaiming “ULTRA 

PREMIUM VODKA”) for “distilled spirits.” 
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RESPONSE: Opposer objects that the request is ambiguous including because the registered 

marks referenced in the request are not accurately reproduced in the request, including because 

one or more of them is a design mark, because the registrations cover additional goods and/or 

services, and because the terms of any coexistence agreement between the owners of the 

respective registrations is not reflected. Subject to the foregoing and General objections, denied. 

REQUEST NO. 60.: Admit that U.S. Trademark Registration No. 1558360 for WOODBURY 

for “wines and champagnes” coexists on the federal register with U.S. Trademark Registration 

No. 5342958 for WOODBURY BREWING COMPANY (disclaiming “BREWING 

COMPANY”) for “beer making and brewing services.” 

RESPONSE: Opposer objects that the request is ambiguous including because the registered 

marks referenced in the request are not fully reproduced in the request, including for example 

additional goods and/or services in the registrations, and any coexistence agreement between the 

owners of the respective registrations. Subject to the foregoing and General objections, admitted. 

REQUEST NO. 61: Admit that U.S. Trademark Registration No. 2815135 for RENDEZVOUS 

ROSE (disclaiming “ROSE”) for “bottled wine” coexists on the federal register with U.S. 

Trademark Registration No. 3530340 for RENDEZVOUS for “distilled spirits.” 

RESPONSE: Opposer objects that the request is ambiguous including because the registered 

marks referenced in the request are not fully reproduced in the request, including for example 

any coexistence agreement between the owners of the respective registrations. Subject to the 

foregoing and General objections, admitted. 
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REQUEST NO. 62: Admit that U.S. Trademark Registration No. 3005743 for RC (stylized) for 

“wine in general” coexists on the federal register with U.S. Trademark Registration No. 6112443 

for RC DISTILLERY (disclaiming “DISTILLERY”) for “brandy.” 

RESPONSE: Opposer objects that the request is ambiguous including because the registered 

marks referenced in the request are not accurately reproduced in the request, including because 

one or more of them is a design mark, and because the terms of any coexistence agreement 

between the owners of the respective registrations is not reflected. Subject to the foregoing and 

General objections, denied. 

REQUEST NO. 63: Admit that U.S. Trademark Registration No. 3005743 for RC (stylized) for 

“wine in general” coexists on the federal register with U.S. Trademark Registration No. 6112443 

for RC DISTILLERY for “brandy.” 

RESPONSE: Opposer objects that the request is ambiguous including because the registered 

marks referenced in the request are not accurately reproduced in the request, including because 

one or more of them is a design mark, and because the terms of any coexistence agreement 

between the owners of the respective registrations is not reflected. Subject to the foregoing and 

General objections, denied. 

REQUEST NO. 64: Admit that U.S. Trademark Registration No. 3070272 for ASPEN 

MULLING SPICES for “spiced wine mix” coexists on the federal register with U.S. Trademark 

Registration No. 5771787 for ASPEN STAVE FINISHED for “distilled spirits.” 
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RESPONSE: Opposer objects that the request is ambiguous including because the registered 

marks referenced in the request are not fully reproduced in the request, including because the 

registrations cover additional goods and/or services, and because the terms of any coexistence 

agreement between the owners of the respective registrations is not reflected. Subject to the 

foregoing and General objections, admitted. 

REQUEST NO. 65: Admit that U.S. Trademark Registration No. 5066663 for ABC CORK 

(disclaiming “CORK”) for “wine making kits” coexists on the federal register with U.S. 

Trademark Registration No. 893396 for ABC (stylized) for “vodka.” 

RESPONSE: Opposer objects that the request is ambiguous including because the registered 

marks referenced in the request are not accurately reproduced in the request, including because 

one or more of them is a design mark, because the registrations cover additional goods and/or 

services, and because the terms of any coexistence agreement between the owners of the 

respective registrations is not reflected. Subject to the foregoing and General objections, denied. 

REQUEST NO. 66: Admit that U.S. Trademark Registration No. 4330722 for NEW YORK 

MALMSEY (disclaiming “MALMSEY”) for “madeira wine” coexists on the federal register 

with U.S. Trademark Registration No. 4544201 for NEW YORK CLUB for “whiskey.” 

RESPONSE: Opposer objects that the request is ambiguous including because the registered 

marks referenced in the request are not accurately reproduced in the request, including because 

one or more of them includes exclusions in the description of goods, because the registrations 

cover additional goods and/or services, and because the terms of any coexistence agreement  
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between the owners of the respective registrations is not reflected. Subject to the foregoing and 

General objections, denied. 

REQUEST NO. 67: Admit that U.S. Trademark Registration No. 5601580 for WHEELHOUSE 

for “zinfandel wines” coexists on the federal register with U.S. Trademark Registration 

No. 4894709 for WHEEL HOUSE for “gin.” 

RESPONSE: Opposer objects that the request is ambiguous including because the registered 

marks referenced in the request are not fully reproduced in the request, including because the 

terms of any coexistence agreement between the owners of the respective registrations is not 

reflected. Subject to the foregoing and General objections, admitted. 

REQUEST NO. 68: Admit that U.S. Trademark Registration No. 5138168 for SEVEN 

PILLARS for “alcoholic beverages except beers, namely, wine” coexists on the federal register 

with U.S. Trademark Registration No. 574181 for SEVEN CROWN 7 (stylized) for “whiskey.” 

RESPONSE: Opposer objects that the request is ambiguous including because the registered 

marks referenced in the request are not accurately reproduced in the request, including because 

one or more of them is a design mark, and because the terms of any coexistence agreement 

between the owners of the respective registrations is not reflected. Subject to the foregoing and 

General objections, denied. 

REQUEST NO. 69: Admit that U.S. Trademark Registration No. 4956857 for TESORO DEL 

SOL for “dessert wines” coexists on the federal register with U.S. Trademark Registration 

No. 4576835 for TEMPLO DEL SOL for “coffee-based liquers.” 



28 

113822082.1 0037658-00006  

RESPONSE: Opposer objects that the request is ambiguous including because the registered 

marks referenced in the request are not fully reproduced in the request, including because the 

registrations cover additional goods and/or services, and because the terms of any coexistence 

agreement between the owners of the respective registrations is not reflected. Subject to the 

foregoing and General objections, admitted. 

REQUEST NO. 70: Admit that U.S. Trademark Registration No. 2577751 for SLEEPY 

HOLLOW VINEYARD (disclaiming “VINEYARD”) for “red and white wine” coexists on the 

federal register with U.S. Trademark Registration No. 5650981 for SLEEPY FOX DISTILLERY 

(disclaiming “DISTILLERY”) for “distilled spirits.” 

RESPONSE: Opposer objects that the request is ambiguous including because the registered 

marks referenced in the request are not fully reproduced in the request, including because the 

registrations cover additional goods and/or services, and because the terms of any coexistence 

agreement between the owners of the respective registrations is not reflected. Subject to the 

foregoing and General objections, admitted. 

REQUEST NO. 71: Admit that U.S. Trademark Registration No. 2693526 for ROCKY 

RESERVE (disclaiming “RESERVE”) for “bottled wine” coexists on the federal register with 

U.S. Trademark Registration No. 5551009 for ROCKY TOP for “liquor.” 

RESPONSE: Opposer objects that the request is ambiguous including because the registered 

marks referenced in the request are not fully reproduced in the request, including because the 

terms of any coexistence agreement between the owners of the respective registrations is not 

reflected. Subject to the foregoing and General objections, admitted. 
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REQUEST NO. 72: Admit that U.S. Trademark Registration No. 3647246 for ROSA DE 

ARGENTINA (stylized) (disclaiming “ARGENTINA”) for “wines from Argentina” coexists on 

the federal register with U.S. Trademark Registration No. 6296274 for ROSA VODKA 

(disclaiming “VODKA”) for “vodka.” 

RESPONSE: Opposer objects that the request is ambiguous including because the registered 

marks referenced in the request are not accurately reproduced in the request, including because 

one or more of them is a design mark, and because the terms of any coexistence agreement 

between the owners of the respective registrations is not reflected. Subject to the foregoing and 

General objections, denied. 

REQUEST NO. 73: Admit that U.S. Trademark Registration No. 5042865 for MIGHTY 

SWELL COCKTAILS (stylized) (disclaiming “COCKTAILS”) for “alcoholic beverages 

containing juice, namely, juice-infused wines sold in cans” coexists on the federal register with 

U.S. Trademark Registration No. 4856933 for SWELL for “distilled spirits.” 

RESPONSE: Opposer objects that the request is ambiguous including because the registered 

marks referenced in the request are not accurately reproduced in the request, including because 

one or more of them is a design mark, and because the terms of any coexistence agreement 

between the owners of the respective registrations is not reflected. Subject to the foregoing and 

General objections, denied. 

REQUEST NO. 74: Admit that Opposer is more concerned about Applicant’s use of the domain 

name rasaspirit.com than it is about the registration of Applicant’s Mark for Applicant’s Goods. 
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RESPONSE: Opposer objects that the request is ambiguous including as to the term “more 

concerned” and as to the lack of reference to any time period. Opposer objects on the grounds 

that it seeks information that is not relevant to the parties’ claims or defenses and not 

proportional to the needs of this case. Opposer objects to the extent that this request is part of any 

attempt to put any confidential settlement communications into the record. Subject to the 

foregoing and General objections, denied. 

REQUEST NO. 75: Admit that Opposer is more concerned about Applicant’s use of the 

Instagram handle @rasaspirit than it is about the registration of Applicant’s Mark for Applicant’s 

Goods. 

RESPONSE: Opposer objects that the request is ambiguous including as to the term “more 

concerned” and as to the lack of reference to any time period. Opposer objects on the grounds 

that it seeks information that is not relevant to the parties’ claims or defenses and not 

proportional to the needs of this case. Opposer objects to the extent that this request is part of any 

attempt to put any confidential settlement communications into the record. Subject to the 

foregoing and General objections, denied. 

 

[SIGNATURE PAGE FOLLOWS] 
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Dated: January 28, 2022 
Portland, OR 

 

 By, 

 

__/s Elliott J. Williams/____ 
Elliott J. Williams 
Stoel Rives LLP 
760 SW Ninth Avenue 
Suite 3000 
(503) 294-9571 
elliott.williams@stoel.com 
Attorney for Opposer Rasa Vineyards, LLC  
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CERTIFICATE OF SERVICE 

I hereby certify that on January 28, 2022, I caused a true and correct copy of the foregoing 

OPPOSER’S RESPONSE TO APPLICANT’S FIRST REQUEST FOR ADMISSIONS to 

be served by email upon the following attorneys of record for Applicant: 

Stacy L Wu 
swu@stacywulaw.com 
office@stacywulaw.com 
 
Xiaoyun Sun 
silvia@stacywulaw.com 
 
Nancy J. Mertzel 
docketing@mertzel-law.com 

 

 __/s Elliott J. Williams/__ 
Elliott J. Williams  
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IN THE UNITED STATES PA TENT AND TRADEMARK OFFICE 
BEFORE THE TRADEMARK TR IAL AND APPEAL BOARD 

 
In the Matter of Application Serial No. 88/496,247  
For the mark: RASASVADA  
Published: February 2, 2021 
 

– – – – – – – – – – – – – – – – – – – – – – – – – – – – – – – – –X   
 

Rasa Vineyards, LLC, :   
 

  :  Opposition No. 

 Opposer,    :  91268532 
 

 :   

v. :   
 

 :   

Rasasvada, LLC, :   

 :   
 

 Applicant.    :   
 

– – – – – – – – – – – – – – – – – – – – – – – – – – – – – – – – –X   

 

OPPOSER’S RESPONSE TO APPLICANT’S FIRST SET OF INTERROGATORIES  
 

Pursuant to Rules 26 and 33 of the Federal Rules of Civil Procedure and 37 C.F.R. § 
2.120, Opposer Rasa Vineyards, LLC responds to Applicant Rasasvada, LLC’s First Set of 
Interrogatories as follows: 

OPPOSER’S PRELIMINARY STATEMENT 

Opposer has not completed its investigation relating to this action, has not completed 

discovery in this action, and has not completed preparation for ACR briefing.  As discovery 

proceeds, facts, information, evidence, documents, and things may be discovered that are not set 

forth in these responses, but that may have been responsive to Applicant’s Interrogatories.  The 

following responses are based on Opposer’s knowledge, information, evidence, documents, or 

things discovered prior to service of these responses.  Furthermore, these responses were 

prepared based on Opposer’s good-faith interpretation and understanding of the individual 
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Interrogatories and are subject to correction for inadvertent errors or omissions, if any.  If 

Applicant subsequently asserts an interpretation of any of the Interrogatories that differs from 

Opposer’s present understanding, Opposer reserves the right to supplement or modify its 

responses herein.  These responses are given without prejudice to subsequent revision or 

supplementation based upon any information, evidence, and documentation that hereinafter may 

be discovered.  

To the extent that any Interrogatory seeks information that is protected by the attorney-

client privilege and/or attorney work product doctrine, or any other applicable privilege or 

immunity, Opposer declines to produce such information. 

GENERAL OBJECTIONS 

In responding to these Interrogatories, Opposer reserves all objections relating to 

admissibility, the right to introduce in briefing evidence that is presently unknown to it or is 

discovered subsequent to the date of this response, and the right to amend or supplement this 

response without motion at any time. 

 Opposer lodges these additional objections: 

1. Opposer objects to each of the definitions and Interrogatories containing defined 

terms to the extent they are inconsistent with the Federal Rules of Civil Procedure. 

2. Opposer objects to each Interrogatory to the extent such Interrogatories seek or 

purport to seek responses based on information or knowledge not within Opposer’s possession or 

under its control. 

3. Opposer objects to each Request to the extent that said Interrogatories seek 

information or knowledge protected by the attorney-client privilege.  No such information or 

knowledge will be produced. 
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4. Opposer objects to each Interrogatory to the extent that said Interrogatories seek 

knowledge or information that constitute attorney work product.  No such information or 

knowledge will be produced.  Any disclosure of such is inadvertent and is not a waiver of any 

privilege or immunity. 

5. Opposer objects to each Request to the extent that said Requests seek proprietary 

or confidential business or trade secret information. Opposer reserves the right to condition the 

disclosure of responsive confidential or proprietary information or trade secrets on each parties’ 

signed agreement to a confidentiality or protective order governing the disclosure of any such 

information. 

6. Opposer objects to the instructions, definitions, and Interrogatories of Applicant 

to the extent they impose obligations beyond those required by the Federal Rules of Civil 

Procedure. 

7. Opposer objects to the definitions, instructions, and Interrogatories to the extent 

they attempt to impose an obligation on Opposer to request knowledge or information from third 

parties when such information and knowledge are equally accessible to Applicant.  

8. Except for explicit facts admitted herein, no admissions of any nature whatsoever 

are implied or should be inferred from Opposer’s response to these Interrogatories.  The fact that 

Opposer’s objects to any individual Interrogatory should not necessarily be taken to signify or 

imply that information or knowledge responsive to such Interrogatory actually exist or ever have 

existed. 

9. Opposer objects to Applicant’s Interrogatories to the extent they seek information 

not within Opposer’s possession, custody, or control.  Subject to the responses and objections to 

these Interrogatories, Opposer will provide only that information and knowledge within its 
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possession, custody, or control located after reasonable inquiry based on the issues and needs of 

the case.  

10. Opposer objects to each Interrogatory to the extent it purports to require Opposer 

to search its facilities and inquire of Opposer’s employees other than those facilities and current 

employees that would reasonably be expected to have responsive information in an effort to 

provide all information and knowledge that may be responsive to this Interrogatory.  Opposer’s 

responses will be based upon (i) a reasonable search of facilities and files that could reasonably 

be expected to contain responsive information, including the use of appropriate search terms to 

locate relevant electronically stored information (“ESI”), and (ii) inquiry of Opposer’s current 

employees and/or representatives who could reasonably be expected to possess responsive 

information.   

11. Opposer objects to Applicant’s definition of the terms “You,” “Your,” and 

“opposer” as exceeding the scope of discovery permitted pursuant to Fed. R. Civ. P. 34 to the 

extent that Applicant’s definitions require Opposer to provide responses on behalf of persons or 

entities acting for or on Opposer’s behalf.  Opposer will produce non-privileged information and 

knowledge identified in response to Applicant’s specific Interrogatories below to the extent that 

such knowledge and information can be found in Opposer’s possession, custody, or control upon 

a reasonable search.  

12. Each response to an individual Interrogatory is subject to all appropriate 

objections that would require the exclusion of any statement contained herein if the information 

sought were requested of a witness present and testifying in court, or of any statement contained 

herein if the answer were given by said witness.  All such objections and grounds are reserved. 
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13. The foregoing objections are incorporated by reference into each of Opposer’s 

responses below.  Any failure to repeat all or any part of the General Objections in any specific 

response shall not constitute a waiver or other relinquishment of such objection. 

Subject to the foregoing, Opposer responds to the individual Interrogatories as follows: 

RESPONSES TO INTERROGATORIES 

INTERROGATORY NO. 1:  “Identify each officer of Opposer.” 

RESPONSE:  Subject to the foregoing General Objections, Opposer responds to the non-

objectionable portion of the interrogatory as follows: 

1. Yashodhan “Billo” Naravane, MW. Winemaker and founder/owner, Rasa Vineyards, LLC. 

4122 Powerline Road 

Walla Walla, WA 99362 

2. Makrand “Pinto” Naravane. Managing partner and founder/owner, Rasa Vineyards, LLC. 

4122 Powerline Road 

Walla Walla, WA 99362 

INTERROGATORY NO. 2: “Identify all individuals employed, retained or otherwise engaged 

by Opposer who possess information relevant to this matter.” 

RESPONSE:  Opposer objects on the grounds that determining said individuals may require 

legal analysis to determine relevance and/or that it is ambiguous what Applicant considers 

“relevant.” Subject to these objections and the foregoing General Objections, Opposer responds 

to the non-objectionable portion of the interrogatory as follows: 
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1. Yashodhan “Billo” Naravane, MW. Winemaker and founder/owner, Rasa Vineyards, LLC. 

4122 Powerline Road 

Walla Walla, WA 99362 

2. Makrand “Pinto” Naravane. Managing partner and founder/owner, Rasa Vineyards, LLC. 

4122 Powerline Road 

Walla Walla, WA 99362 

INTERROGATORY NO. 3:  “Identify all goods and services that Opposer has offered for sale, 

sold, or provided in connection with Opposer’s Mark.” 

RESPONSE:  Opposer objects on the grounds that this information is equally available to 

Applicant and is not tailored to a claim or defense at issue in this matter. Subject to these 

objections and the foregoing General Objections, Opposer responds to the non-objectionable 

portion of the interrogatory as follows: Opposer’s goods and services offered under Opposer’s 

Mark include, but are not limited to, wines, wine-related services such as tasting, pairing, 

selection, mail-order clubs, and wine education, information and education services in the area of 

wine. 

INTERROGATORY NO. 4:  “For each good or service that you have offered, sold, or provided 

under or in connection with Opposer’s Mark, state the date ranges of actual and planned use of 

Opposer’s Mark in connection with the good or service, including the specific date of first use or 

intended first use of Opposer’s Mark for each good or service.” 

RESPONSE:  Opposer objects on the grounds that the information sought in this Interrogatory 

is overbroad, overly burdensome to produce, equally available to Applicant, and not reasonably 
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calculated to elicit the discovery of admissible evidence related to a claim or defense in the 

present matter. Subject to these objections and the foregoing General Objections, Opposer 

responds to the non-objectionable portion of the interrogatory as follows: 

€ Opposer has used Opposer’s Mark continuously for Opposer’s goods and services, 

including wines, wine-related services such as tasting, pairing, selection, mail-order 

clubs, and wine education, information and education services in the area of wine, since 

on or about May 1, 2009. Opposer is preparing to offer fortified wines and dessert wines 

under Opposer’s Mark. 

 

INTERROGATORY NO. 5:  “For each good or service that you have offered, sold, or provided 

under or in connection with Opposer’s Mark, state the suggested or expected retail price of the 

good or service.” 

RESPONSE:  Opposer objects on the grounds that the information sought in this Interrogatory 

is overbroad, overly burdensome to produce, equally available to Applicant, and not reasonably 

calculated to elicit the discovery of admissible evidence related to a claim or defense in the 

present matter. Subject to these objections and the foregoing General Objections, Opposer 

responds to the non-objectionable portion of the interrogatory as follows: 

€ Opposer has offered wine in connection with Opposer’s Mark at a broad range of retail 

pricing including from less than $20 up to and including $115 per bottle of wine, 

depending on the age and characteristics of each bottle. Prices are expected to increase as 

the wine ages and supply is reduced. Opposer has offered wine-related services such as 

tasting, pairing, selection, mail-order clubs, wine education, and provisions of 
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information and education in the area of wine at a broad range of retail pricing including 

from free (e.g. provision of information on Opposer’s website or at Opposer’s events) to 

several hundreds of dollars (e.g. mail-order clubs). 

 

INTERROGATORY NO. 6:  “Describe the facts and circumstances concerning the conception, 

creation, selection, and adoption of Opposer’s Mark, including without limitation why Opposer 

selected Opposer’s Mark and any names which were considered but rejected by Opposer in favor 

of Opposer’s Mark.” 

RESPONSE:  Opposer objects on the grounds that it seeks information that is not relevant to the 

parties’ claims or defenses and that the burden of producing the information sought is not 

proportional to the needs of this case. Subject to these objections and the foregoing General 

Objections, Opposer responds to the non-objectionable portion of the interrogatory as follows: 

Opposer selected the Mark “RASA” after a relative of the founders, familiar with Sanskrit, 

suggested it during the planning stages of their business. Their understanding at the time was that 

“rasa” can be translated as “essence” and also “juice.” Additionally, the word represents a 

connection to the founders’ family and heritage. 

INTERROGATORY NO. 7:  “Identify all persons who participated in or are responsible for the 

conception, creation, selection, or adoption of Opposer’s Mark or the mark RASA 

VINEYARDS.” 

RESPONSE:  Opposer objects on the grounds that it seeks information that is not relevant to the 

parties’ claims or defenses and that the burden of producing the information sought is not 

proportional to the needs of this case. Opposer further objects on the grounds that it is redundant 
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with Interrogatory 2. Subject to these objections and the foregoing General Objections, Opposer 

responds to the non-objectionable portion of the interrogatory as follows: 

1. Yashodhan “Billo” Naravane, MW. Winemaker and founder/owner, Rasa Vineyards, LLC. 

4122 Powerline Road 

Walla Walla, WA 99362 

2. Makrand “Pinto” Naravane. Managing partner and founder/owner, Rasa Vineyards, LLC. 

4122 Powerline Road 

Walla Walla, WA 99362 

 

INTERROGATORY NO. 8:  “Describe the facts and circumstances concerning Opposer’s 

change of its mark from RASA VINEYARDS to RASA including without limitation the 

submission of a post-registration amendment of Applicant’s Mark from RASA VINEYARDS to 

RASA.” 

RESPONSE:  Opposer objects on the grounds that it seeks information that is not relevant to the 

parties’ claims or defenses, that the requested information is publicly available through sources 

such as the USPTO and thereby equally accessible to Applicant, and that the request seeks 

privileged information. Subject to these objections and the foregoing General Objections, 

Opposer responds to the non-objectionable portion of the interrogatory as follows: 

Opposer selected the Mark “RASA” after a relative of the founders, familiar with Sanskrit, 

suggested it during the planning stages of their business. Their understanding at the time was that 

“rasa” can be translated as “essence” and also “juice.” Additionally, the word represents a 
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connection to the founders’ family and heritage. 

 

INTERROGATORY NO. 9:  “Describe Opposer’s understanding of the definition, meaning of, 

or connotation of the term RASA, including all cultural meanings and references.” 

RESPONSE:  Opposer objects on the grounds that it seeks information that is not relevant to the 

parties’ claims or defenses and that the burden of producing the information sought is not 

proportional to the needs of this case. Subject to these objections and the foregoing General 

Objections, Opposer responds to the non-objectionable portion of the interrogatory as follows: 

At the time of adoption, Opposer’s understanding was that the word “Rasa” can be translated 

from Sanskrit to English as “essence” and also “juice.” 

 

INTERROGATORY NO. 10:  “Describe the intended target audience or type of consumer for 

Opposer’s goods and services offered for sale or intended to be offered for sale under or in 

connection with Opposer’s Mark including, but not limited to, age, gender, socioeconomic 

status, and geographic region.” 

RESPONSE:  Opposer objects on the grounds that it seeks information that is not relevant to the 

parties’ claims or defenses. Subject to these objections and the foregoing General Objections, 

Opposer responds to the non-objectionable portion of the interrogatory as follows: The target 

audience for goods and services offered for sale or intended to be offered for sale with Opposer’s 

Mark is of legal drinking age in their country of residence or consumption, without regard to 

gender, socioeconomic status, or geographic region. 
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INTERROGATORY NO. 11:  “Describe all channels of trade through which Opposer has sold, 

offered for sale, or intends to offer for sale goods or services under or in connection with 

Opposer’s Mark.” 

RESPONSE:  Opposer objects on the grounds that it seeks information that is not relevant to the 

parties’ claims or defenses and that the burden of producing the information sought is not 

proportional to the needs of this case. Subject to these objections and the foregoing General 

Objections, Opposer responds to the non-objectionable portion of the interrogatory as follows: 

€ Opposer sells wine, offers wine for sale, and/or intends to offer wine for sale: 

o Direct to consumer throughout the United States, including New York, including 

through Opposer’s website, other online channels, wine clubs, and mail-order; 

o To consumers throughout the United States, including through events and 

tastings, and other retail sale opportunities as part of Opposer’s normal course of 

business in the State of Washington; 

o Through third-party distribution including to restaurants and retailers throughout 

the United States, including New York. 

 

INTERROGATORY NO. 12:  “Describe each and every instance where Opposer is aware that 

any consumer was confused, mistaken, or deceived as to the origin or sponsorship of any 

products or services sold or offered for sale under or in connection with Applicant’s Mark.” 

RESPONSE:  Opposer objects on the grounds that it seeks information that is not relevant to the 
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parties’ claims or defenses, including because Applicant’s application was filed intent to use and 

Opposer is not aware of any use by Applicant of Applicant’s Mark for the goods and services 

identified in the Application. Further, Opposer’s awareness of consumer confusion does not 

reflect whether consumer confusion has occurred or is likely to occur. Subject to these objections 

and the foregoing General Objections, Opposer responds to the non-objectionable portion of the 

interrogatory as follows: Opposer is not currently aware of consumers who were confused, 

mistaken, or deceived regarding the Applicant’s use of Applicant’s Mark in connection with any 

goods or services sold or offered by Applicant.  

 

INTERROGATORY NO. 13:  “Identify all agreements concerning Opposer’s Mark by date, 

parties to the agreement, and the subject matter of the agreement, including without limitation 

oral and written agreements.” 

RESPONSE:  Opposer objects on the grounds that it seeks information that is not relevant to the 

parties’ claims or defenses and that the burden of producing the information sought is not 

proportional to the needs of this case. Subject to these objections and the foregoing General 

Objections, Opposer responds to the non-objectionable portion of the interrogatory as follows: 

Opposer is not aware of any agreements concerning Opposer’s Mark. 

 

INTERROGATORY NO. 14:  “Identify all printed materials bearing Opposer’s Mark that have 

been, or are intended to be, published, broadcast, displayed or distributed to Opposer’s customers 

or to consumers.” 

RESPONSE:  Opposer objects on the grounds that it seeks information that is not relevant to the 
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parties’ claims or defenses and that the burden of producing the information sought is not 

proportional to the needs of this case. Furthermore, Applicant seeks information that is publicly 

available, and therefore equally available to the parties. Subject to these objections and the 

foregoing General Objections, in accordance with Federal Rule of Civil Procedure 33(d), 

Opposer will produce documents from which the burden of deriving or ascertaining examples of 

Opposer’s Mark is substantially the same for Defendant as for Plaintiff.  

 

INTERROGATORY NO. 15: “ Identify the geographic regions in which Opposer has or has 

caused to be advertised, promoted, marketed, displayed, distributed, offered for sale, or sold, or 

plans or intends to advertise, promote, market, display, distribute, offer for sale, or sell, either 

directly or through others, any goods or services under or in connection with Opposer’s Mark.” 

RESPONSE:  Opposer objects on the grounds that it seeks information that is not relevant to the 

parties’ claims or defenses and that the burden of producing the information sought is not 

proportional to the needs of this case. Subject to these objections and the foregoing General 

Objections, Opposer responds to the non-objectionable portion of the interrogatory as follows: 

€ Opposer’s Mark is used on its own website as well as the websites of third party online 

retailers who ship internationally. Opposer thereby has advertised and marketed to all 

geographic regions capable of connecting to the Internet. Additionally, Opposer’s goods 

have been offered for sale under Opposer’s mark to consumers in all 50 states and are 

currently distributed to retailers and restaurants in eleven states, including New York.  

 

INTERROGATORY NO. 16: “ State whether Opposer’s use of Opposer’s Mark has been 
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interrupted for any period from May 1, 2009 to the present, and describe in detail the duration 

and reasons for such interruption.” 

RESPONSE:  Subject to the foregoing General Objections, Opposer responds to the non-

objectionable portion of the interrogatory as follows: There have been no interruptions of use of 

Opposer’s Mark by Opposer since May 1, 2009. 

 

INTERROGATORY NO. 17: “ Describe all past, current, and proposed marketing plans or 

efforts concerning Opposer’s Mark or any goods or services marketed or proposed to be 

marketed under or in connection with Opposer’s Mark.” 

RESPONSE:  Opposer objects on the grounds that it seeks information that is not relevant to the 

parties’ claims or defenses and that the burden of producing the information sought is not 

proportional to the needs of this case.  Subject to these objections and the foregoing General 

Objections, Opposer responds to the non-objectionable portion of the interrogatory as follows: 

Opposer markets the goods and services associated with Opposer’s Mark through word of 

mouth, its website, its tasting room, through cultivating relationships with customers, through 

online reviews of Opposer’s goods and services, by attending industry events, by hosting events 

in Washington as well as other states, and through digital and print advertisements. 

 

INTERROGATORY NO. 18:  “Identify and describe in detail the date and circumstances of 

when Opposer first became aware of Applicant’s use and application to register Applicant’s 

Mark.” 



   

113456383.4 0037658-00006  

15 

RESPONSE:  Opposer objects to the extent Applicant’s Interrogatory seeks privileged 

information or communications. Subject to these objections and the foregoing General 

Objections, Opposer responds to the non-objectionable portion of the interrogatory as follows: 

Opposer became aware of Applicant’s use and application to register Applicant’s Mark by the 

citation of Opposer’s Mark against one or more application of Applicant to register other marks 

of Applicant shortly before Opposer sent a demand letter to Applicant on or around June 1, 2020. 

 

INTERROGATORY NO. 19:  “Describe in detail all facts and circumstances that support or 

tend to negate Opposer’s allegations in the Notice of Opposition that the Applicant’s Mark is 

likely to cause confusion with Opposer’s Mark.” 

RESPONSE:  Opposer objects on the grounds to the extent Applicant’s Interrogatory seeks 

information protected by attorney client privilege and/or the work product doctrine. Opposer 

objects to the request as unduly burdensome, overbroad, and that the burden of responding is not 

proportional to the needs of this case, including due to the phrase “describe in detail.” Subject to 

these objections and the foregoing General Objections, Opposer responds to the non-

objectionable portion of the interrogatory as follows: 

First, the dominant feature of Applicant’s Mark, “Rasa,” is identical to Opposer’s Mark in sound, 

appearance, meaning, and overall commercial impression. See Stone Lion Capital Partners v. 

Lion Capital LLP, 746 F.3d 1317, 1337 (Fed. Cir. 2014) (discussing importance of sound, 

appearance, and meaning to determine similarity of disputed marks); Presto Products Inc. v. 

Nice-Pak Products Inc., 9 U.S.P.Q.2d 1895, 1988 WL 252340 (T.T.A.B. 1988) (“[I]t is often the 

first part of a mark which is most likely to be impressed upon the mind of a purchaser and 
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remembered;” holding KID-WIPES confusingly similar to KID STUFF both for baby wipes.). 

Furthermore, Applicant frequently abbreviates its full Mark to “Rasa” in social media, its web 

presence, and other sources, which is identical to Opposer’s Mark (and also demonstrates that 

“Rasa” is the dominant feature of Applicant’s Mark). Consumers are likely to be confused by 

Applicant’s use of an identical mark when using the abbreviation of Applicant’s Mark “RASA. 

Second, the Marks cover similar and related goods and services, thereby enhancing the 

likelihood of confusion among customers who might, for example, falsely assume that 

Applicant’s Goods are from the same source as Opposer’s goods. Goods associated with 

Opposer’s Mark (wine) and the goods associated with Applicant’s Mark (“spirits; blended 

spirits; apertifs with a distilled alcoholic liquor base, Extracts of spiritous liquors, flavored tonic 

liquors”) are similar because they are consumed and purchased by similar customers for similar 

reasons, such as celebration, recreation, and relaxation, and fall under the same IC category (33) 

of goods. A reasonably prudent consumer would likely be confused about the relationship 

between Opposer’s Mark and any goods associated with Applicant’s Mark, and may falsely 

assume, for example, that product’s bearing Applicant’s Mark originate from Opposer. Cf. In re 

Save Venice New York, Inc., 259 F.3d 1346, 1355, 59 U.S.P.Q.2d 1778 (Fed. Cir. 2001) (“The 

related goods test measures whether a reasonably prudent consumer would believe that non-

competitive but related goods sold under similar marks derive from the same source, or are 

affiliated with, connected with, or sponsored by the same trademark owner.”) The services used 

with Applicant’s Mark (“alcohol and spirits distillery services; brewing services, namely, 

brewing of water-based beverages, fruit and vegetable juices containing non-alcoholic herbal and 

floral extracts for others; preservation of drink; rental of machines and apparatus for processing 

beverages; treatment of materials in the nature of botanical products; providing a website 
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featuring news and information in the field of craft brewing and distilling of alcohol and spirits; 

all of the foregoing excluding information about dietary supplements and vitamins”) are also 

related to the goods (wine) associated with Opposer’s Mark.  

Opposer’s Mark is strong because it is arbitrary with respect to Class 33 goods and because it has 

amassed considerable goodwill by designating the source of high-quality products since at least 

2009. See Palm Bay Imports, Inc. v. Veuve Clicquot Ponsardin Maison Fondee en 1772, 396 

F.3d 1369, 1372 (Fed. Cir. 2005) (“VEUVE is an arbitrary term as applied to champagne and 

sparkling wine, and thus conceptually strong as a trademark.”). Opposer’s Goods have received 

laudatory reviews in the press, and Opposer has offered, promoted, and sold its Goods in 

connection with Opposer’s Mark since at least 2009. Consumers familiar with Opposer’s Mark 

and associated goods may associate closely-related products that use a Mark that contains the 

entirety of Opposer’s Mark with Opposer, resulting in Applicant improperly trading on the 

goodwill established by Opposer. 

Consumers are also likely to be confused because “Rasa” is not the dominant commercial 

impression of any other mark for closely related goods such as alcohol or alcohol-related 

beverages, and therefore consumers are not accustomed to differentiating between Opposer’s 

goods and goods by other using Opposer’s Mark. Cf. Palm Bay Imports, Inc. v. Veuve Cliquot 

Ponsardin Maison Fondee en 1772, 396 F.3d 1369, 1373 (Fed. Cir. 2005) (finding that a single 

third-party use failed to demonstrate conditioning of the consuming public). 

 

INTERROGATORY NO. 20:  “Identify all third party uses of a mark that incorporates the term 

RASA, in whole or in part, known to Opposer.” 
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RESPONSE:  Opposer objects on the grounds that it seeks information that is not relevant to the 

parties’ claims or defenses and that the burden of producing the information sought is not 

proportional to the needs of this case, including because the request is unlimited in time and 

space.  Subject to these objections and the foregoing General Objections, Opposer responds to 

the non-objectionable portion of the interrogatory as follows: Opposer is not aware of anyone 

else currently using the mark RASA or a confusingly similar variant thereof for alcoholic or 

alcohol-related beverages r in the United States. Prior to this Opposition, Opposer was generally 

aware of businesses offering Asian food services and goods, coffee, wellness, and/or software 

that used the term “rasa” or variations thereof. Applicant identified to Opposer a registration for 

TABULA RASA TOASTED PORTER for beer. Opposer also was informed by Applicant of 

third parties that incorporate “RASA” into different marks for different goods or services. 

 

INTERROGATORY NO. 21:  “Identify or describe any surveys, polls, searches, evaluations, 

analyses, or other investigations undertaken by Opposer or on Opposer’s concerning any mark 

incorporating the term RASA in whole or in part.” 

RESPONSE:  Opposer objects to the extent that the Interrogatory seeks privileged information. 

Opposer objects on the grounds that it seeks information that is not relevant to the parties’ claims 

or defenses and that the burden of producing the information sought is not proportional to the 

needs of this case, including because the request is unlimited in time and space. Opposer also 

objects that the request is vague and ambiguous, including as to the phrase “by Opposer or on 

Opposer’s.” Subject to these objections and the foregoing General Objections, Opposer responds 

to the non-objectionable portion of the interrogatory as follows: Opposer is not aware of any 
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non-privileged information responsive to this request.  

 

INTERROGATORY NO. 22:  “Identify all documents and things referring to, relating to, or 

comprising any challenges, including, but not limited to, federal court actions, Trademark Trial 

and Appeal Board oppositions and cancellations, and cease and desist letters, or any 

communications by Opposer or a third party concerning the use or registration of any phrase, 

service mark, trademark, or trade name incorporating the term RASA in whole or in part.” 

RESPONSE:  Opposer objects to the extent that the Interrogatory seeks privileged information. 

Opposer objects on the grounds that it seeks information that is not relevant to the parties’ claims 

or defenses and that the burden of producing the information sought is not proportional to the 

needs of this case.  Opposer objects that this request is overbroad, including with respect to the 

phrase “referring to, relating to, or comprising” and “communications by . . . a third party.” 

Opposer further objects to the extent Applicant seeks information that is already publicly 

available, and therefore equally available to Applicant. Subject to these objections and the 

foregoing General Objections, Opposer responds to the non-objectionable portion of the 

interrogatory as follows: Opposer sent a demand letter to the applicant of TABULA RASA 

WINES for wine, U.S. Serial No. 88/835569, which is now abandoned. 

 

INTERROGATORY NO. 23:  “Describe the nature of any advertisements, promotional 

materials, and marketing materials (for example, newspaper advertisements, magazine 

advertisements, internet websites, television commercials, brochures), including by identifying 

the specific media (for example, The New York Times, Time magazine, Google.com, CBS 
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Network television) in which Opposer is using, has used, or plans to use Opposer’s Mark.” 

RESPONSE:  Opposer objects on the grounds that it seeks information that is not relevant to the 

parties’ claims or defenses and that the burden of producing the information sought is not 

proportional to the needs of this case.  Opposer further objects to the extent Applicant seeks 

information that is already publicly available, and therefore equally available to Applicant. 

Subject to these objections and the foregoing General Objections, in accordance with Federal 

Rule of Civil Procedure 33(d), Opposer will produce documents from which the burden of 

deriving or ascertaining examples of media describing goods and services under Opposer’s Mark 

is substantially the same for Defendant as for Plaintiff.  

 

INTERROGATORY NO. 24:  “Identify each witness from whom Applicant intends to 

introduce testimony in this proceeding and state the substance of each witness’s anticipated 

testimony.” 

RESPONSE:  Opposer objects to this request as premature and outside the scope of discovery 

permitted by the federal rules of procedure and the TTAB, including with respect to “each 

witness’s anticipated testimony.” Subject to these objections and to the foregoing General 

Objections, Opposer responds to the non-objectionable portion of the interrogatory as follows: 

Billo Naravane may provide testimony regarding Opposer’s use of Opposer’s Mark. 

 

INTERROGATORY NO. 25:  “Identify all persons furnishing information for the responses to 

these interrogatories designating the number of each interrogatory for which such persons 

furnished information.” 
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RESPONSE:   

Opposer objects on the grounds to the extent Applicant’s Interrogatory seeks information 

protected by attorney client privilege and/or the work product doctrine. Subject to these 

objections and the foregoing General Objections, Opposer responds to the non-objectionable 

portion of the interrogatory as follows: Billo Naravane and Pinto Naravene furnished information 

used in responding to these interrogatories. 

 

 

Dated this 28th of  January, 2022 

 By, 

 

/s Elliott J. Williams/____ 
Elliott J. Williams 
Stoel Rives LLP 
760 SW Ninth Avenue 
Suite 3000 
(503) 294-9571 
elliott.williams@stoel.com 
Attorney for Opposer Rasa Vineyards, LLC  
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CERTIFICATE OF SERVICE 

I hereby certify that on January 28, 2022, I caused a true and correct copy of OPPOSER’S 
RESPONSE TO APPLICANT’S FIRST SET OF INTERROGATORIES  to be served by 
email upon the following attorneys of record for Applicant:  

 
Stacy L Wu 
swu@stacywulaw.com 
office@stacywulaw.com 
 
Xiaoyun Sun 
silvia@stacywulaw.com 
 
Nancy J. Mertzel 
docketing@mertzel-law.com 

 

  

/s Elliott J. Williams/____ 
Elliott J. Williams 
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[The Best Non-Alcoholic Drinks 

By !Anna Perling l 
https ://www .nytimes.com/wirecutter /reviews/best-non-alcoholic-dr inks / 
Updated December 8, 2021 

!Photo: Michael Murtaugh! 
Save 
An increasing array of exciting non-alcoholic beverage options­
balanced, complex drinks that you can sip and savor-are in line to 
replace the Shirley Temple. We tried 24 different bottles to find the 
most unique, mature, and delicious ones, and we made detailed 
tasting notes to help you choose based on what you like. Whatever 
your preferences, these drinks are foolproof to serve and stunning to 
look at. Hundreds of beverages, from imitation spirits to near-beers to 
simple seltzers, fall under the non-alcoholic umbrella. If we missed 
one of your favorites, add suggestions to the comments section below. 

An important note: Many of these drinks contain herbal extracts and 
come with health warnings for people who are pregnant, who are 
taking certain medications, or who have other medical concerns. 
We've indicated which ones come with a health advisory, but be sure 
to ask your doctor if you have questions before consuming any of 
them. 
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What makes a good non-alcoholic drink? 

A great non-alcoholic (NA) drink has all the elements of a great 
alcoholic one. Taste is deeply personal, but there are key components 
that make a drink feel balanced, namely a harmonious blend of 
acidity, sweetness, bitterness, salinity, and water. These layers of 
flavor play off of one another, blossoming as you sip or eat or lounge. 
The drink excites your palate and challenges you to figure out what 
exactly makes it so dang delicious, and why you can't stop drinking it. 

The trick is creating that nuance without using alcohol as a base. 
Alcohol has a signature burn, difficult to replicate, that helps slow the 
drinker down. Bitter, sour, or spicy flavors can achieve a similar effect. 
All of the experts we spoke with highli hted bitterness as a ke 
element; Julia Bainbrid e, author of Good Drinks : Alcohol-Fre 
Reci es for When You 're Not Drinkin for Whatever Reason , 
has e orted on how most drinks incor orate i . John deBa , author 
of rink What You Want: The Sub ·ective Guide to Makin 
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IObiectively Delicious Cocktails ! and founder of IProteaul, told me that 
bitter flavors evoke a physiological response that tells us whatever 
we're consuming should be poisonous. This helps people pause while 
drinking (it also stimulates appetite and digestion). "Bitterness is an 
acquired taste," deBary said. Alcohol has its own texture, too. In NA 
drinks, added glycerin or thickeners such as xanthan gum can mimic 
alcohol's body (though many NA beverages we tried skipped these 
additives). 

A non-alcoholic drink should also feel mature. "Some of these 
products are more complex, and have multiple notes that you can try 
to pick apart," said Bainbridge. "And that's what helps me keep pace 
with my friends who are drinking, say, whiskey. We can all linger over 
our drinks now and mine can open up with time." Some NA beverages 
are sugary and fizzy like soda. There's nothing wrong with that, but 
you may find yourself chugging through those more quickly. 

Bottled non-alcoholic beverages are made to be shelf stable when left 
unopened, so they often lack the brightness of a just-made cocktail. 
"Adding some freshness to it with your own ingredients is very 
im~ortant," said Han Suk Cho, a non-alcoholic bartender and founder 
of ero Proof Bevsl. Cho recommends adding simple garnishes such as 
fresh juice or herbs-a grapefruit wheel, a sprig of mint, a squirt of 
lime. 

Most drinkable 

Delicate and refreshing 
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Pentire Adrift (about$ o) 

For such a simple ingredient list, Pentire Adrift dazzles. We tasted 
many savory drinks, but this one was uniquely light and crisp. It's 
subtly briny, and the verdant and citrusy notes-we tasted rosemary, 
sage, juniper, pine, and lemon-complement the salinity. Clear, thin, 
and lacking sugar, Adrift looks like water or a clear liquor. (Pentire 
doesn't call it an imitation gin as some other brands do, but it has 
some characteristic gin flavors.) It stands up well on its own over ice. 
When served with tonic, it's a close dupe to a gin and tonic, and the 
herbal flavors still sparkle. The chic, minimalist bottle makes it feel 
extra fancy, like a nice bottle of liquor you'd display on a bar cart. We'd 
choose this drink to revive us on steamy days. As corny as it sounds, 
drinking it did make us feel as if a sea breeze were washing over us. An 
extra perk: You don't have to refrigerate this one. 

OCngredients: !water, British sea herb extract blend, lemon juice from 
concentrate, natural flavors, malic acid, Cornish sea salt, potassium 
sorbate 

ervin su ~estion: erve 2 ounces over ice with a light tonic or 
soda and garnish with citrus peel. 

Health adviso 
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Photo: Michael Murtaugh! 
Seedlio Garden 108 (about $30)1 

The fresh, green-tasting Seedlip Garden 108 is mild yet tantalizing. It 
tastes similar to how it's described: We picked up on notes of sugar 
snap pea, hay, thyme, and mint, as well as Meyer lemon. It's slightly 
astringent and peppery, too, like a deli-pickle brine. Like all Seedlip 
drinks, Garden 108 is clear and thin, but we thought its acidity gave it 
some body, and we were pleasantly surprised by the long finish from 
such a subtle drink. We thought Garden 108 had more layers of flavor 
compared with the brand's other options. You're not meant to have a 
Seedlip on its own (it's the only option we tried with those explicit 
instructions), yet Garden 108 was the only Seedlip flavor that we 
thought stood up to a mixer. Although the company recommends 
pairing with tonic or ginger ale, we enjoyed this one with seltzer, too. 
Wirecutter senior editor Marguerite Preston, who tasted drinks for 
this guide, compared it to "an elegant La Croix." She said it would be 
her preference to drink with dinner over some of the heavier, more 
complex options we tried. Because Seedlip is fairly straightforward, we 
think it's a good starter for NA drinkers or a good option for layering 
into your own cocktail creations. 

All of Seedlip's bottles are gorgeous, if a bit cumbersome to pour from. 
We also appreciate that you don't have to store these in the fridge. The 
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company sells smaller bottles for people who want to try out flavors 
before committing. It also sells Seedlip flavors bundled with mixers, 
which would make an easy gift. 

In edients: water, natural botanical distillates and extracts (peas, 
hay, spearmint, rosemary, thyme, and hops), potassium sorbate, citric 
acid 

~erving suggestion:! Serve 2 ounces over ice with tonic or ginger 
beer and garnish with a sprig of rosemary. 

ealth adviso : Seedlip's drinks are less than 0.5% ABV (alcohol 
by volume), which is about as much alcohol as in kombucha-very 
little (and you're not meant to drink them straight, anyway), but still a 
residual amount if you are in recove or can't consume alcohol for 
medical reasons. See Seedli 's FA a e for more info. 

Sweet and spic 

Photo: Michael Murtau h 
irit Livener (about$ o) 

Three Spirit's Livener is a zinger. It tastes like a chili-dusted 
watermelon Jolly Rancher, and it made us feel alive-a rare and 
welcome sensation these days. Sure, Livener has caffeine, which likely 

RASASVADA0001184 



accounts for son1e of that effect. But of all the drinks we tried, Livener 
best approximated the burning sensation of drinking alcohol. A tingly, 
wanning spiciness similar to that of Sichuan peppercorn builds at the 
back of the throat and settles into the chest, yet this drink still tastes 
juicy thanks to the fruity 1,vatermelon and strm,,vberry flavors. Bottom 
notes of herbal ginseng, earthy beet, and tart pomegranate round it 
out. We loved sipping the dark pink Livener plain, and just a finger's 
width sated us. Bubbles from added tonic ratcheted up the tingling 
sensation. 

Three Spirit bottles are short and slender, but these drinks are 
concentrated enough that a little goes a long way. We appreciate that 
they don't take up much shelf space and don't need refrigeration. You 
can order a sn1aller san1ple pack to taste them all, too. 

[Ingredients: ~iltered water, English beet sugar, watermelon 
concentrate, pon1egranate molasses, botanical extracts (hibiscus, 
guava leaf, schisandra berry, Siberian and !Pana~ ginseng, 
concentrated aqueous extract of dried leaves of ~lex guayusa,I green 
tea including natural caffeine and L-Theanine), natural flavors, apple 
cider vinegar, black carrot concentrate, tartaric acid, pectin, potassium 
sorbate 

!Serving suggestion: !Serve 2 ounces over ice with tonic. 

!Health advisory: jY es; see Three Spirit's IFAQ pagel for more 
inforn1ation. 
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Photo: Michael Murtaugh! 
Curious Elixir No. 2 ($35 for four) ! 

Although we enjoyed Curious Elixir No. 2, we did not think it 
resembled a margarita or a dark and stormy as promised. Instead, this 
zippy drink tastes just like a funky pineapple juice-or fteoachel. a 
fermented pineapple brew. With a creamy fizz and a viscous texture, 
Curious Elixir No. 2 feels lush to drink. A hit of chili punches it up and 
saves it from venturing into soda territory. We also tasted ginger, 
anise, lime, and white pepper. The golden yellow color glows in a glass, 
and we think this drink would work in all seasons since it's tropical but 
fiery. It isn't as mind-bending as some other beverages we tried, but it 
is delicious and approachable. 

The dark bottles from Curious feel elevated compared with a can, and 
we appreciate that these, like all the brand's flavors, are ready to pour 
and delicious on their own. They'd be perfect to bring to a party or a 
picnic. Each bottle serves two, and the only downside is that you can't 
easily save half of your drink for another time. 

!Ingredients: !carbonated filtered water; organic pineapple, lime, and 
orange juice concentrates; organic extracts of ginger, jalapefio, ancho, 
chili, damiana, rosemary, star anise; smoked sea salt, herbs and spices 
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~erving suggestion: !Serve over ice with a lime wheel and 
(optionally) a salted rim. 

ealth adviso : es; see the roduct a e for more information. 

[ Floral and herba l 

Photo: Michael Murtaugh! 
Rasasvada Rose Beraamot (about $65)1 

We think the floral Rose Bergamot is the most accessible of the 
Rasasvada flavors we tried. The rose aroma and flavor dominates the 
drink, but the bittersweet bergamot and herbaceous lemongrass cut 
through. I can't help but associate strongly scented floral foods and 
drinks with bath or beauty products, and the Rose Bergamot is no 
different (here, I'm reminded of my rosewater facial toner). But the 
elegantly layered flavors, lingering tartness, and lightly bitter tannins 
help make this drink palatable. It's a cloudy mauve color with a thin 
texture, and it reminded us of tea. We enjoyed it spritzed for a subtler 
rose taste. 

The squat Rasasvada bottles fit neatly in the fridge and are easy to 
pour. Note, though, that this drink was one of the most expensive 
options we tried; you can ration it out to mix with seltzer or into 
complex cocktails, but it may not feel worth the investment to some 
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people. The company offers many recipes for experimenting with its 
drinks (although its site is a pain to navigate), and it sells a sampler 
pack with smaller, 375 ml bottles if you want to try all the flavors in 
smaller doses. 

OCngredients: purified water, schisandra berry, white ginseng, yuzu 
peel, quince, hibiscus, grapefruit peel, rose etals, cinchona bark, 
lemongrass, lime peel, orange peel, n elica archan elica, rose 
geranium essential oil (steam distilled), bergamot essential oil (steam 
distilled) 

!Serving suggestion:! Serve over ice with equal parts seltzer. 

ealth adviso : es; see Rasasvada's [FAQ pagel for more 
information. 

Photo: Michael Murtaugh! 
ifhree Snirit Social Elixir (about $40)1 

The woodsy Three Spirit Social Elixir reminded us most of an amaro 
or fortified wine. We tasted notes of mushroom, forest floor, red wine, 
plum, sage, and yerba mate. Although the tea flavor was strong, it 
faded as we drank. Social Elixir's bracing bitterness lends itself to slow 
sipping; taking a big swig may jolt your taste buds. Adding ginger ale 
rounds out the drink with extra acid and sweetness. Social Elixir is a 

RASASVADA0001188 



brickish red color and slightly cloudy, and it smells mustier than it 
tastes. It's lightly caffeinated, so keep that in mind-though it 
resembles a digestif, you may not want to drink it before bed. 

In edients: iltered water, agave nectar, botanical extracts (caraway 
seed, damiana leaf, lion's mane mushroom, yerba mate, passion 
flower, tulsi, cacao bean, green tea), coconut vinegar, molasses, black 
carrot concentrate, potassium sorbate, ascorbic acid, B3, B6, B7, and 
B12 

!Serving suggestion: ~erve 2 ounces over ice with ginger ale and 
lime. 

Health adviso : es; see Three Spirit's IFAO page/ for more 
information. 

Bittersweet a eritifs 

Photo: Michael Murtaugh! 
For Bitter For Worse Eva's Spritz (about $25)1 

Of the spritzes we tried, For Bitter For Worse Eva's Spritz tasted 
closest to Aperol. Notes of rhubarb, orange, and chrysanthemum 
shone. We detected a forward hit of sugar, perhaps from the monk 
fruit (which serves as a sweetener). Clear orangey-pink and lightly 
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effervescent, Eva's Spritz was one of the most refreshing drinks we 
had. We think it would be great on a hot day with chips or other salty 
snacks. For Bitter For Worse's tall bottles are perfect for sharing, and 
they come with swing tops for resealing after you've removed the 
metal bottle cap. It's a nice touch, though we struggled to reseal the 
caps (the company recommends using a spoon for leverage to push 
down on the metal loop). 

n edients: iltered water, rhubarb juice, white wine grape 
concentrate, organic sweet orange peel, organic bitter orange, organic 
beet root powder, organic gentian root, organic rhubarb root, organic 
hibiscus, organic spices, non-GMO monk fruit, non-GMO citric acid, 
organic hyssop, organic angelica root, organic roasted dandelion root 

ervin su estions: erve chilled as is or on ice, garnished with an 
orange wheel or rhubarb ribbon. 

Health adviso : or Bitter For Worse drinks are less than 0.5% 
ABV (alcohol by volume), which is about as much alcohol as in 
kombucha-very little, but still a residual amount if you are in 
recovery or can't consume alcohol for medical reasons. See the 
com an 's FA a for more information. 

Photo: Michael Murtaugh! 
Curious Elixir No. 1 ($35 for four) I 

RASASVADA0001190 



Is the Elixir No. 1 a Negroni dupe? No, but it is bitingly bitter and just 
sweet enough to make it feel like an adult beverage. It does taste like 
amaro, accented with orange, cardamom, pomegranate, and fennel. 
Curious Elixir No. 1 is acidic and vegetal, and it smells and tastes 
slightly like tomato juice, too. It's a cloudy pink with a light fizz that 
feels fun to drink. 

!Ingredients: !water, organic pomegranate and orange juice 
concentrates, extracts of organic lemon peel, bitter orange, rhodiola 
(400 mg), gentian, cardamom, and fennel 

!Serving suggestion: \Serve over ice with an orange wheel. 

ealth adviso : es; see the roduct a e for more information. 

Photo: Michael MurtauQhl 
Ghia (about $35)[ 

For a straightforward, orangey aperitif, Ghia fits the bill. This drink 
ticks all the boxes-citrus for acid, grape juice for sweetness, ginger for 
spice, gentian for bitterness-but those flavors swallow the others on 
the ingredients list. We still thought it was bright, well balanced, and 
enjoyable, with a slightly thick juiciness and a cloudy coral color. The 
ginger flavor isn't as piquant as that of the fresh rhizome; it's more like 
the powdered spice. The flavor lightened up when we topped it with 
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seltzer, and we think adding an herb or citrus garnish would further 
enliven this drink. For anyone just starting out with NA beverages, this 
drink would be a good entry point. The bottle and packaging are just 
as enticing in real life as they are in the Instagram ads we've seen, with 
a custom cardboard fold-out box and a real cork topped with a wooden 
knob. This design makes Ghia stunning as a host gift, or just as a treat 
for yourself. 

J!rigr edients: !water, Riesling white grape juice concentrate, gentian 
root extract, yuzu juice, lemon balm extract, fig concentrate, 
elderflower extract, acacia, orange peel extract, rosemary extract, 
ginger extract, fruit and vegetable juice for color, potassium sorbate 

~erving suggestion: ~erve chilled as is, on ice, or spritzed. 

[More challenging options 

!Photo: Michael Murtaugh! 

For Bitter For Worse The Saskatoon (about $25) 
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Herbal and deep purple, The Saskatoon is distinctive among the winey 
drinks we tried. It was one of the few NA beverages we tasted that 
created a warming sensation mimicking the burn from sipping 
alcohol. It has a subtle spice that builds over time, whereas Three 
Spirit's Livener (the other drink that re-created a similar sensation) hit 
us with heat up front. The Saskatoon smells misleadingly light, like 
hibiscus tea, but has a rich, luscious flavor. Tannie and peppery with a 
clear, vibrant red body, it reminded us of a pinot noir. The fir needles 
provide a surprising vibrancy that balances the sweeter cherry and 
spicy clove flavors. Like a red wine, The Saskatoon would pair well 
with meat or cheese. The grassy bitter notes may be too strong for 
some people, though, and we thought this drink was more savory than 
many we tried. 

!Ingredients: !fi ltered water, white wine grape concentrate, saskatoon 
·uice concentrate, organic spices, organic sweet orange peel, organic 
hibiscus, organic gentian root, organic bitter orange, organic rhubarb 
root, non-GMO citric acid, dragon fruit powder, organic dried 
chamomile flowers, foraged Douglas fir needles, organic hyssop, 
organic angelica root, organic roasted dandelion root, non-GMO monk 
fruit 

ervin su estion: erve chilled as is or on ice, garnished with a 
rosemary or evergreen sprig or blueberries. 

Health adviso : For Bitter For Worse drinks are less than 0.5% 
ABV (alcohol by volume), which is about as much alcohol as in 
kombucha-very little, but still a residual amount if you are in 
recovery or can't consume alcohol for medical reasons. See the 
company's IFAO pag~ for more information. 

IProteau Ludlow Red ($20)1 

We were intrigued by Ludlow Red-we puzzled over the flavors and 
couldn't stop sipping. Ludlow Red recalls a wine with its name, its 
saturated plum color, and its tall, gorgeous bottle (please take me 
away to whatever lush enchanted forest is depicted on these labels). At 
first, it tastes like concentrated berries-think cooked or frozen-and 
then the licorice, vinegar, and pine notes bloom. This drink is a touch 
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tannic and tastes very faintly of tea, furthering the wine association. 
It's slightly viscous but smooth, with some sediment. For having so 
many characteristics, Ludlow Red still tastes delicate. To me, the sweet 
and licorice elements clashed slightly, leaving a saccharine aftertaste. 
But Marilyn Ong, a Wirecutter editor who helped taste these drinks, 
got an end note of black pepper and thought Ludlow Red was well 
balanced. 

lfugr edients: !water, blackberry juice concentrate, fig vinegar, licorice 
root extract, roasted dandelion root extract, chamomile extract, rose 
extract, hibiscus extract, black pepper extract, chrysanthemum 
extract, honeysuckle extract, xanthan gum 

~erving suggestion: ~erve chilled as is. 

for more information. 

I sweet-tart 

Proteau Rivin 

Rivington Spritz is lighter but just as intriguing as Proteau's Ludlow 
Red. The rosy pink spritz is tart and, of course, fizzy; it excited our 
palates and made us want to keep drinking. It tastes slightly earthy 
and cinnamony, with notes of cooked fruit and a hint of hibiscus. The 
drink's puckery mouthfeel, color, and opacity reminded us of hibiscus 
tea or an umeboshi drink, while its aroma and savoriness recalled 
tomato juice. We think it would pair exceptionally well with a rich 
meal, and we'd gladly sip this while nibbling on cheese or olives. But 
for those who don't love shrubs, the champagne vinegar may be 
overpowering. 

!Ingredients: !water, champagne vinegar, strawberry juice 
concentrate, chamomile extract, da huang (Chinese rhubarb), hibiscus 
extract, gentian root extract, purple carrot extract, xanthan gum 

~erving suggestion: ~erve chilled as is. 

ealth adviso : es; see Proteau's FA a for more information. 
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Rasasvada Black Gin er (about $So) 

Black Ginger was the most savory drink we tried. It's also the most 
expensive. This drink has a long and varied list of herbal ingredients, 
but we primarily tasted notes of shiitake mushroom, soy sauce, iodine, 
anise, mole, and chicory. The ginger was subtle and warming. As with 
some of the other less sweet beverages we tried, it's hard to dissociate 
these flavors from a cooking application. Marilyn said, "It feels a little 
like I'm drinking the cooking liquid for a braised beef shank, but ultra­
concentrated." Black Ginger is a cloudy brown color, with an unctuous 
texture. Seltzer tones down the vegetal flavors and makes them more 
refreshing. Because of its price and pungency, we think this drink 
might dismay some non-alcoholic drinkers. But if you want to go on a 
tasting adventure, Black Ginger will take you ... somewhere. 

OCngredients: purified water, burdock root, black ginger, chicory root, 
Solomon's seal foot, cardamom, roasted dandelion root, pomegranate 
molasses (pome ranate, brown sugar), sarsaparilla root, reishi 
mushrooms, n elica sinensi (dong quai), turmeric root, ginger root, 
meshima mushroom, fennel, cinchona bark, b4ngelical 
rchan elica, Turkish rhubarb, eucalyptus, saffron 

jserving sug_gestion: ~erve over ice with equal parts seltzer. 

Health adviso : es; see Rasasvada's f AO pag§ for more 
information. 

twoodnose Sacre (about $35)1 

Three of the !experts we spoke withl recommended that we try Sacre 
because of its uniqueness. And we have truly never tasted anything 
like this drink. Taking a small sip is like throwing back a tequila shot 
or diving into a freezing pool: It's a full-body experience, a shock, a 
thrill, something you want to never do again and yet can't get enough 
of. Sacre tastes almost like a supercharged version of the stuff on its 
short ingredients list, and it's impressive that this drink can taste so 
complex with so little going on. This is a fermented drink, and it 
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shows. It is deeply sour like vinegar, with a strong taste of darkly 
roasted coffee. We also tasted caraway and chicory for a pleasant 
bitterness. Some of the maple comes through at the end of a pull, like 
the welcome relief of a Brach's caramel candy melting on your tongue. 
Sacre is a mahogany color and is slightly thicker than water, but unlike 
some fermented drinks, this one doesn't have any bubbles or fizz. The 
tall, stunning bottle, which has a real cork, is a bit hard to fit in a 
fridge, but will hopefully last a long time. 

OCngredients:I organic Vermont maple syrup, organic bourbon-barrel­
aged fermented maple, gourmet coffee, natural essences 

~erving suggestion: Serve chilled as is. 

Health advisory: !None, but this drink has caffeine. 

The rest 

Rasasvada Rubv Artemisia (about $70 )I 
With bruisy, dried-fruit notes from raisins and plum syrup, plus 
tannins from pu'er tea, Ruby Artemisia reminded us of a Riesling. But 
it didn't have the mouth-watering effect of some of the other beverages 
we tried. The thinner texture and bitter flavors (you'll find a lot of 
bitter ingredients here) evoke a strong tea. Adding seltzer as the bottle 
suggests flattens the flavor. Ruby Artemisia has a strong prune juice 
aroma and a muddy burgundy color. The concentrated flavors could 
use some brightening, but as with every Rasasvada flavor, the 
company provides many recipe iterations if you want to take matters 
into your own hands. 

OCngredients: purified water, ume plum syrup (plum, brown sugar), 
Yunnan pu'er tea, schisandra berry, lemon, maqui berry, black lemon, 
oriental raisin, kurokoji green tea, artichoke leaf, cinchona bark, 
damiana leaf, chrysanthemum, red wine grape skins, Roman 
chamomile, wormwood (lArtemisia 

~erving suggestion: ~erve with equal parts seltzer over ice. 
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!Health advisory: 1\7 es; see Ras asvada's IFAO page for more 
information. 

ISeedlip Grove 42 (about $30 )I 
We were hoping the Japanese sa nsho pepper in Grove 42 would create 

we mainly tasted lemongrass and 
grass and lime in the background. The 
eet compared with those of more sour, 

a "cool prickle" as we drank. But 
sweet citrus, with some notes of 
orange flavors are subtle and sw 
bold citrus-flavored drinks we tri ed like Ghia. That's not a bad thing, 

mixers. We thought tonic brought out 
flavor, while ginger ale highlighted the 
ight mouth-watering effect thanks to 

but the lighter flavors got lost in 
the bitterness and a lemon-peel 
sweetness. Grove 42 also has a sl 
its acidity. 

!Ingredients: !water, natural bot 
( orange, blood orange, mandarin 

anical distillates and extracts 
, lemon, ginger, lemongrass), 

potassium sorbate, citric acid 

!Serving suggestions: ~erve 2 ounces over ice with tonic or ginger 
heel. beer and garnish with a lemon w 

Health advisory: ISeedlip's dri 
by volume), which is about as m 
little (and you're not meant to d 

nks are less than 0.5% ABV (alcohol 
uch alcohol as in kombucha-very 
rink them straight, anyway), but still a 

residual amount if you are in rec ovei or can't consume alcohol for 
y's FAQ pageJ for more information. medical reasons. See the compan 

ISeedlip Spice 94 (about $30)1 

Spice 94 was fairly one-note. It t asted and smelled overpoweringly of 
allspice, as described, with a fain t pine aroma and the same acidic zing 

s. We did get a hit of sarsaparilla or 
thought the spicy flavors of Spice 94 
tter with ginger ale. Because this flavor 

we tasted in other Seedlip bottle 
root beer at the end of a sip. We 
clashed with tonic but paired be 
tasted like holiday baked goods, i t felt slightly less refreshing than the 

with a long-lasting warm finish. others. It's still elegant and light, 
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!Ingredients: !water, natural botanical distillates and extracts 
(allspice berries, cardamom, grapefruit peel, lemon peel, oak bark, 
cascarilla bark), potassium sorbate, citric acid 

ervin su estions: erve 2 ounces over ice with tonic or ginger 
beer and garnish with a lime wedge. 

Health adviso : Seedlip's drinks are less than 0.5% ABV (alcohol 
by volume), which is about as much alcohol as in kombucha-very 
little (and you're not meant to drink them straight, anyway) but still a 
residual amount if you are in recove~ or can't consume alcohol for 
medical reasons. See the company'sAO pagel for more information. 

[ hree Spirit Nightcap (about $40)1 

With a medley of strong flavors, Nightcap is one of the funkier drinks 
we tasted. This tart, earthy, and slightly sweet drink has notes of dried 
porcini mushroom, prune, maple, mustard, tropical fruit , turmeric, 
and ginger. Nightcap is more herbal and tangy than bitter, and the 
spices create a warming effect while you drink. It has the body of an 
unfiltered juice and is light brown in color. We like that this drink is 
complex enough to sip slowly, like a true nightcap. It has a mysterious, 
hollow aftertaste, though-it reminded me of ice that has absorbed 
flavors from the freezer. Overall, we thought the other savory drinks 
we tried were more well balanced. Note that Nightcap has additives 
that are supposed to help you unwind before sleeping, but we did not 
test it for the effects. 

In edients: iltered water, pure maple syrup, Hiill Melon hops, 
birch sap, botanical extracts (lemon balm, turmeric root, 
ashwagandha, white willow bark, vanilla, valerian, licorice root, 
ginger), natural flavors, lactic acid, tannin infusion, potassium 
sorbate, ascorbic acid 

$erving suggestion: Serve 2 ounces neat or over ice, garnish with 
lemon. 

Health adviso : es; see Three Spirit's IF AO pag~ for more 
information. 
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!Curious Elixir No. 3 ($35 for four) I 

The pale, slightly effervescent No. 3 is inspired by a French 75 or a 
e-y, but it's just not as cucumber Collins. It looks Champagn 

invigorating. The cucumber flavor tas tes cooked, not light and cooling. 
further detracts from any sense of 
es through; the body tastes like 
tly tart. This drink also has 

A strong nutmeg and bay leaf flavor 
freshness. The white grape juice com 
white tea or peach juice, and it's sligh 
ashwaganda, which is supposed to hel p you unwind, but we did not 
evaluate the drink for this effect. 

In~edients: ater, organic white g rape, cucumber, and lemon juice 
per, lemon verbena, gentian, 
nda (125 mg); herbs and spices 

concentrates; organic extracts of juni 
spearmint, orange blossom, ashwaga 

$erving suggestion:! Serve neat or over ice with lemon. 

~ealth advisory: [Yes; see the lprod uct pagel for more information. 

!Curious Elixir No. 4 ($35 for four) ! 

Curious bills No. 4 as its take on an A perol spritz. But besides being 
effervescent, No. 4 missed the mark£ or us. We all thought it had an 

while Marilyn said it tasted like 
like grapefruit juice, and a spicy 

d that, we thought this drink was 

off-flavor: I thought it tasted rubbery, 
laundry detergent. It looks and smells 
bite hits the back of the palate. Beyon 
simpler than others we tried. Despite the carbonation, the bitter No. 4 

an the light, bubbly spritzes we felt more like a cool-weather drink th 
want to nurse on sticky nights. 

!Ingredients: lwater; organic white g rape, blood orange, and lemon 
f green mandarin, grapefruit 
rmeric, gentian, and rhubarb 

duice concentrates; organic extracts o 
peel, American ginseng, holy basil, tu 
root; organic spices 

$erving suggestion: ~erve neat or over ice with orange. 

Health advisory: es; see the lerod uct pagel for more information. 

IKin High Rhode (about $40)1 
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We've seen many an Instagram ad for the gorgeous-looking High 
Rhode, but we preferred the taste of other beverages-many of them 
packaged just as sleekly as Kin 's. The Kin drinks were thicker than 
others we tried, with a syrupy consistency that lingered on our tongues 
like medicine. High Rhode is a rich purple-red, and the first taste 
brings a hit of deep berry flavor, followed by citrus, then a distinctive 
herbal bottom note that evokes elderberry syrup, a homeopathic 
immune booster, or a Ricola cough drop. Adding seltzer helped dilute 
the flavor. Both Kin flavors also have added sugar-free sweeteners, 
which leave an aftertaste similar to that of diet sodas. But if a buzz is 
what you seek, Kin drinks boast mood-lifting additives (the company 
calls them "euphorics"), though we couldn't fully evaluate those 
effects. 

!Ingredients: purified water, xylitol, gentian root extract, licorice root 
extract, orange peel extract, bitter orange extract, citric acid, xanthan 
gum, acacia gum, potassium sorbate, sea salt; Kin proprietary blend 
(hibiscus flower extract, gamma-aminobutyric acid [GABA], L­
theanine, citicoline, caffeine, 5-hydroxytryptophan [5-HTP], [R~ho-d-io-l~al 
!rose~ root extract, phenylethylamine, tyrosine) 

~erving suggestion: !Pour 2 ounces over ice in a shaker. Add a juice 
or soda, bitters, and syrup to taste. Mix well. Top it off with seltzer and 
garnish such as fresh citrus or herbs. 

Health advisory: es; see Kin's FAQ _llliga for more information. 

IKin Dream Light (about $40 )I 
Although Dream Light comes close to resembling an earthy chai 
concentrate in color, aroma, and taste, the sour and saccharine flavors 
overpower the warming spices in this drink. Like High Rhode, Dream 
Light has a thick, syrupy texture. Kin recommends pairing this drink 
with oat milk; we didn't have that on hand, so we tried mixing Dream 
Light with soy and regular milk, and it curdled in both. Dream Light is 
meant to be taken before bed, and it has several additives such as 
melatonin and tryptophan to purportedly help with that. In our tests, 
Marilyn did report feeling slightly sleepy after drinking this. Like High 
Rhode, Dream Light comes with precautions, including advice not to 
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drive after drinking it. (As an extra point of comparison, we tried IKin l 
ISpritzj , and we actually liked it best of the three. It's slightly sweet and 
chuggable with a creamy bubble, reminiscent of a Dr. Brown's cherry 
soda. We hope to test single-serving NA drinks in the future and will 
keep this one in mind.) 

In redients: ater, allulose, xylitol, American oak extract, lactic 
acid, gentian root extract, smoked salt, organic ginger extract, xanthan 
gum, acacia gum, natural flavors, passion flower extract, licorice root 
extract, bourbon vanilla extract, cinnamon extract, potassium sorbate, 
chili pepper extract, rosemary extract, clove extract, saffron extract; 
Kin proprietary blend (L-theanine, L-serine, L-tryptophan, 
magnesium glycinate, reishi mushroom extract, melatonin) 

~erving suggestion: ~erve 1.5 ounces neat or with 4.5 ounces of oat 
or other milk. 

!Health advisory: [Yes; see Kin's IFAO pag~ for more information. 

IFor Bitter For Worse Smoky No.56 (about $25)1 

Although Smoky No.56 is supposed to evoke the smokiness of 
whiskey, it most reminded us of a vinegary barbecue sauce. Compared 
with the flavors in the more rounded drinks we tried, the sweet maple 
and sour apple cider vinegar flavors seemed to be engaged in a tug-of­
war. Smoky No.56 is quite savory, even a little salty. We tried mixing 
this drink with ginger ale to see if that would balance it out, but the 
result just tasted cloyingly sweet. 

In edients: 1ltered water, organic apple cider vinegar, organic 
maple syrup, organic spices, dried figs, organic sweet orange peel, 
organic lapsang souchong tea, sea salt, organic gentian root, organic 
angelica root, organic decaffeinated black tea, vanilla, organic roasted 
dandelion root, organic bitter orange, non-GMO citric acid, organic 
hyssop, non-GMO monk fruit 

ervin su estion: erve chilled as is with a rosemary or 
evergreen sprig, or on ice garnished with an orange twist, cocktail 
cherry, or blueberries. 
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!Health advisory: IFor Bitter For Worse drinks are less than 0.5% 
ABV (alcohol by volume), which is about as 1nuch alcohol as in 
kombucha-very little, but still a residual amount if you are in 
recovery or can't consume alcohol for n1edical reasons. See the 
company's FA a el for n1ore inforn1ation. 

Who this is for 

You may choose a non-alcoholic drink for a host of reasons, whether 
you're sober, avoiding alcohol for medical or religious reasons, 
pregnant, driving home, or just wanting to avoid a hangover. You 
might cut an alcoholic drink with an NA mixer to lovver the alcohol by 
vohnne, negating son1e of the alcohol's effects, or you might alternate 
drinks throughout an evening to lower your intake. Or, you n1ay just 
want a delicious and interesting beverage. Often, to make up for the 
lack of alcohol, creators of NA drinks carefully craft them and pack 
them with tantalizing ingredients. "I think the most exciting things are 
happening in non-alcoholic drinks," said John deBary. 

Sobriety campaigns have morphed into social phenomena, too. 
Designated months like Dry tJanuary and Sober October offer set tin1e 
limits to experiment with temperance, plus a sense of camaraderie. 

In addition, the pandemic may be widening the appeal of non­
alcoholic bevera es. The roof is in the urchasing: Nielsen research 
shows that US non-alcoholic beer sales rose % in May 2020 from 
the year before. In an article about pandemic 
drinking, IBloombergl says that Total Wine, the largest beverage retailer 
in the US, has doubled its shelfs ace for non-alcoholic beers. ,Julia 
Bainbridge has also reported on h eo le are limitin or cuttin ou~ 
lalcoholl during quarantine. Son1e people describe drinking n1ore than 
ever and wanting to stop; others are experimenting vvith sobriety novv 
that they don't feel the same social pressure to meet at bars. 

Whatever your reason for foraying into non-alcoholic beverages, you 
don't need to be a 1nixologist to enjoy the drinks in this guide: Either 
they're ready to serve or they need just one mixer like tonic or ginger 
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ale. But if you do fancy yourself a mixologist, don't worry-many 
companies offer their own recipes for mixed drinks made with their 
spirits. Plus, several non-alcoholic cocktail books can hel you with 
more advanced re arations. Check out ero: A New A roach t 
Non-Alcoholic Drink from The Alinea Group for a food-science-like 
approach. For sim ler but still delicious recipes, peruse 
Bainbridge's Good Drink . Han Suk Cho says that she honed her non­
alcoholic mixology skills by following regular cocktail books; the basic 
principles still apply. 

There are some caveats when it comes to enjoying the bottled non­
alcoholic beverages we tested. Some people in recovery may want to 
avoid NA drinks that resemble alcohol, which can trigger a relapse. 
Certain drinks contain caffeine. Others have additives that are 
supposed to relax you. We list the ingredients of each drink in this 
guide; note, however, that some have warnings to avoid them if you're 
pregnant or on certain medications. Check with your doctor if you 
have any concerns before imbibing. 

Some NA drinks are priced similarly to alcoholic spirits or liquors. As 
Cho and deBary explained, that may be because of how the ingredients 
are processed. Extracting or distilling herbs or fruits to produce 
concentrated flavors uses a lot of product for a small return. And of 
course, both time and effort go into developing drinks. Still, it's hard 
not to feel like some of these drinks are just expensive flavored water. 
Douglas Watters said that customers often ask him about the point of 
NA drinks. "We want a drink to do something for us," he said. "I think 
maybe the misconception is that the drink itself is operating in a 
vacuum. When I'm having a cocktail, my experience is so much 
broader than just the alcohol that's affecting me." If you aren't buying 
liquor anyway, and want to re-create an experience similar to 
drinkin , these bevera es ma be worth the mone 

I How we picked and tested 
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Photo: Michael Murtau h 
The category of non-alcoholic beverages is huge and varied. We spoke 
with four experts to learn more about what makes a delicious non­
alcoholic drink and how eo le should shop for them: Julia 
Bainbridge, author of Good Drinks , who has re orted extensively on 
the NA beat; John deBary, author of Drink What You Wan and 
founder of lProteaul, who ran the bar ro ram at Momofuku for nine 
years; Douglas Watters, owner of S irited Awa a spirit-free bottle 
shop in New York; and Han Suk Cho, a non-alcoholic mixologist and 
creator of !zero Proof Bevsl. 

To learn about what makes a great drink in eneral, we dove into 
several mixolo books, includin Li uid lntelli ence : The Art an 
Science of the Perfect Cocktai b Dave Arnold, er, by the Alinea 
restaurant group, and Drink What You Wan by John deBary. To 
understand wh certain flavors worked to ether, we consulted Th 
Flavor Bible: The Essential Guide to Culina Creativi Base 
on the Wisdom of America 's Most Ima inative Chet by Karen 
Page. Although we didn't find any comprehensive reviews or taste 
tests of non-alcoholic spirits. We also read all the editorial sources we 
could find on the to ic, including articles from he New Yor 

imes, BuzzFee , he Strate is , ine Enthusias , efine 2 , IEatj 
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[his Not Thatl, rrhe Temr er, and Best Products. We also browsed the 
No & Low, and !Spirited Awa~. NA offerings at IFoods2I, I 

To narrow dovvn what to test, we chose drinks that met the f ollovving 
criteria: 

!Unique: V\Jthough thes e bottles may evoke other spirits or cocktails, 
1em. We didn't want to find ourselves lost in 
ohol, disappointed that an in1itation 

they don't try to mimic tl 
the uncanny valley of ale 
margarita tasted like 7 U p. And all of the experts we spoke with 

because they offer a different experience. "I 
op con1paring some NA n1ixtures with alcohol 
arison," said Cho. "It's like eating vegan 
mnivore and telling people that it's not good 

preferred unique drinks 
hope people can really st 
because there's no comp 
ramen when you're an o 
because it doesn't taste li ke meat." 

!Complex flavors: IHer 
more nuanced drink. We 

bal, botanical ingredients can help to create a 
consulted ingredients lists and looked for 

drinks that pron1ised mo re than one-note flavors and aromas. We also 
dominantly svveet or fruity flavors, 1,vhich are avoided drinks 1,vith pre 

more akin to soda. 

!Easy to serve:1 Some d 
cocktails, but they're all 
like tonic, ginger ale, or 

rinks we chose to test can mix into elaborate 
easy to serve as is or topped with a basic mixer 
seltzer. The minin1al effort is part of the 

appeal of a bottled drink . "I don't often mix these non-ale spirits or 
plicated multi-part cocktails,'' said Bainbridge. 
have these things. If I don't feel like doing all 

other products into con1 
"That's the reason vvhy I 
the work, I can just open 

IMulti .. serving bottle: I 
beverages that offered m 
better to enjoy over time 
Curious Elixirs, which h 
experts recomn1ended t 
serving drinks. We hope 

it and pour it." 

For this guide, to narrow the field we chose 
ore than one serving. We think these will be 
and will 1,vork for entertaining. We did try 

ave just two servings per bottle, because 
hem the most compared with other, single­
to expand our coverage in the future to 
inks. include single-serving dr 
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!Celebratory and special: IA non-alcoholic drink shouldn't be a 
compromise. We wanted to include beverages that looked beautiful 
and wouldn't feel out of place on a bar cart or a dining table, and that 
would make a good gift. They should feel like an appealing option at a 
party or meal, markedly different enough from a soda, juice, or seltzer 
that you might enjoy n1ore regularly. We considered the packaging, the 
bottle shape and size, the label design, and even sn1all details such as 
whether a bottle had a cork or a plastic cap. 

[Available in the US: !Europe and the UK are churning out some 
delicious-sounding NA drinks and mixers, but not all of them ship to 
the us. I1nporters such as INo & Low and !Spirited Awa~ carry the 
beverages ·we chose to test. No & Low ships nationally, and Spirited 
A·way offers delivery or local pickup in New York City (check the site 
for the lsoecific regionsl). You can also order most drinks directly from 
the brands that make them. 

We whittled down the field to 24 drinks across 10 brands. Incidentally, 
·we included almost all of the beverages in this category that you can 
get in the United States (,ve hope to try son1e bottles from the UK and 
Europe in the future). Still, you can find tons of other options for NA 
drinks that go beyond the beverages we include here: in1itation spirits 
similar to 1,vhiskey or tequila, snazzily flavored seltzer, sour shrubs, 
sweeter cordials, complex bitters. You shouldn't feel limited to what 
·we include in this guide (though if you are sober, check to make sure 
drinks are truly zero proof). 

Three tasters-Wirecutter editors Marilyn Ong and Marguerite 
Preston, and myself-compared all the drinks. We tried each drink 
plain first and then mixed according to the brand's basic serving 
suggestion. In between tasting, we sipped water and ate crackers to 
cleanse our palates. For each beverage, vve considered the overall taste, 
aroma, texture, and flavor complexity, as well as whether the drink 
changed over time and whether the flavors on the ingredient list shone 
through. All of the bottles 1,vere thoughtfully designed, but 1,ve 
considered how easy it was to store and pour from the different 
bottles. Son1e had extra touches such as corks or resealable caps, 
which ,ve appreciated. Son1e of these drinks claim to alter your 
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nervous systen1 like alcohol does. Since every person reacts differently, 
we noted but didn't test extensively for how the beverages n1ade us 
feel. 

Taste is, of course, subjective. In this guide, 1,ve do our best to describe 
these drinks so you can decide what you might like, and we include 
tasting notes from all three of our testers. If we n1issed one of your 
favorites, add it to the comn1ents section. 

What to look forward to 

Bottled NA beverages can be difficult to find. JVIany are made outside 
of the US or come from small brands that need to scale for 
distribution. Spirited Away does not currently ship to the broader US, 
but plans to in the future. The online store at IT'he Zero Proo£ should 
also be launching soon. 

While IBax Botanics! is available at Spirited Away, people outside New 
York may have a hard time finding this spirit; wuorie io include it in 
future tests. We also hope to see brands such as corn, ICalefiol. 
and IGnistal become ,videly available in the US in the future, along with 
many more options. Douglas Watters said, "I'm in the space and I 
learn about a new brand almost every day." 

Sources 

1. Julia Bainbridge, lauthor of Good Drinks: Alcohol-Freel 
Recioes for When You're Not Drinking for Whatever Reasonl, 
phone interview, November 20, 2020 

2. (John deBary, lauthor of Drink What You Want and founder! 
lof Proteaul, phone interview, Noven1ber 16, 2020 

3. Douglas Watters, lowner of Spirited Awa~. phone interview, 
November 23, 2020 

4. Han Suk Cho, !non-alcoholic mixologist and creator of Zerol 
!Proof Bevsl, phone intervievv, Decen1ber 7, 2020 
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5. Dave Arnold, ILiauid Intelligence: The Art and Science 0£ 
the Perfect Cocktail!, November 10, 2014 

6. John deBary, !Drink What You Want: The Subiective Guidel 
lo Making Obiectivelv Delicious Cocktailsl, ,June 2, 2020 

7. Grant Achatz, Allen Hen1berger, Nick Kokonas, Sarah 
Hemberger, Micah Melton, [zero: A New Approach to Non-I 
[Alcoholic Drinks!, January 1, 2020 

8. Karen Page, rfhe Flavor Bible: The Essential Guide tol 
Culinarv Creativitv. Based on the Wisdom of America's Mos~ 
Imaginative Chefsl, Septen1ber 1, 2008 
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When Amelie Riech launched her jewelry studio in 2012, she felt uncertain about 
her trajectory. The fashion designer named her venture "Uncommon Matters" -a 
title meant to evoke both mystery and inclusion. To that end, her creations defy 
expectations of how jewelry should look and feel. Her debut collection featured a 
series of torus-shaped porcelain rings and necklaces. Her latest line comes full 
circle-called Full Volume, it expands on her experiments with the torus shape 
while delivering the durability of sculpture with a lightweight construction. It 
consists of brightly polished gold and silver earrings, necklaces, and bracelets in 

tubular shapes that curve and arc. "I wanted to design big voluminous pieces of 
jewelry that were lightweight and comfortable," says Riech, "while resembling 
something much larger and heavier." She likens the forms to puffy intertwining 
donuts. 

Purchase-+ 
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htlps://www.surfacemag.com/articles/lhe-best-designed-gifts-of-2020/ 2/11 

RASASVADA0001210 



1/14/22, 11:15AM The Best Designed Gifts of 2020 - SURFACE 

News Design Dose The List Surface Area City Guides Itinerary Newsletter More My Account 

Q. 

ALL STORIES PREVIOUS NEXT 

hllps://www.surfacemag.com/articles/lhe-besl-designed-gifls-of-2020/ 3/11 

RASASVADA0001211 



1/14/22, 11:15AM The Best Designed Gifts of 2020 - SURFACE 

News Design Dose The list Surface Area City Guides Itinerary Newsletter More My Account 

0. 

HERMAN MILLER 
Cosm Chair 
Starting at $895 

Cosm is Herman Miller's most significant furniture release since Aeron, the so­
called Ferrari of task chairs that debuted in 1994. Designed in collaboration with 
German design practice Studio 7.5, Cosm might be Aeron's ideological opposite. 
It adjusts the sitter automatically with passive ergonomic technology, featuring an 
exoskeletal frame that follows the natural motion and pivot points of the sitter's 
body, as opposed to forcing the body to follow the motion of the mechanism. 
That might be why it took a decade to design! 

�P�u�r�c�h�a�s�e�- %º� 
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RASASVADA 
Zero Proof Amaro - Ruby Artemisia 
$72 

"Complex, arresting, and seductive." It may not look like your typical go-to 
beauty product, but as a self-proclaimed detoxifier, anti-ager, hangover helper, 
and mood booster, we can't find a reason why you wouldn't want to add this 
"spirit restorative" to your skincare regimen. The floral, citrus, and herbaceous 
botanical notes make it decadent to enjoy on its own, yet playful enough to 
experiment with cocktails-a win-win in our books. 

Purchase �~� 

ALL STORIES PREVIOUS NEXT 
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STONDENGLASS 
Gravity Bong 
$499.95 

Your Jimmy-rigged college milk jug, this is not. Stiindenglass precision machined 
their latest offering with so much innovation that it may as well be a contraption 

out of a science lab: kinetic motion activation, advanced airflow technology, and 
borosilicate glass globes that pump out the most vaporous draw this side of India 

Purchase �~� 
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ANGELICA TCHERASSI 
Select Prints: Here Comes The Sun 02, Can Feel It Move 03, Skyline 03 
€99 

Vibrant, playful, and pleasing. The colors and shapes artist Angelica Tcherassi 
uses in "THE VIBES by AT" series are warm enough to brighten even the 
darkest of rooms. Here Comes The Sun 02, Can Feel It Move 03, and Skyline 03 
-our favorites from the collection-feel like a reprieve from the confinement of 
our current physical spaces; a transport to a swirly technicolor world that evokes 
nothing short of good vibes, indeed. 

Purchase �~� 

ALL STORIES PREVIOUS NEXT 
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New York-based architecture and exhibition design practice, Wolfgang+Hite, has 
outdone themselves with a limited-edition run of butt plugs modeled after 
Thomas Heatherwick's monumental-and widely panned-sculpture in Hudson 
Yards. "Made of medical-grade silicone, this simulacrum of the original Vessel 
will take you to dizzying heights," reads Wolfgang & Hite's product description. 
Given the heavy criticism of The Vessel, we see the holistic connection to butt 

stuff. And, after all, self-flagellation is a great metaphor for the latest 
development boom in New York City. 

Purchase --+ 
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In The Cart 

DRY JANUARY 
1 year ago by DORE 

hllps://www.wearedore.com/fr/lheminis/dry-january/ 1/4 
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A collection of booze free alternatives to aid in all your dry January endeavors! 

Clockwise from top right: 

hllps://www.wearedore.com/fr/lheminis/dry-january/ 2/4 
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le 

Non-alcoholic aperti[ Ghia; non-alcoholic spirit, Lyre's; non-alcoholic spirit, 

Free Spirits; non-alcoholic spirit, Seedlip; zero proof spirit restoratives, 

Rasasvada; non-alcoholic beverage, Kin Euphorics. 

Also in In The Cart 

Tags In the Cart, dry january 

FROM THE ARCHIVES 

Winter Wonderland 

Beaute 

AN 
Style 

COATS, COATS, 
COATS! 

WINTER 
SKINCARE u ON IT 

hllps://www.wearedore.com/fr/lheminis/dry-january/ 3/4 
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Q. INSIDER �f�i �· �H�!�H &f� 

REVIEWS 

TECH STYLE HOME KITCHEN BEAUTY TRAVEL GIFTS DEALS e 
HOME > HEALTH 

16 tasty non-alcoholic drinks and spirits to help you through Dry 
January 

Rachael Schultz Updated Jan 3, 2022, 1 :00 PM 

0@0 

TOST 

https://www.insider.com/guides/health/best-non-alcoholic-drinks 1/34 
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When you buy through our links, Insider may earn an affiliate commission. JL,earn more. 

Drinking is a huge part of how we socialize, celebrate, decompress, and, for many, 

cope with stress. But after a season of mulled wine, holiday spritzes, and cheers-ing 

with our friends and family, many of us relish the chance to go sober for Dry January. 

But breaking the habit of unwinding with a cold one can be hard. Luckily, as more 

people become sober-curious or fully sober, the market of N/A beverages has 

exploded. You can now find artisan sparkling waters in beer bottles; gin and tequila­

mimics that create your favorite mixed drink with no ABV; and countless mixers that 

provide a herbaceous element to a sober cocktail. 

There are a lot of non-alcoholic options out there - which is why~ tested over 40 of 

~he top options available. 

Whether you're sober-curious, doing a dry January, or you just don't drink and are 

trying to replace other sugary nighttime drinks, these are the 16 best-tasting non­

alcoholic spirits, bottled cocktails, and wine alternatives. Learn more about hoWj 

~nsider Reviews tests and researches health products. 

Read on to see the best zero-alcohol spirits, cocktails, and sodas: 

Casamara Club 

https ://www.insider.com/guides/health/best-non-alcoholic-drinks 2/34 
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Casamara Club 

Casamara Club Amaro Club Soda 12-pack 

$45 . 00 FROM CASAMARA CLUB 

These bottles look like beer but they're actually filled with sparkling, non-alcoholic 

amaro club sodas. As a fan of Topo Chico and bitters, the subtle bite and 

effervescence in these bottles were right up my alley. Casamara Clutj makes four 

interesting and unique flavors, from Onda's earthy citrus (my personal favorite) to 

Capo's honey-and-mint notes; I recommend opting for a variety pack to test them all. 

All four flavors are very subtle. They're so subtle, in fact, that the first time I opened a 

bottle after a long day, I was a little underwhelmed. The flavor of!Casamara Club! 

doesn't come on strong and, with just 4 grams of sugar, isn't anything you'd really 

crave after a long day or for a celebration. 

But I brou2:ht these alon2: to mv first sober social event. and not onlv was I haoov to 
https://www.insider.com/guides/health/best-non-alcoholic-drinks 3/34 
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have a bottle in hand just like everyone else but, because these look just like beer 

bottles, I don't think anyone even noticed I wasn't drinking. What's more, the mild 

flavor was ideal for a long night of drinking in the way a light beer might be, and pairs 

quite nicely with food. 

These will be a pern1anent staple in 1ny drink fridge for nights, and they'd be great to 

add to the cooler as in-person parties start up again. 

TOST 

TOST 

https://www.insider.com/guides/health/besl-non-alcoholic-drinks 4/34 
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TOST 750ml 3-pack 

$35,99 FROM AMAZON 

Originally $37.99 I Save 5% 

rfOST is a sparkling non-alcoholic drink made from white tea, cranberry, and ginger. 

It's somewhat akin to a cider or a spritzer, and has the celebratory feel of a bottle of 

bubbly. 

The brand's intent was to make a drink that's as sophisticated and meaningful as an 

alcoholic beverage for a dinner party - but without the booze. [fOST does indeed feel 

elegant and celebratory with its summery sweetness and lovely light fizz - like 

something I'd happily drink at a garden party or a baby shower. 

I also love that the large bottle has the presence of wine or champagne so it makes for 

a great gift or dinner party addition (though it's worth noting, TOST also makes 12 oz 

singles if you want to enjoy one on your own). 

I found the flavor to be very well-balanced and enjoyable but there is a catch: Each 12 

oz bottle has a whopping 16 grams of sugar. That's mostly from blue agave and 

cranberry concentrate but considering you'd likely drink this at an event where you'll 

be nibbling on other treats, it's worth noting for anyone trying to minimize their 

sugar intake. 

Jukes6 
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Jukes Cordialities 

Jukes 6 (9 pack) 

$48.50 FROM JUKES CORDIALITIES 

As a dedicated red wine lover (and a harsh critic), I was surprised when Jukes 6 easily 

became one of the best non-alcoholic drinks I tested. 

µukes CordialitY1 was created by British award-winning wine writer and wine taster, 

Matthew Jukes, to mirror the depth, taste, and ability to enhance the flavor of food as 

wine, but without the alcohol. 
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I was less of a fan of the white mimic (Jukes 1), which was a bit peachy for my taste. 

But the red wine mimic, Jukes 6, has a deep, slightly fruity, mostly spicy taste with a 

subtle earthiness that gives it that true wine feel. 

You're intended to mix the cordiality with sparkling or still water to a dilution of your 

liking, and I found, when n1ixed with soda water, it's like having a lovely, slightly 

chilled red with just enough effervescence to perk the drink up and really make the 

flavors pop around your 1nouth. 

Made fr01n apple cider vinegar, brown sugar, and a bunch of berries (11g sugar per 

bottle), this cordiality was formulated to be paired with food, and it does indeed play 

off the culinary flavors of wine-pairing favorites like steak and homemade meatballs. 

The drink is a bit of an invest1nent - one box will run you $48.50 plus $6.50 shipping 

- but you're actually getting 9 small bottles (30ml) in a box. I found it nice that I 

could just crack one bottle for a N/A glass with dinner, without feeling the pressure 

that comes with opening a bottle of traditional wine and needing to finish it within a 

few days. 

Curious Elixirs 
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Curious Elixirs 

Curious Elixirs Craft Drinks (4 pack) 

$30. 00 FROM CURIOUS ELIXIRS 

Originally $36.00 I Save 17% 

Made with fresh juice, spices, and herbs to create a more complex and layered flavor 

profile, ~urious Elixirs are one of the best bottled mocktails I tried, and taste as fresh 

as a just-made cocktail. 

The variety pack comes with four elixirs, No. 1 through No. 4. I found each to be 

highly unique but very well balanced. As a gin fan, I loved the juniper cucumber 

flavor (billed as a French 75 meets a Cucumber Collins), which tastes just like a 

summery gin cocktail without the booze. The blood orange ginseng was also 

delicious, like a more complex Emergen-C (which, yes, is a compliment). 

All four flavors felt very intentional, and someone clearly put a lot of time into 

crafting each one. They're all exciting enough that I'd go so far as to just pour one of 
tha c a Auav ;I"'<:>;,-, r:, l"'Al"'V-tr:,;J <Tl r:, c,c, tA "'"';"~' VA11 1"''>11 r:,l c A r:,rlrl tn1A A11111"'<:>c Af" Hr111Av f"Av r:, 
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quick and easy cocktail. 

The bottles are also quite cute with 1ninimalist branding and the flavor notes printed 

on the paper seal over the cap for quick reference. Each bottle has no added sugar and 

is infused with adaptogens and herbs aimed at helping with stress (although, in my 

opinion, these have enough going for them that this selling point feels 1nore like an 

afterthought). 

Athletic Brewing Co. Run Wild 

Athletic Brewing Co, 
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Athletic Brewing Co. Run Wild (12 Pack) 

$27.99 FROM AMAZON 

Non-alcoholic beers are another staple for anyone sober-curious looking for helpful 

tricks to stay booze-free at a party without feeling like they're missing out. 

I was first introduced to this beer by a friend of mine who was pregnant and runs a 

cocktail bar, as she had tasted more than a dozen N/A beers and deemed ABC's Run 

[Wild the best. 

She's not the only one who thinks so: Run Wild also won the 2020 World Beer Award 

gold medal and USA's Best Non-Alcoholic Beer in the World Beer Awards. 

Any IPA fan will approve of this brew's taste, too, which is a blend of five kinds of 

hops and delivers a balance of bitterness and maltiness. At just 70 calories and less 

than .5% ABV, it's a great sub for the real thing when you're watching the game or at a 

virtual gathering. 

CleanCo Clean T 
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CleanCo 

CleanCo Clean T (23.7 fl. oz.) 

$29.99 FROM AMAZON 

$29.99 FROM CLEANCO 

Newly launched in the U.S., CleanCo is a British-based non-alcoholic spirit company 

that makes gin, tequila, rum, and vodka alternatives. Its Clean TI a no-ABV tequila 

replacement, is a very decent mimic of the Mexican spirit. 

I 

Unlike a lot of other spirit mimics, Clean 1) doesn't have any kind of chemical smell or 

taste, which I found to be a great start. Overall it tastes, well, clean (that's likely in 

part to the fact that it's super low in sugar), with a hint of fresh melon and earthy 

tones. 

Tt n()p_c:n't n!=irk !=I n11nrh HkP mP7r'!=il {)Y !=In !'.'IO'Pn tPnnib h11t if-U{)ll 1YP ]{){)klnO' t{) <::tir 11n 
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an alcohol-free skinny margarita or a refreshing N/A Paloma, I'd say Clean 'Ij is not 

only worth your money but also your best bet compared to other tequila 

replacements on the market. 

Three Spirit 

Three Spirit 

Three Spirits The Collection 

$99 . 00 FROM THREE SPIRIT 
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This UK-based "functional spirit" brand is another leading addition to the adaptogen, 

non-alcoholic spirits category. 

hree Spirits offers three flavors: Livener, which is fortified with euphoric and 

energizing plants and has a bright, sweet, citrusy flavor; Social Elixir, which is made 

with green tea, yerba mate, and lion's mane mushroom for a steady social buzz and 

bittersweet, earthy taste; and Nightcap, intended to be a nightcap delicious enough 

to drink over ice and enhanced with relaxing valerian root and lemon balm. 

Although each formula flirts with the upper-end of our healthy sugar content, I found 

each to be delicious enough to drink on the rocks or with tonic. It was refreshing to 

not have to do any kind of mixology to score a delicious drink. 

I also really enjoyed its witchy branding and ended up saving the bottles to be reused 

as pretty simple syrup bottles and decor. 

You can buy each bottle individually for $39 or all three for $99. 

Rasasvada 
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Rasasvada 

Rasisvida Multipack 

$120 . 00 FROM RASAVADA 

These zero-proof spirits are uniquely crafted with tea, herbs, and adaptogens based 

on the intersection of eastern medicine and mixology. With no preservatives, sugars, 

extracts, or artificial ingredients, the nutrition label is quite clean. 

But it's also unique: The !Rasasvada! elixirs are made with items not often found in a 

cocktail, like artichoke leaf, Pu'er tea, maqui berry, ginseng, bergamot, burdock root, 

and rishi mushroom. They're also intended to act as a digestive aid, libido boost, or 

hangover helper (although I never felt any different after drinking any of these). 

There are three distinct bottles: A tangy, floral, and citrusy option called Ruby 

Artemisia; a classic Italian bitter called Rose Bergamont; and Black Ginger, an earthy 

and biting flavor that was my personal favorite for its complexity. I really enjoyed the 

complex and unique flavor profile of each Rasasvada blend. 
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But they're definitely for the more adventurous and luxurious drinker: The brand's 

website offers 18 mocktail recipes and while some call for niche home bar ingredients 

like fermented Korean plum sauce or wormwood tinctures, others call for something 

as simple as sparkling water or a lemon twist. 

The downside: The bottles are quite pricey, coming in at $120 for 12.6 oz of all three 

flavors or $67 for a 750ml. 

TopoChico 

Amazon 
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Topo Chico Water Mineral (12 Pack) 

$10.99 FROM AMAZON 

I 

It's easy to write off opo Chicos as over-priced sparkling water, particularly since it's 

the uber-cool thing to order at a bar or restaurant if you're sober-curious or on a 

detox. 

But its unique carbonation and earthy balance of flavor (which is drawn from a 

~imestone spring) are much more akin to a cocktail than other sparkling waters which 

often feel like healthy soda. For this reason, I think it makes one of the best sober 

substitutes. 

I personally pour it over ice in a fancy glass (specifically, these, which add to the 

celebratory nature of a drink) and add lemon and ;cardamom bitters. But it also makes 

for the ideal sugar-free mixer for anything listed here. I also love that if you don't use 

a whole bottle, it stays carbonated for a few days. 

Monday Gin 
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Monday 

Monday Zero Alcohol Gin 

$40 . 00 FROM MONDAY 

fMonday GinJ is one of the best non-alcoholic gins I found among the handful I tested. 

For starters, it smells the most like gin when you open the bottle (which is also why I 

wouldn't recommend it for recovering alcoholics as this might be triggering). 

It has the kick and crisp of a classic London Dry but the personality of a New 

American-style with strong spices and botanicals. 

Mixed with tonic, I certainly wouldn't mistake it for a real G+T and I don't think it 

quite fills that craving if you're sober-curious and missing your favorite happy hour 

cocktail. 

But the flavor is well-balanced enough that even with just tonic, or soda water and 

lemon. this is an eniovable drink on its own. I love that vou don't need bartender 
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skills to make a nice beverage with it. There's also no sugar in the formula. 

!Monday Gints beautiful art deco branding makes this bottle a worthy addition to any 

bar cart, too. However, as is the case with most gorgeous bottles and classy formulas, 

you'll pay slightly more for the aesthetic, as a 750ml bottle runs $40. 

Ritual Zero-Proof Gin 

Ritual Zero Proof 

Ritual Zero Proof Gin Alternative 
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$28.99 FROM RITUAL ZERO PROOF 

If you're looking for a low-cost way to foray into the zero-alcohol spirits market, 

[Ritua~'s gin alternative makes for a stiff mocktail. 

With a lean to the juniper, piney side, Ritual's elixir is bright, crisp, and citrusy. 

Personally, I like my spirits a little more complex, so I preferred Ritual's gin mixed 

with a few more flavors. jother taste testers in my cohort, however, named this as their 

favorite gin and tonic replacement, so there's a lot to say here about personal palate. 

[Ritua~'s gin has no added sugar, which is a definite plus but you may find the need to 

add some sweetness to any cocktail you make via muddle fruit or simple syrup. The 

formula does include xanthan gum in a low dose, which may fuss with anyone who 

has a sensitive stomach. 

The packaging is sleek and clean and at just $29 a bottle, it's well worth the try. 

SipClean 
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SipClean 

Sip Clean 4-pack 

$24.00 FROM SIPCLEAN 

~ipClean is a tasty non-aloholic rose when you want a girly vibe. 

It's actually made similar to the boozy version: The winemaker (a woman, which we 

love) pulls Californian grapes, puts them through the traditional fermentation 

process, and then uses technology to remove the alcohol from the close-to-final 

product. That's why the final product tastes remarkably like rose. 

I will say, ~ipClean is certainly not The Best Rose I've ever had; it leans a bit on the 

sweet side. But not too sweet to drink, and overall it comes across quite balanced and 

cheery. 

Considering many of us reach for a rose mostly for an occasion - a warm afternoon 

with friends, girls' night - and /SipCleanJ offers an N/A substitute for such events. I 

cracked my taste-test can of SipClean on a sober Monday as I was settling in to watch 

"The Bachelor" and it delivered the air of imbibement I was craving while still being 
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able to stay alcohol-free. 

~ipClean only has 30 calories and 5 grams of sugar per 12 oz can, which would 

technically be two glasses of wine. The brand also makes a CED-infused version, 

SipCozy, which is equally tasty and celebratory. 

I love that ~ipClean comes in a can, too, so you can take it on picnics or to the beach 

when you want to celebrate the day without any impairment. 

Seedlip Grove 42 

Seedlip 
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Seedlip Non-Alcoholic Spirit 

$37. 50 FROM WILLIAMS SONOMA 

~eedlig is a great staple for any sober bar cart, and one of the most popular mocktail 

ingredients in restaurants as the spirits offer the botanical notes you'd otherwise get 

from booze. 

It's made much like gin, by combining herbs and other botanicals and distilling them 

using alcohol. With Seedlip, however, the alcohol is removed before bottling. 

Though the company offers three flavors, Grove 42 is the one worth mentioning (read 

about the Spice 94 and Garden 108 in 'What else we tried'). Grove 42 is a blend of 

citrus, lemongrass, and ginger which does well to deliver an overall summer vibe. 

Because these flavors are so bright to start, it's easy to turn this spirit into a craft 

cocktail by just adding ginger ale or tonic water. 

The formula is also entirely sugar-free. 

In addition to having really beautiful and unique naturalist branding, I also liked that 

~eedlig is committed to sustainable packaging and net zero emissions by 2022. 

Proteau Ludlow Red 
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Proteau 

Proteau Ludlow Red 

$19. 50 FROM PROTEAU 

Proteau's !Ludlow Redl is a viscous, deep ruby elixir that gives off the impression of a 

perfectly decanted Cab or Malbec. But it 's not really a wine replacement: The formula 

was specifically crafted by the founder, a mixologist and hospitality expert, to be an 

accompaniment to food. 

These features, along with the sophisticated bottle shape and beautiful label, all make 

the ~udlow Red ideal to sit on the table of any dinner party. 

When it comes to taste. the lLudlow Red) falls more into a complex. botanical iuice. 
https ://www.insider.com/guides/health/best-non-alcoholic-drinks 23/34 

RASASVADA0001245 



1/14/22, 11 :55 AM 16 Best Non-Alcoholic Drinks to Buy in 2021 

which makes sense considering its top ingredients are blackberry juice and fig 

vinegar. 

Though the flavor is lovely, it's certainly not wine. This is certainly a bummer for 

oenophiles trying to cut back on their alcohol intake, but a real boon for anyone 

actually sober who's looking for a cultured refreshment to enjoy alongside a meal. 

Kin Euphorics Dream Light 

Kin Euphorics 

Kin Euphorics Dream Light 
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$39 . 00 FROM KIN EUPHORICS 

You've probably seen Jl(in Euphorics on your IG feed. It's a N/A beverage enhanced 

with nootropics and adaptogens, which are herbs intended to alter your cognitive 

function and body chemistry. Because of this, Kin Euphorics is not recommended for 

anyone who is pregnant or breastfeeding. 

I tried both of its elixirs, (learn more about High Rhode in )what else we triedD, but 

~ ream Light is the one that stood out. 

It's intended to help you relax and better fall asleep - truly a nightcap - after you 

mix it with oat milk, either cold or hot. I made myself a cup with warm almond milk 

and it tasted similar to a warm chai, albeit a bit smokier thanks to notes of clove, 

ginger, cinnamon, and chili. 

Personally, I didn't find that the drink made me feel any more relaxed or sleepy but I 

did quite enjoy the warm milk-before-bed feeling of the drink, particularly since it 

has no added sugar (unlike a real chai). 

At $40, the Dream Lightj is a bit steep, especially as it has a one-dimensional use. But 

if you live for a bedtime routine, particularly with a focus on better self-care habits, 

this drink would be a nice companion to nightly journaling or any kind of unwinding 

process. 

Ghia 
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Nacho Alegre/Ghia 

Ghia Non-Alcoholic Aperitif 

$33.00 FROM GHIA 

I got many a targeted ad for GhiaJ and was seriously drawn in by the witchy-retro 70s 

branding. This spirits-free aperitif is made with a base of Riesling grape juice (though 

it's not sweet whatsoever) and enhanced with ingredients like gentian root, yuzu 

juice, lemon balm, fig, elderflower, and orange peel - all with no added sugar. 

The drink definitely has bright and herbal accents to it, but there's one huge caveat 

for me: Once I tried it. I didn't like the taste at all. 
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Over ice, I found it incredibly astringent and undrinkable. I made five different 

~rand-suggested mocktails, and found that the formula still needed acid or tartness, 

as well as sugar, to balance it. I couldn't get past the astringency, no matter what 

concoction I made. 

That said, this bottle has won other taste-test awards, including Esquire's Drink of th~ 

jYeati and lmbibe's Drink of the Week, and sold out twice in the months after its 

launch in 2020. So, while it's not for me, it is for some people - perhaps those with 

more advanced or intuitive bartending abilities - and therefore worth including. 

What else we tested 
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Seedlip 

What we recommend 

~yre Italian OrangeJ ($35.99): This bitter orange aperitif is made to be an alcohol­

free Campari. It is quite good and if you're missing Negronis in your sober life, it may 

be worth the money. If you're so inclined, it makes for a nice sober mixer beyond the 

classic cocktails but anyone other than Campari-obsessed teetotalers can find plenty 

of cheaper and more accessible mixers to make a bitter orange sober cocktail with. 

~yreAperitifRosso\($35.99): This alcohol-free vermouth captures key flavors like 

blood orange and vanilla but much like the Italian Orange, it only speaks to such a 

niche corner of the marketplace - and I can't justify recommending its $36 price tag 

to everyone. 

What we don't recommend 

[Kin Euphorics High Rhode ($39): Fortified with adaptogens and nootropics, this 

daytime elixir has notes of hibiscus and licorice. I liked the unique flavor, but the 

bottle and website provided no instructions for how to turn it into a tasty drink. 

Unless you have balancing and bartending knowledge, I don't find this bottle to be 

worth the $40 price tag. 

[Kin Spritz[ ($30/8-pack): I really wanted to love these cute cans for their 

Instagrammable packaging, but the elixir inside was so astringent, which isn't 

surprising considering its three main ingredients are extracts of orange peel, licorice 

root, and bitter orange. Neither I nor the other tasters even wanted to finish the can. 

r roteau Rivington Spritz ($19.50): While I found the brand's Ludlow Red to be 

quite complex and lovely, the Rivington Spritz missed the mark for me and my fellow 

tasters. If you're a fan of pickled foods and ACV shots, you might like it, but I found 
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the three main ingredients - water, champagne vinegar, and strawberry juice 

concentrate - created far too tart and vinegary of a flavor without any real kick, 

somewhat akin to watered-down kombucha. 

!Ritual Zero ProofWhiske~ ($28.99): Although we liked other spirits from Ritual, its 

whiskey-mimic tasted heavy on the smokey without any of that bourbon bite. Similar 

to all zero-alcohol whiskey I tried, it was too much like a wannabe - when used in 

classic cocktails, it just made me want a real Old Fashioned instead of this slightly-off 

sober sibling. To me, it's not worth buying. 

(Lyre Dry London Ginj ($35.99): This non-alcoholic take on the classic Dry London 

gin is pretty agreeable, with light juniper, citrus, and earthy notes. I didn't have any 

particular strikes against this spirit but the flavor doesn't pack a hard punch, 

especially compared to other gin mimics on the market. I personally don't find it to be 

worth the money compared to other options in this round-up. 

~reAmericanMalt ($35.99): Lyre's non-alcoholic bourbon has bourbon's signature 

vanilla and toasted nut notes but, as with all the alcohol-free whiskeys we tasted, 

without that zing of a real whiskey, the drinks were lackluster and tasted a bit watery. 

I liked it more than Ritual's whiskey but in my opinion, this is still not worth shelling 

out $36 for. 

~eedlip Spice 94 and!Garden 108 ($32): While I appreciate the effort and care put 

into both of these formulas, I found Seedlip's Spice and Garden flavors to be too one­

dimensional to easily make a tasty cocktail. If you have serious home bartending 

skills, you can certainly craft a delicious drink with either of these. However, unless 

you really understand how to layer flavors and balance what's in this bottle, save your 

$32. 

When does drinking become unhealthy? 
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Don't get us wrong: As long as you have a healthy relationship with alcohol and don't 

have an addiction issue, drinking alcohol in moderation can be safe and appropriate, 

Dr. Abe Malkin, MD, board-certified family medicine and addiction medicine doctor 

and advisor for alcohol treatment program fmonumentl~ told Insider. 

However, alcohol, as a toxin, is never really healthy - many of the benefits of 

moderate drinking are tied more to lifestyle than the alcohol itself. Dr. Malkin added 

that as long as you're staying within two drinks per sitting as a female or three as a 

male some days of the week, and don't feel dependent on alcohol to fix your feelings, 

you're not doing noteworthy damage to your body. 

But that limit is truly the catch: It's rare for most people (myself included) to have just 

one or two glasses of wine or beers a night. 

"The levels at which drinking alcohol is considered unhealthy are more than four 

drinks per sitting for men and more than three drinks per sitting for women," Dr. 

Malkin added. 

Upwards of this limit and your sleep patterns are likely to be disrupted (which 

cascades into la slew of issues[). You'll also feel more irritable, your digestive system 

may go totally out of whack, and your focus and attention can veer off. There's even 

the potential of harming internal organs like your heart and liver, Dr. Malkin said. 

What to look for in a "healthy" mixer or cocktail 

There are a lot ofN/A drinks nowadays. That includes non-alcoholic spirits that 

mimic favorites like gin, whiskey, vodka, and rum; pre-bottled zero-alcohol craft 

cocktails; aperitifs and digestifs that can be drunk over ice or used as a mixer in a 
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mocKrau l or cocKiau;; ana oeverages wun auapcogens or 001an1ca1s tnar ennance 

your headspace in an alternative, natural way via plants and herbs. 

It's worth noting that any non-alcoholic spirit may be triggering for recovering 

alcoholics, and drinks made with adaptogens or nootropics may not be safe if you're 

pregnant or breastfeeding (and it's smart to consult with a doctor before consuming). 

If you're cutting back on booze to help your health, you should consider the 

nutritional profile of the drink. Ingredient lists of some mixers are full of artificial 

and hard-to-pronounce chemicals. 

Cardwell says that in addition to a short ingredient list, you want to make sure your 

added sugars are low. She recommends (alongside the Centers for Disease Centro~ 

land Prevention) that no more than 10% of your daily calories come from added 

sugars, which means no more than SO grams of sugar for a 2,000 calorie diet. (FWIW, 

the !American Heart Association says more like under 6 tsp (25 grams) for women and 

9 tsp (36 grams) for men per day.) 

I intentionally looked for formulas that had less than 10 grams of added sugar per 

serving since you may want to mix them with sugary tonic water (or have a second 

drink). 

How we tested 

In my quest to find tasty non-alcoholic drinks actually worth buying, I enlisted the 

help of a few friends with different palates to taste-test over 40 products. Though I 

found many of the products lacking and not worth the money (especially the non­

alcoholic spirits), there were some pleasant surprises in the mix. 

In all cases, I drank the mixers and mocktails how the brand advises, either over ice 
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or r0110w1ng tne1r own orana-enaorsea mocKcau recipes. 

I considered how good a product tasted, how easy it was to make it taste good, the 

price, and the nutrition as you would drink the spirit. For instance, if it needed to be 

mixed with half a cup of simple syrup to taste good, it was out. 

The other factor I considered was overall branding because let's be real: Your 

bronze-and-glass art deco bar cart in the corner is a look and you're more inclined to 

splurge on a bottle that looks good next to your decanter compared to one with an 

ugly label you have to hide in the back. 

It's worth saying that palate is entirely personal. I love a big, bold red wine, prefer rye 

whiskey over bourbon, and adore a botanical gin. To better adjust for my palate, I had 

friends who prefer different types of drinks, as well as someone who doesn't like the 

taste of booze at all, taste-test the contenders for a more well-rounded final opinion. 

Rachael Schultz 
Healt h, Fitness, and Outdoors Updates Editor 

Rachael Schultz is the health & fitness updates editor for Insider Reviews, covering all 

things health, fitness, and outdoors.Before joining Insider, Rachael was on staff at Men's 

Health and Shape, and then spent seven years fre.elance writing for national outlets like ... 

Read more 

~ign up for Insider Reviews' weekly newsletter for more buying advice and great deals.I 

!You can purchase syndication rights to this story here. 

Disclosure: This nost is brought to vou bv the ITnsider Reviews! team. We hi flhliflht 
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products and services you might find interesting. If you buy them, we get a small share 

of the revenue from the sale from our commerce partners. We frequently receive 

products free of charge from manufacturers to test. This does not drive our decision as 

to whether or not a product is featured or recommended. We operate independently 

from our advertising sales team. We welcome your feedback. Email us at 

lreviews@businessinsider.com/. 
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There are certain things you need to make a good cocktail. Ice is generally helpful, and it doesn't 

hurt to have some sugar and acidity. Alcohol, on the other hand, is not actually required. If you're 

currently cutting back your booze consumption or curtailing it altogether, try making a drink with 

a zero-proof spirit. 

What's a zero-proof spirit? It's a blanket term covering non-alcoholic beverages that are infused 

with flavorings. Usually, they're water-based and feature herbs like fennel or turmeric root, fruit 

juices, or even vinegar. Some try to mimic certain alcohols in terms of color and flavor profile, so 

you'll see non-alcoholic versions of gin or tequila, while others are harder to classify (such as 

Proteau, the one with vinegar). 

To help you find the one that's right for you, here are some of our favorites. 

Were recommending these products because we actually use, and like, them. Things you buy 

through our links may earn us a commission. 

For That Low-ABV Old Fashioned 
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If you're on the lookout for a good whiskey substitute, check out Kentucky 74 from Spiritless. It 

was a recommendation from one of our favorite bartenders (who happens to be extremely skilled 

at making zero-proof drinks), and it's perfect for any classic cocktails that typically call for bourbon 

or rye. Kentucky 74 is made with actual oak extract to simulate the flavor you get from aging 

whiskey in a barrel - just be aware that it's .5% ABV. That's almost zero-proof, but not quite, so 

keep that in mind if you're going completely alcohol-free. 

Get Spiritless Kentucky 74 ($36) �~� 
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If You Want A Martini 

GAR DEN 108 

Seedlip Garden 108 tastes like a erudite platter with a touch of mint. Like the other spirits from 

this brand, it's clear and water-based, and it might remind you of gin. You could easily stir it with 
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some ice and add an olive to make a zero-proof Martini, or you could just pour it over ice and top 

with ginger ale. 

Get Seedlip Garden 108 ($45) �~� 

For A Zero-Proof Vodka Soda 

GR OVE 42 
L. I r R U S 
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This non-alcoholic spirit is about as straightforward as it gets: It smells and tastes like citrus (with 

some subtle herbal undertones). Throw your Seedlip Grove 42 in just about any cocktail that calls 

for a clear spirit (vodka, gin, tequila, etc.) or add it to some seltzer. 

Get Seedlip Grove 42 ($35) �~� 

Your Path To A Zero-Proof Negroni 
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What makes a Negroni taste like a Negroni? That would be Campari. But if you aren't currently 

imbibing any alcohol, don't panic. Just pick up a bottle of Lyre's Italian Orange. It isn't as bitter as 

actual Campari, but when you don't have gin to cut that bitterness, that actually works out well. 

Pour some over a big ice cube, maybe add a splash or two of Seedlip Citrus, and you have yourself 

a no-booze Negroni. 

Get Lyre's Italian Orange ($44) �~� 
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For When It's Spritz O'Clock 

What if you don't want a Negroni? What if you'd prefer an Aperol Spritz? Lyre's has you covered 

on that front as well. Their Aperitif Rosso is eerily reminiscent of Aperol, so all you have to do for a 
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Spritz is put an ounce or two of this stuff in an ice-filled wine glass and top with your choice of 

sparkling water. Garnish with an orange twist. 

Get Lyre's Aperitif Rosso ($39) �~� 

The Mezcal Substitute 

OPTIMIST 
BOT AN ICALS 

0!SflLLED NON , ALCOHOLIC S?tRI T 

SM O KEY 
U.PSAN G SOUCHONG 

8 1TrER HD ORANGE . CLOVE 

GINGER . SAGE . TURMERIC 

I ERGHI OT , C1!rtNA.-ON LfAF 
HAi.\AERO . GERANH)M, OR~GANO 

.t.NGEUCA ROOT . VA LENCIA ORA NGE" 

CORN M INT . JASMIN E 

500 ML -16.9 FL.OZ. 
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If you like mezcal, you'll enjoy Smokey from Optimist Botanicals. It has a surprisingly deep and 

slightly bitter flavor, and, as the name implies, this zero-proof spirit has that woodsy, burning 

smell you associate with mezcal. Sip it neat or throw it in a highball. 

Get Optimist Smokey ($35) �~� 

If Gin On The Rocks Sounds Good 
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OPTIMIST 
BOTA NICALS 

0lSTILL ED NON-ALCOHOL IC SPIRIT 

FRES H 
JUNIPER . C IL ANTRO 

LIM E PEEL • FENNl:L • L OY.AGE 

BAS IL - ANGEL ICA ROOl 

REO THYME - TARR,ftCOIII 

J ASM I NE , HAl;IAit.lER O 

OREGANO . lANG Ef.l l NE 

500 ML · 16.9 FL.OZ . 

Looking for something that reminds you of walking through a herb garden? Try Optimist Fresh. 

It's smooth and refreshing, and the fennel and tarragon linger on your palate between sips. Mix it 

with some tonic or ginger ale. 

Get Optimist Fresh ($35) �~� 
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A Zero-Proof Drink With A Lot Going On 

Technically zero-proof cocktails (as opposed to spirits), Curious Elixirs still pack a very potent 

punch in terms of flavor. They actually taste more concentrated than the majority of the zero­

proof spirits on this list, and you can use them to construct your own bespoke cocktails or just 
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drink them on their own over ice. If you don't know where to start, Elixir No. 5 is wildly complex, 

with its smokey cherry/chocolate flavor, although you can also go for a variety pack. 

Get Curious Elixirs (from $29) �~� 

If You're Doing Aperitivo Hour 
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Ghia is juicy, intensely flavored, and reminds us of a non-alcoholic version of Campari or Aperol. 

Slightly sweet and pleasantly bitter, It would be excellent in a zero-proof Negroni or Aperol spritz. 

Add a plate of prosciutto and Parmesan, and you can pretend it's 4pm in Rome. 

Get Ghia ($33) �~� 

If You Want To Pour Something In A Glass And Call It 
A Day 
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Proteau doesn't try to mimic any specific alcoholic spirit, although it's sort of like a zippy and 

acidic aperitivo wine you'd drink before or after dinner. The first thing you taste is blackberry juice, 

then all the other ingredients creep in. There's black pepper, hibiscus, dandelion, and even some 

fig vinegar that attacks your palate in a way that's reminiscent of actual booze. Pour some on the 

rocks, maybe add some seltzer, and you're good to go. 

Get Proteau Ludlow Red, Set of 2 ($40) �~� 
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If You're Craving A Gimlet 

As the name suggests, this is a gin substitute, and it'll work in just about any gin cocktail. The 

juniper flavor is pretty mellow, however, and mostly what you'll taste is a subtle hint of ginger. Try 

it in a Gimlet or maybe Southside. 
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Get Monday Gin ($40)~ 

A Spirit With Some Bite 

D ISTILLED NON ALCOHOLIC 
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While Ceder's Crisp isn't as complex as either Optimist or Seedlip, it is exceedingly smooth and 

drinkable. This zero-proof beverage is also pleasantly tart - and this might be due to citric acid, 

which is listed as an ingredient. Whatever it is, we're on board. Pour some Ceder's Crisp on the 

rocks, and add a lemon twist. 

Get Ceder's Crisp ($22) �~� 

For Something Tart And Bitter 
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Rasasvada's zero-proof drinks aren't even remotely like traditional spirits - and that's not a bad 

thing. They're tart, bitter, and concentrated herbal brews, and they make for some pretty 

compelling sipping. Ruby Artemesia - with its green tea and ume plum syrup - is our favorite of 

the bunch. Pour a glass, and drink it slowly. 

Get Rasasvada Ruby Artemesia ($72) �~� 
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If You Want An Afternoon Pick-Me-Up 

By the time 3pm slump hits, you might be tempted to reach for yet another cup of coffee. Before 

you do, consider this spirit instead. Kin Euphorics combines adaptogens (herbs used in traditional 

Chinese and Ayurvedic healing traditions to relieve stress) and botanicals into two blends with 

High Rhode being more suitable for daytime drinking and Dream Light for nighttime sipping. 
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High Rhode is bitter and citrusy with a hint of sweetness. You'll definitely want to add ice as it 

tastes best when it's extra cold. If you want to play up the fruit flavor, pink grapefruit Lacroix is an 

ideal pairing. 

Get Kin Euphorics High Rhode ($39) �~� 

If You Like Mulled Wine 
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DREA M LIGHT 
NIGNTCA ~ 

EUPHORICS FOR HUMANK IND 
EASED MINO . GROUNOEO BODY. SOOTHED SPIRIT. 

16.! Fl OZ (SDD ML J I OIHARY SU PPLEMENT 

After everything that's happened in the past year, you might have some issues sleeping. This 

beverage is meant to help you unwind at night. Dream Light from Kin Euphorics is smoky with 

cinnamon, allspice, and nutmeg flavors that bring to mind German gluhwein. And like gluhwein, it 

also feels like a warm hug. You can drink it cold but if you really want to mimic the apres ski 

environment, try giving it a gentle heat. 

Get Kin Euphorics Dream Light ($39) �~� 
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TORONTO 

VANCOUVER 

COCKTAILS 

COPENHAGEN 

_,,,, 

�~�~� 
!.!!! INFATUATION 

YOUR RESTAURANT DECIDER 

2022 © The Infatuation Inc. All Rights Reserved. 
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GEAR 

The Non-Alcoholic Spirit Boom Is Here. 
These 7 Bottles Are Worth a Try 
There's never been a better time to explore non-alcoholic spirits. 

yourname@email.com 

By Stinson Carter Jan 13 2022, 12:57 PM 

e~tMO\I 

W hether you're looking to cut down your alcohol 
consumption, or simply curious about all these 

mysterious new bottles popping up on back bars and store 
shelves, there's never been a better time to explore non­
alcoholic spirits. In fact, according to the International Wine 
and Spirits Record, low and no alcohol drink consumption is set 
to increase 34 percent by 2024. 

ADVERTISEMENT 
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"It's been a gold rush in 2020 and 2021," said Elva Ramirez, 
author of the new book, Zero Proof Cocktails, who sees the non­
alcoholic space as an evolution led by culinary trends, the way 
vegetarian, gluten-free, and vegan offerings have evolved in 
recent years. "We're walking in those footsteps," she says. "That 
idea is now influencing the bartender space." 

According to Ramirez, the non-alcoholic spirit trend is "not 
binary" in the sense that you don't have to be sober to get on 
board, "You don't have to give up Negroni because you like 
Seedlip," she said. "I still drink. I don't identify as sober, but I 
drink a lot less. And that's the trend and how it's going." 

ADVERTISEMENT 
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This idea is echoed by Jared Brown, distiller of the traditional 
gin producer Sipsmith, who just launched their first non­
alcoholic version, Freeglider. "Even at times when I'm having 
gin and tonics, it's wonderful to be able to intersperse 'Free' and 
tonics in between to moderate consumption." Brown researched 
historic methods of counterfeiting booze, such as using ginger 
and chili peppers to approximate the burn of alcohol, when 
crafting the non-alcoholic gin, which will soon be available in 
the US. 

"Most of our customers aren't completely sober," adds Emily 
Heintz, owner of Sechey, an alcohol-free bottle shop in 
Charleston, South Carolina. "But rather want to have a healthier 
lifestyle, or are losing interest in alcohol because of the negative 
effects on sleep and well-being." 

When I started working on this story, I had never tasted a non­
alcoholic spirit. I thought of it a bit like decaf coffee - all the 
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allow to you keep the night going with more clarity even if you 
do get a buzz going. 

ADVERTISEMENT 

Of the non-alcoholic spirits on the market, some of them are 
meant to replicate existing spirits (think non alcoholic bourbon 
or non alcoholic gin equivalents), and others are just good 
mixers, or unique flavors meant to be their own thing. Some 
have other mood-altering or health-related properties - these 
are sometimes referred to as "functional" spirits. It's good to 
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Inevitably, there is a gray area that arises when trying to identify 
the non alcoholic spirits category. There are adaptogens and 
CBD products that meld with it, so the walls around it are fuzzy 
at the moment and it's a good idea to stick to spirits with a 
proven track record for now. Here are seven such non alcoholic 
spirits to consider from producers who have built an early lead 
in this burgeoning sector. 

Ritual Rum Alternative 
A spirit highly recommended by Ramirez. Ritual also make gin and tequila alternatives -

all varieties are made by individually distilling botanicals and the art comes in blending 

them to recreate the experience of the originals. 

hllps://www.fatherly.com/gear/best-non-alcoholic-spirits/ 
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Monday Zero Alcohol Gin 
The winner for the prettiest bottle award is also a great gin alternative, a complex 
aromatic blend that emulates London Dry Gin. 

$40.00 

Kentucky74 
This distilled non-alcoholic spirit is hands down the closest thing I tasted to the mouth 
feel of bourbon., and it's distilled in the heart of bourbon country. 

36.00 

hllps://www.fatherly.com/gear/best-non-alcoholic-spirits/ 
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New London Light Gin 
A Gin alternative Ramirez calls "quite lovely," and likes to use in her 'Neo-Noir' cocktail 

(recipe below). 

$39.00 

Amethyst Botanical Spirit 
Amethyst is what I'd want shaken alone as a martini, as it has a cucumber and almost 

melon-like side balanced by an edge of serrano peppers. 

$30.00 

hllps://www.fatherly.com/gear/best-non-alcoholic-spirits/ 
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Three Spirit Nightcap 
Three spirit produces 'functional' spirits with mood-enhancing qualities, such as a 
natural caffeine buzz or in this case, the opposite: a nice mellow comedown thanks to 
lemon balm, valerian, and ashwagandha. 

$39.00 

Rasavada Black Ginger 
Also in the 'functional' space, this wildly intense flavor is said to carry properties as a 
libido booster that also assists with liver cleansing and digestive health - perfect for 
mixing as a bitter element in a non-alcoholic after-dinner cocktail. . 

hllps://www.fatherly.com/gear/best-non-alcoholic-spirits/ 
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% � 

If you're interested in trying a non-alcoholic cocktail, here's a 
riff on the classic Gimlet from Elva Ramirez. Called Neo-Noir, it 
uses a gin alternative and homemade limeade cordial. 

THENEONOIR 

Ingredients 

% � 2oz zero proof gin alternative 

% � 2oz Limeade Cordial (recioe below') 

.._, .l.l ~\.,l..lU.l.l.) 
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Elva's Limeade Cordial 

2 limes 
½ lemon 
½ cup of sugar 
1/3 cup hot water 

-

10 grams citric acid (available on Amazon) 

Peel the limes and lemons, careful to avoid the pith (white 
spongey layer between fruit and peel). Transfer ingredients to 
airtight container with sugar, shake to coat, and let stand 24-48 

hours, then strain syrup with a fine mesh sieve. Makes 2/3 cup. 

More Stuff You'll Love: 

Skip the Barber: These Are the Best Hair Clippers for Men 

The Best New Nerf Guns and Blasters for Every Kid 

The Best Kids Watches Are Analog Watches. Here Are the Best Ones. 

The Best Baby Gyms and Baby Activity Centers 
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'A_daptogenic' drinks advertise a booze-free good time. Read this 
before imbibing. 

O Listen to article 8 n1in 

By Allyson Chiu ancl Helen Carefoot 

Yesterday at 8:00 a.m. EST 

ffi q 

Hannah Connelly remembers the first time she drank a product from Kin Euphorics, a beverage company specializing in booze-free drinks advertised as 

alcohol replacements. The contents of the candy-colored cans are infused with "adaptogens," a broad class of herbs, botanicals and mushrooms that have 

been associated with enticing effects - including relieving stress and improving mood - that are sometimes linked to the experience of drinking alcohol. 

"It was very subtle," said Connelly, 25, who lives in New York and sampled a Kin Spritz at a pop-up event in the city last year. She likened the sensation to 

being submerged in water, calling it a "comforting shift in your sensory experience." 

Because consuming alcohol can make her nauseated and later cause "massive bouts of anxiety," Connelly said Kin beverages have been a welcome 

substitute. 

"It gives you the same social aspect [as alcohol], maybe kind of helps you loosen your inhibitions a bit, but you're actually feeling better the next day 

instead offeeling worse," she said. "That might not be the case for everyone, but I feel like for me, it's been a win-win." 

With trends such as "Dry January" and being "sober curious" dovetailing with the larger wellness movement, the demand for nonalcoholic beverages is on 

the rise. In 2021, the dollar sales of such beverages - which include mocktails and alcohol-free beers or wine - increased about 33 percent compared 

with 2020, according to data provided by NielsenIQ. At the same time, there's also been growing interest in "functional beverages," or nonalcoholic drinks 

that make health claims. 

At the intersection of the booze-free lifestyle and functional beverage trends are nonalcoholic concoctions, some of which contain adaptogens, from 

companies such as Kin Euphorics, Curious Elixirs and Rasasvada, among others. 

RASASVADA0001294 
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have "mood-boosting" or "mind-calming" ingredients. Curious Elixirs describes its offerings as "complex booze-free cocktails infused with adaptogens to 

help you unwind," while Rasasvada says it crafts "zero-proof' products with "techniques from herbalism, tea traditions, and traditional eastern medicine." 

While the risk of consuming these types of drinks in moderation is low, experts say it's important to look beyond clever advertising and promising claims. 

"Very often there is some science to back these claims, but the science is often not as definitive as we'd like it to be," said Adam Perlman, a physician and 

integrative and functional medicine specialist at the Mayo Clinic. 

What are adaptogens? 
Broadly, the term adaptogen refers to a natural substance that "somehow protects against negative impacts of stress," said Mikhail Kogan, a geriatrician 

and medical director of the Center for Integrative Medicine at George Washington University. Kogan said he uses tinctures of adaptogens himself, 

including schisandra, ginseng and rhodiola, and has recommended them to patients. 

"The idea is these adaptogens help maintain your body and equilibrium," said Norbert Kaminski, a professor of pharmacology and toxicology and director 

of the Center for Research on Ingredient Safety at Michigan State University. 

Proponents associate certain adaptogens with specific health benefits. For example, they assert that ashwagandha, a shrub, boosts energy and reduces 

stress; that rhodiola rosea, an herb, decreases cortisol, the body's primary stress hormone; and that ginseng and licorice root reduce inflammation and 

fatigue. 

The functions associated with the ingredients largely match the advertising language for nonalcoholic adaptogenic drinks. But the claims associated with 

products containing adaptogens are often vague, Kaminski said. "The things that they supposedly do often are very difficult to measure. You can't quantify 

a lot of this." 

Do adaptogenic products work? 
There's a long history of using herbs, plants and mushrooms in healing capacities, especially in Eastern and Ayurvedic medicine. Adaptogenic beverage 

companies often draw heavily on that history as well as anecdotal evidence from consumers to support their claims while steering clear of making any 

medicinal promises. 

"Our drinks are designed to be incredibly flavorful and with subtle health benefits," said John Wiseman, founder of Curious Elixirs. "Unlike many new 

brands that are overpromising, we only communicate that Curious Elixirs will help you unwind." 
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But while some scientific evidence suggests there are benefits to consuming adaptogens, experts said much of the research involved animal studies, and 

that the few human trials were limited by small sample sizes. 

"Even though there's a trial looking at ashwagandha or a particular mushroom that maybe has a particular physiologic effect, that doesn't mean it will 

necessarily translate into a clinical effect," Perlman said. 

Curious Elixirs's Wiseman said that in Western society "many of these ingredients are less well known and are not yet sufficiently studied." He called for 

more research, especially in the West. 

Jen Batchelor, co-founder and CEO of Kin Euphorics, said the adaptogens in her company's products have "countless case studies" to show their efficacy 

in helping the mind and body deal with stress. She pointed to a National Geographic article detailing research suggesting that rhodiola rosea, which is 

used in two Kin drinks, could help athletes with physical and mental stress. 

Still, experts noted, the amount of adaptogens in products also matters. Perlman said some companies cite studies and say, '"Oh, look at this, it has this 

particular effect."' But, he added, the question is, "is it in the product at that dose?" If the dose is too small, customers might be drinking "an expensive 

flavored water and not really getting the adaptogenic effect." 

Labels on many adaptogenic drink containers list the ingredients, but don't always include specific amounts of each. In addition, the effects and potency 

of plant-based ingredients can vary widely depending on where and how they were grown, when they were harvested, and what parts of the plant are 

used. 

When asked about the ingredients in Rasasvada products, founder and CEO Connor W. Godfrey said they were natural substances that "have been used 

by people globally since time immemorial to strengthen their minds, bodies and souls." But, he added, that company's products "are not intended to be 

used as medicine nor are they designed to treat any disease." 

Experts said it's also important to consider the power of the placebo effect on any potential physical or mental reactions to adaptogens. "I'm a big believer 

in the placebo effect," Kaminski said. "You can suggest things to people and they will actually feel like that's happening." 

How do adaptogenic drinks compare to consuming alcohol? 
Although Kin Euphorics advertises itself as a booze alternative, Batchelor said that "Kin never set out to be a 1:1 replacement for alcohol, nor is this our 

aim as a company today." The drinks, she said, were not formulated with adaptogens to replicate the feeling of being drunk., nor is the company claiming 

that its ingredients can create a drunken state. 

Laura Silverman, who has been sober for 14 years and runs the websites "Booze Free in DC" and "Zero Proof Nation," said that when she turns to a 

nonalcoholic product, it isn't to mimic the experience of drinking alcohol. What she's looking for are options that taste good without the negative side 
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ettects. lt somethmg contams an added health benent, she added, that's a bonus. 

"It's like a sophisticated alternative that you don't have to worry about having a hangover with," Silverman said. 

Experts also see a positive side to these drinks. Adaptogens "do not exhibit abuse potential or dependence, or the other social problems we see with 

alcohol," said Tam Phan, assistant professor of clinical pharmacy at the University of Southern California's School of Pharmacy. 

Are there any risks to consuming these drinks? 

Much of the risk of consuming adaptogens depends on the dosage, Kaminski said. "Anything that we're exposed to at too high an amount can lead to 

adverse effects." 

Although experts say the typical amount of adaptogens in one serving of these drinks probably isn't enough to pose serious health risks, people with 

certain medical conditions or who are taking medications, such as antidepressants, should be careful. For example, Kogan said people who are diabetic 

should avoid taking ginseng, because it can lower blood sugar. Similar caution should be exercised by people who are pregnant, breastfeeding or family 

planning because adaptogens can affect hormones. Kogan also said adaptogens aren't meant to be used continuously and work best when taken for a set 

period of time. He noted that he uses them especially during periods of high stress. 

Some adaptogenic beverage containers carry warning labels acknowledging these risks and companies give guidelines for consumption on their websites. 

For example, an FAQ page for Curious Elixirs warns pregnant people not to consume its products with ashwagandha. Wiseman said the herb has 

properties that may induce a miscarriage in large doses. 

Experts also recommended examining ingredient labels. "Someone who cares about their health and wants to be careful about what they put in their 

body, I think the devil's in the details," said Pieter Cohen, an associate professor of medicine at the Cambridge Health Alliance who studies supplements. 

Cohen encouraged customers to use an online screening tool for assessing supplement safety created by the Department of Defense to evaluate the 

ingredients in drinks. 

"At the end of the day," Perlman said, "we all need to be experts on us, and take every claim with a grain of salt, particularly if it's coming from any 

company that's manufacturing the product." 
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