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The changing demands of  
new generation beer drinkers
How shifting trends and tastes are changing the beer category
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Foreword
Innovation is key to growing beer sales

It was believed Gen Y and Z drinkers 
avoided the pub and were brand 
promiscuous. However, the Beer 
Report tells a different story
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The beer world is currently overflowing with new 
product launches. Each have been carefully crafted 
to appeal to new and emerging consumer trends, 
providing the perfect opportunity for you to tap 
into growth areas.

In our first Beer Report, we look at the key 
segments for pubs to focus on to ensure healthy 
and growing beer sales. From Premium, to Craft, 
No and Low Alcohol and emerging trends such as 
Premium lighter-tasting lagers, this report covers 
the burgeoning categories that are ripe for your 
business to capitalise on.

The past two years have been tough for the trade, 
but the good news is the data suggests the market 
has bounced back and customers are thirstier than 
ever. Punters are being driven into pubs because 
they’ve missed out on socialising, the atmosphere 
and of course a great pint of draught beer – 
something that simply can’t be replicated at home.

As a result of this pent-up demand for pub visits, 
trends that were previously in steady growth 
have rocketed. Premium and Premium Continental 
Lagers, for example, have seen a considerable 
uptick in sales over the last 12 months as customers 
look to treat themselves – albeit drinking less,  
but better.

Younger drinkers, such as those in the Generation Y 
and Z demographic, are also in search of drinks that 
fit with their ideologies – be they health, flavour, a 
brand to be seen with or all three. It was believed 
this group of drinkers avoided the pub and were 
brand promiscuous. However, the Beer Report tells a 
different story.

While there is a focus on the growth areas, it’s not 
to say classic brands no longer have a place on the 
bar. Volumes remain strong here, meaning higher 
throughput and therefore quality is maintained, 
which all adds up to a positive consumer experience 
– an important factor when a customer is deciding 
where to drink.

I hope you find the following pages useful and are 
able to put the findings of our first Beer Report into 
practice in your business.

Stephen Watt,
On-Trade Director, HEINEKEN UK
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Brand Birra 
Moretti

Peroni 
Nastro

Azzurro

Guinness 
Draught Carling Fosters

2021
7.1 4.9 7.2 11.9 7.4

2020
4.9 3.8 8.0 14.0 8.7

2019 3.4 3.8 7.3 14.4 9.1

Premium Lager accounts for a 
greater share of sales:5

Beer Market at a glance
How the beer market is performing

PremiumisationThe Beer Drinker

1. CGA BrandTrack 2021 2. CGA Brandtrack, MAT April 2021 3. CGA Brandtrack, MAT April 2021 4. CGA Strategy 1st Jan 2022 5. CGA Strategy, MAT 2019-2021
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on-trade weekly1

Average price of a pint up by 
in 

2021 
to

4

More Lager 
drinkers 

in August 20213

  

vs April 2021

2021
APRIL

AUGUST

2021

vs.

1 in 3



4

Beer sales  
bounce back
The beer category is on a steep upward 
trajectory, with a handful of lucrative trends 
reshaping the market. The question now is what 
does the future hold?

Beer trends have shifted over the years as consumer  
tastes change and evolve . In 2021, a sluggish return to 
growth may have been expected . However, on-trade  
beer sales are strong . 

Sales are back to 96% of 2019 volumes while value has returned to 
100% – higher than analysts predicted1.

In terms of consumer tastes and demand, Classic Draught’s 
decline continues with value share shrinking from 35% in 2017 to 
25.6% last year2, with volume sales also dropping.

Premium on the up
Premium Lager grew value share from 11 .7% in 2017 to 
22 .7% of 2021 beer sales . Between 2019 and 2021, Premium 
Lager volume share grew by 5 .8%, compared with 2-3% in a  
normal year5 .

This acceleration is no surprise, with the jump fuelled by 
younger adults more confident to visit pubs and bars during 
reopening in 2020 and 2021. Within this narrative, younger 
consumers usually drink less Classic Lager and tend to choose 
more modern beers such as Birra Moretti, San Miguel and 
Peroni.

Although still a small segment, No and Low Alcohol is lucrative, 
with a third of drinkers finding alcohol-free beer appealing7. No and 
Low Alcohol drinkers visit pubs more frequently compared to the 
average beer drinker – 53% versus 43%8. The majority of No and 
Low beer drinkers live in town or city centres (43% and 28%) and 
spend more in the on-trade versus average beer drinkers8.

No and Low’s metrics

1. CGA Strategy 1st Jan 2022 2. CGA Strategy 1st Jan 2022 3. CGA Strategy 1st Jan 2022 4. CGA Strategy 1st Jan 2022 5. CGA Strategy 1st Jan 2022 6. CGA No/Low Report 2021 7. CGA No/Low Report 2021 8. CGA No/Low Report 2021
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Light Classic LagerSpeciality

value growth

of consumers trying 
to live healthier

would drink No and 
Low Alcohol Beer

average No and 
Low Alcohol 
drinker’s spend 
compared with 
beer drinker

22 .5%
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31%

£126
£102

3

Quick Look6:
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Craft remains healthy Winning in beer
Craft’s success continues. Growth wasn’t as consistent as in other 
beer segments, but value sales rose from 5.3% in 2017 to 7.8% in 
20211. Although increasing overall, Craft’s value share dropped from 
8% in 20192. 

Craft’s steady performance is largely due to bigger breweries 
growing share, particularly over the past two years when they were 
able to give more support to pubs. Additionally, consumers sought 
trusted brands on returning to the pub, with the likes of Beavertown 
and Brixton benefitting.

The immediate success of the beer 
category lies within three strong-
performing segments: Premium, No 
and Low Alcohol and Craft, all showing 
growth in recent years. With consumers’ 
tastes and demands continuing to push 
into these three areas and away from 
Classic Draught variants, pubs will 
benefit from new trend driven products

Beer sales haven’t seen a fundamental shift, although we have seen 
several trends speed up over the last three or so years. 

Overall, the market is roughly back to normal volumes and now 
just 4% below where 2019 forecasts predicted it to be this year. 
Premium, specifically Premium Continental, is the biggest winner 
and being driven by consumers looking for quality. Brands such as 
Birra Moretti and Peroni are winning in this space as consumers 
also seek recognisable and trusted brands. 

The level of premiumisation within the beer category has continued 
to increase as people drink less Classic Lager and consume fewer, 
better beverages. 

This is also driving drinking in moderation and even a spike in 
Now and Low Alcohol products as younger drinkers seek to lead 
healthier lifestyle. 

Craft remains an interesting space and is riding the wave 
of increased acceleration, with familiar brands tapping into 
consumers’ demand for trusted and flavourful beers in the  
on-trade. 

More traditional segments, such as Classic Keg Ale, Cask Ale and 
Classic Lager, however, continue to decline as they struggle to 
recruit new drinkers. 

Charlie Fryday
Category and Commercial Strategy Director, 
HEINEKEN UK On-Trade

1. CGA Strategy 1st Jan 2022 2. CGA Strategy 1st Jan 2022
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At a glance
Generation Y and Z drinking habits1

How they’re drinking

in the last three months

drank beer in a
pub or bar

would like to see
a greater choice of Premium beers

one or two brands

have tried a new 
beer in the last 
three monthsof Gen Y & Z

stick

to

drink at least one  
beer two or more  
times a week

1. KAM Media Beer Drinking Habits, Jan 2022

47%
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Inside the minds  
of Gen Z drinkers
It is no secret consumer tastes and 
demands have shifted significantly 
in recent years. But it is the elusive 
18–34-year-old demographic we must 
get to grips with to attract spend.

Generation Y & Z are an important demographic for pubs 
and drive sales in key categories . They are more decisive, 
have a clear understanding of their values, and frequently 
drink in the on-trade, new research shows .

Younger drinkers have their favourite brands but are open to 
trying something new. Over half (55%) sampled a new beer in 
the last three months4. A quarter would like more lighter-style 
beers and a further 49% desire more premium options, such as 
Heineken® Silver5.

Gen Y & Z in brief 1

No and Low on the up

Unelusive Gen Y & Z 
drinkers

Rising demand for choice

Gen Y and Z drive the No and Low Alcohol category harder 
than any other demographic, with 46% drinking less 
alcohol6 . Gen Z drink No and Low Alcohol products more than 
Millennials – 50% compared to 43%7 .

Overall, the two groups are drinking more alcohol-free beers than 
their more mature peers, with 17% of Generation Y and Z drinkers 
tapping into the trend8. Again, Gen Z lead the charge with 21% 
drinking more no alcohol beers compared to 14% of Gen Y9.

When going out, 36% of Gen Y and Z say they want to see a greater 
choice of beers with an ABV of between 3.5% and 5.5%. A quarter 
look for more options they consider ‘sessionable’, showing the 
demographic has a very clear style and taste preference2.

Millennial drinkers in particular were labelled brand 
promiscuous . But in reality3: 

The key to attracting Gen Y & Z spend is 
by understanding their needs. They drink 
in pubs and bars, and intend to do so more 
frequently over the coming years. Many 
plan to drink less alcohol, but not cut it 
out completely. When they do consume 
alcohol, they seek lighter-tasting, more 
premium options.

drink less for health 
reasons

are not brand loyal

drink various brands, 
but prefer a couple

have brands they stick to, 
but will try something new

drink beer in a 
restaurant

drink beer in a pub 
or bar

will drink more beer 
in pubs in 2022

49%

5%

47%

14%

33%

50%

25%

1. KAM Media Beer Drinking Habits January 2022 2. KAM Media Beer Drinking Habits January 2022 3. KAM Media Beer Drinking Habits January 2022 
4. KAM Media Beer Drinking Habits January 2022 5. KAM Media Beer Drinking Habits January 2022 6. KAM Media Beer Drinking Habits January 2022 
7. KAM Media Beer Drinking Habits January 2022 8. KAM Media Beer Drinking Habits January 2022 9. KAM Media Beer Drinking Habits January 2022

would like more  
premium options

49%
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Gen Y & Z’s NoLo drivers1

Driving more Gen Y & Z drinkers

1. KAM Media Beer Drinking Habits January 2022  2. CGA No/Low Report 2021 3. CGA Path to Purchase Report 2021

drink less to  
save money

drink No and Low 
Alcohol beer2

have tried a new beer in 
the last three months

38%

40%

55%

drink at least one beer 
two or more times a week

66%

Driving brand visibility in outlet can help to draw more Generation Y and Z drinkers into the category. 

Our recent study on the consumer path-to-purchase shows that 43% of long alcoholic drink drinkers are influenced by tap handles when 
making their drinks choices in on-trade, while 40% say they are more likely to purchase a brand if they see it is served in a branded glass.3

Presence on digital platforms is also key, as three in ten consumers check an outlet’s drinks menu online before visiting and one in four 
check the venue’s social media profiles. With younger consumers over-indexing here, it is important for lager brewers to ensure their 
brands are discoverable across digital channels.

A different type of brand activation that cuts through the noise of the large scale, but low cost per outlet POS-based activations, 
traditionally used by major brewers, can also help. The key is to go narrower but deeper and provide consumers with unique experiences 
that drive footfall while linking the brand to that great experience so that it can become synonymous with great times in the on-trade.

Jonathan Jones
CGA Managing Director UK & Ireland
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Making the most 
of the light lager 
opportunity
It’s clear that growing numbers of consumers, 
particularly younger adult drinkers, are 
seeking lighter lagers for taste and moderation 
purposes. But there is a need for greater 
premiumisation in this sector to increase 
appeal among these drinkers and drive  
on-trade revenue.

Younger adult drinkers seek exciting new brands that are on 
trend and fit with their values . In addition, many Gen Y and 
Gen Z drinkers are looking for products that help them to 
lead healthier lifestyles, are premium and sustainable . 

Light Lager has yet to fully capitalise on these areas. Value sales 
of Light Lager have grown from 3.7% in 2017 to 4.8% in 2021, while 
the segment’s share of market has increased by 40% over the last 
five years2. Brand-specific, volume sales of Coors Light bounced 
back in 2021, growing 51% year-on-year3.

While Light Lager is growing in popularity, the segment hasn’t 
premiumised at the same rate as the wider draught beer market. 

Light in brief4:

• 2 out of 3 of pubs serve lighter lager at 10p more than the     
         cheapest lager on the bar
• 51p is the price gap between continental and light lager
• £40M in missed sales

Customers perceive Light Lager is priced too low to be considered 
premium, leading venues to miss out on sales. There is, therefore, 
an opportunity to increase revenue by meeting growing demand 
among consumers for lagers that combine both lighter tastes and 
premium qualities.

1.  CGA Strategy 11th September 2021 2.  CGA Strategy 11th September 2021 3.  CGA Strategy 11th September 2021 4.  CGA Strategy 11th September 2021 5.  CGA Strategy 11th September 2021

Light Lager taps into some of the key macro trends that are 
increasingly driving consumer drinks choices: health and moderation. 
A large majority of consumers are now proactively trying to lead a 
healthier lifestyle and for many, moderation of alcohol intake is part  
of this. 

The trends in No and Low Alcohol are evidence of this, with growing 
numbers of consumers finding No and Low Alcohol beer appealing. 
However, the flipside of this is an increase in the number of consumers 
drinking alcohol at least weekly. Consumers drink more frequently 
but lower volumes overall. This trend is being driven by younger 
consumers, with many 18-24-year-olds drinking at least weekly. So 
there is definitely a market for light lager, if operators consider brands 
that play on the category’s credentials in these spaces to appeal to the 
modern on-trade consumer.

Jonathan Jones
CGA Managing Director UK & Ireland

Premium brands accounted for

Rising from £1 in every £3 in 2017.

spent on draught 
beer in 20211.

in every£1 £2
The lighter lager opportunity5:

• 11,000 premium pubs and bars offer a light draught lager
•  +£5,200 can be earned per outlet by switching to a  

premium lighter lager
• £57.2M extra sales available market-wide by switching

Brewers recognise the need to tap into premiumisation in Light 
Lager to meet changing tastes and build greater equity among 
younger adult drinkers. This includes HEINEKEN, which recently 
launched Heineken® Silver, an extra-refreshing 4% ABV lager with 
low bitterness and an easy, lighter-drinking profile.
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Beer market value opportunities 

Premium Lager on-trade sales values grew by 5.7% year-on-year 
in 20219. Consumers are identifying Continental Lagers as the lead 
sub-segment in the category10, with drinkers selecting trusted and 
recognised brands that give reassurances on quality and taste. 
Premium Continental Lagers have seen an incredible recovery – 
for example, value sales of Birra Moretti grew +109% year-on-year 
to £516M11 while Estrella Damm saw value sales rise 89% to £131M12 
over the same period. 

Craft beer sales are also rising, with values near pre-pandemic 
levels13.  Operators have the opportunity to grow Craft beer sales 
by stocking entry-level options - such as Beavertown and Brixton 
Brewery - and unique styles to offer a point of difference. 61% of 
Craft beer drinkers claim to be experimental14,  giving operators 
license to expand ranges into areas like craft IPA and lighter ales15.

1.  CGA Strategy 1st Jan 2022 2.  CGA Strategy 1st Jan 2022 3. CGA Strategy 1st Jan 2022 4.  CGA Strategy 1st Jan 2022 5. CGA Strategy 1st Jan 2022 6.  Nielsen Scantrack FY2021 7.  Nielsen Scantrack FY2021 8.  KAM Media Beer Drinking Habits January 
2022 9. CGA Strategy 1st Jan 2022 10. Light & Smyth, Beer & Cider Category Segmentation Consumer Survey (1051 consumers), June 2021 - Base: regular (monthly+) Mainstream and/or Premium lager drinkers (347)

11. CGA Strategy 1st Jan 2022 12. CGA Strategy 1st Jan 2022 13. CGA Strategy 1st Jan 2022 14. Light & Smyth, Beer & Cider Category Segmentation Consumer Survey (1051 consumers), June 2021 – Base: regular (monthly+) Craft beer drinkers (551)
15. Light & Smyth, Beer & Cider Category Segmentation Consumer Survey (1051 consumers), June 2021 – Base: regular (monthly+) Craft beer drinkers (551) 

Future beer sales opportunities 
The growth of lighter lager sales highlights consumers’ diverging tastes and preferences. But this is 
just one of several trends set to bolster pub sales in the coming months.

Future focus: Innovation and trusted brands 
lead the way for further beer sales growth

Many trends previously driving beer value sales are 
accelerating as consumers spend more time in outlet . 
Changes in drinkers’ tastes and habits also present new 
revenue opportunities . 

Innovation grew lager category value by £52M in three years, 
equating to 0.4% of sales6. This will grow as pubs seek to meet 
emerging customer demands with new products, particularly in 
No and Low Alcohol growing sales with brands from Heineken®, 
Birra Moretti and Budweiser 7. 46% of Gen Y & Z drinkers now 
claim to drink less alcohol8, with health and moderation rising 
on the list of consumer priorities.

Premium 
lager market 
share grew 
9 .6% to 
22 .7%1 

Premium 4%  
lager grew 
share to 
5 .7%3

Craft beer 
accounted for 
7 .8% of total 
draught 
beer sales4

No and Low continues to grow as a drinks category. 
Health (including mental health) being a motivating factor 
alongside visibility of brands like Heineken® 0.0 normalising 
the idea that alcohol-free is an acceptable choice. 
Consumers are seeing No and Low as a ‘treat’ that marks a 
switch from work to social mode on days they have chosen 
not to drink. Our research shows that No and Low is helping 
people successfully reduce their alcohol consumption and 
big brands producing alcohol-free variants gives people the 
confidence to give it a whirl.

Alcohol-free beer is performing in ways that alcoholic beer 
doesn’t - it has poached consumers from the wine category 
(where choice and availability is considered limited) and is 
more popular as an alcohol-free product than an alcoholic 
one. For many women this is the first time they have 
switched to beer and they are loving it.

There is still a long way to go for No and Low to reach 
its peak, but it is on track for big things – as swapping 
alcohol for alcohol-free for some occasions becomes more 
mainstream, demand will continue to increase. There are 
a lot of venues and retailers where the choice has yet to 
become visible. We are just at the start of what this market 
can achieve.

It’s important to remember that what people have to drink 
makes a difference to their experience. A good No and 
Low offer encourages venue loyalty. Most of all No and 
Low drinks give people the feeling of a reward and being 
included as part of a social occasion. These are highly 
valued ‘needs’ that are worth putting into a bottle.

Laura Willoughby, MBE
Co-Founder, Club Soda

Driving change with No and Low Beer

Premium 
lager value 
sales grew 
to £1 .65bn .2

Approximately 
the same value 
as Canada’s 
economy

£
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1. CGA Strategy 1st Jan 2022 2. Nielsen Scantrack FY2021

Future beer sales opportunities 
The growth of lighter-tasting lager sales highlights consumers’ diverging tastes and preferences.  
But this is just one of several trends set to bolster pub sales in the coming months.

390%£6 .6
million

311%£3 .5
million

Value growth over three years1 The value of new products since launch2

79%£17 .4
million

Heineken® 0 .0

Brewdog Punk AF

Birra Moretti Zero

£2m Guinness 
0 .0 Draught

£3m Stella Artois 
Alcohol Free

£4m Budweiser 
Zero
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