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For the third consecutive year, in 2019 ready-to-drink prod-
ucts were the fastest-growing beverage alcohol category in 
the world, up almost 20% in volume according to IWSR Drinks 
Market Analysis, one of the top data and intelligence fi rms in the 
industry. In the U.S., RTDs posted a whopping 43% increase in 
volume, spurred no doubt by consumers’ increasing appetite for 
convenience and better-for-you drink options.
But it’s not only hard seltzers that have catapulted this category 
– pre-mix cocktails have also seen growing interest, especially 
among high-end brands that o� er a premium and innovative 
product.
“Instead of making something that tastes like a mojito, why 
not just make a mojito,” says Ross Graham, CEO and founder of 
Miami Cocktail Company, one of the top players to emerge in the 
ultra-premium RTD category. “People want something real and 
authentic, with no additives or preservatives.”
Graham, who has spent his career in the hospitality industry, 
including behind the bar, launched his line of Miami Cocktail 
Company products in 2016 at Whole Foods stores (in Florida, as 
the name implies) and has since expanded distribution (so far) to 
more than a dozen U.S. states and the UK. Built on the premise 
that consumers aren’t just interested in sugary sweet canned 
concoctions, the company o� ers a line of small batch true-to-
form original 750ml bottled cocktails and single serve “spritz” 
craft drinks – all lower in calories, all-natural and certifi ed 
organic – that put taste and quality fi rst.
“Historically, people have looked at bottled cocktails and RTDs 
as ‘entry level’ but our goal was to turn that around, to create 
interesting and high-quality drinks that don’t sacrifi ce on taste,” 
Graham explains. “We aren’t a hard seltzer company, we’re a 
cocktail company.”

Because they’re convenient, practical, and accessibly-priced, Mi-
ami Cocktail Company products aren’t only designed for at-home 
consumption, they’ve also become a proven solution for hotel 
minibars, on-premise outlets that cater to pool/beach customers, 
and country club/golf venues that are looking for consistent and 
properly made handcrafted cocktails to serve those high-volume 
individual needs. Also, as Graham points out, for accounts that 
are only licensed for beer and wine, Miami Cocktail Company’s 
wined-based o� erings a� ord them the crucial ability to o� er a 
legitimate full-blown cocktail program.
The company’s “Small Batch Originals” line includes a Blood 
Orange Mimosa made with blood orange, tangerine and local 
grapefruit juices; the Sunset Margarita, crafted with pineapple, 
mango, orange, and lime juice; and an innovative Copper Pot 
Margarita that combines organic blue agave wine, lime juice, 
and Valencia orange juice. Their lineup of “spritz” canned 
cocktails feature a Margarita, Mimosa, Sangria, Bellini, and 
Paloma all of which are 4.2% alcohol by volume and 110 calories, 
with no added sugar per 250ml can. The company has several 
other products in development as well.
Graham reports that year-to-date sales have already doubled 
those of last year.
The secret to their success is really no secret at all. “More than 
ever, people want to enjoy a great tasting cocktail, made with 
pure ingredients, and that’s exactly what we deliver,” Graham says.
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