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E.U.’s top court upheild a ban on
health claims for alcoholic drinks
above 1.2% alcohol by volume.

The ruling bars wine and beer marketers from using labels that imply

digestive comfort or other wellness benefits across the bloc.
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A ruling by the European Union’s top court has reinforced a strict ban on health-related

claims for alcoholic drinks above 1.2% alcohol by volume, a standard that applies not

only to wine but also to beer sold and marketed across the bloc.

The case, reported by the German wine publication Weinkenner, centered on a wine
label that described the product as “bekdmmlich,” a German term often translated as

“digestible,” “easy on the stomach” or “wholesome.” The Court of Justice of the



European Union said that wording could not appear on the label of a wine because EU
law has, since 2006, broadly prohibited health claims on beverages with more than

1.2% alcohol by volume.

The dispute began after German authorities objected to labeling used by Deutsches
Weintor, a cooperative in Germany’s Palatinate region, for its “Edition mild” wine line.
According to the report, the label included language stating that the wine had a
pleasant acidity and was “bekdmmlich.” The producer argued that the term referred

only to the wine’s low acidity and did not amount to a health claim.

European judges rejected that argument. In their view, even a suggestion that a wine is
easier to tolerate because of lower acidity implies a positive physiological effect,
especially on digestion. The court also found that such wording can obscure the known
risks linked to regular or excessive alcohol consumption. For regulators, that was

enough to place the term within the category of prohibited health-related messaging.

The decision matters beyond wine because the legal framework covers all alcoholic
beverages above the 1.2% threshold. That includes most beer sold in Europe. For
brewers, importers and retailers, the ruling underscores that language implying
digestive comfort, reduced bodily impact or other wellness benefits can trigger

regulatory action if it appears on labels, in advertising or in online sales materials.

The case followed earlier rulings by lower German courts, which had already upheld an
objection from wine control authorities in Rhineland-Palatinate. The EU court then
dismissed the producer’'s complaint, confirming the interpretation taken by those courts

and strengthening enforcement guidance for national regulators.

German state officials welcomed the ruling at the time, according to Weinkenner. The
producer said it planned to continue its legal fight before Germany’s Federal
Administrative Court in Leipzig. The report also noted that the cooperative had
continued to use the disputed term heavily in brochures, promotional materials and on

the internet.



For the beer sector, the practical effect is clear. Any wording that suggests a beer is
gentler on digestion, easier for the body to process or otherwise beneficial to health
may be treated as an unauthorized health claim under EU rules if the product exceeds
1.2% alcohol by volume. That creates compliance risks for breweries using traditional

descriptors, low-acid positioning or wellness-adjacent marketing language.

The ruling also comes at a time when alcohol labeling in Europe is under broader
scrutiny. Regulators across the region have been paying closer attention to how
producers present lower-alcohol products, lighter styles and beverages marketed
around moderation. While producers often try to distinguish such products through
sensory traits like softness or mildness, courts and regulators have shown they will

intervene when those descriptions cross into implied health benefits.

That line is especially important for beer makers because many common marketing
phrases can drift toward claims about bodily effects. Terms suggesting that a beer is
“easy,” “light on the stomach” or better tolerated after consumption may appear
harmless from a branding standpoint, but under EU law they can be interpreted as
promising a favorable physiological outcome. The court’s reasoning suggests that
regulators will look not only at explicit medical language but also at indirect

suggestions consumers may read as health-related.

The decision serves as another reminder that in Europe, alcohol producers face tighter
limits than many other food and beverage companies when describing product
attributes. A brewery may still discuss flavor, bitterness, body or brewing method, but
once messaging implies that drinking the product carries a health advantage or

reduces alcohol-related harm, it enters legally sensitive territory.

Although the underlying dispute involved wine and dates back years, its relevance
remains current for brewers operating in EU markets or exporting there. Label reviews,
ad copy approvals and e-commerce descriptions all fall within the same regulatory
environment. Companies using translated marketing across several countries may face

added risk if local terms carry wellness connotations that go beyond taste or texture.



For consumers, the ruling reflects a public health approach that treats alcohol
differently from ordinary packaged foods. For producers, especially in beer, it is a
warning that even familiar descriptive language can be judged as an unlawful health

claim when attached to drinks above 1.2% alcohol by volume.



