
BUY THIS
REPORT NOW

VISIT:
store.mintel.com

CALL:
EMEA

+44 (0) 20 7606 4533

Brazil
0800 095 9094

Americas
+1 (312) 943 5250

APAC
+61 (0) 2 8284 8100

EMAIL:
reports@mintel.com

“Immigration into the UK from countries such as Romania
and Bulgaria looks set to continue in the coming years. The

time may therefore now be right for retailers and brands
alike to roll out beers from these countries more widely in
the UK, particularly as the major beer companies such as

Heineken and SABMiller already own many of the
breweries.”

– Chris Wisson, Senior Drinks Analyst

This report looks at the following areas:

• Older consumers could be key for the craft beer segment
• Capitalising on Britain’s changing population
• Leveraging beer and food matching
• What could the removal of the beer tie mean for the industry?

Beer continues to dominate the alcoholic drinks landscape, with 67% of adults drinking beer in the six
months to September 2014. However, the category has struggled in the post-recession years as
consumers continue to cut back on alcohol in general, and a rising number of drinkers switched into
other categories such as cider.

Nevertheless, beer is now fighting back. Buoyed by favourable government intervention in the past two
Budgets, it is expected to return to volume growth in 2014. This volume growth is being driven entirely
by the off-trade as the on-trade continues to struggle largely due to its unfavourable comparison on
price. Several segments such as flavoured and lower-alcohol beers continue to post encouraging
growth, suggesting a brighter immediate future for the market.
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Figure 76: Best- and worst-case forecasts for the UK stout market, by volume, 2014-19

Figure 77: Forecast of UK volume sales of stout, 2009-19

Report Price: £1750.00 | $2834.04 | €2223.04

Beer - UK - December 2014

The above prices are correct at the time of publication, but are subject to
change due to currency fluctuations.

BUY THIS
REPORT NOW

VISIT: store.mintel.com
CALL: EMEA +44 (0) 20 7606 4533 Brazil 0800 095 9094
Americas +1 (312) 943 5250 APAC +61 (0) 2 8284 8100
EMAIL: reports@mintel.com

reports.mintel.com © 2014 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.

http://reports.mintel.com//display/store/679693/
mailto:reports@mintel.com

	Beer - UK - December 2014
	Report Price:
	The above prices are correct at the time of publication, but are subject to change due to currency fluctuations.

	Table of Contents
	Introduction
	Executive Summary
	Issues and Insights
	Trend Application
	Market Drivers
	Competitive Context
	Strengths and Weaknesses
	Who’s Innovating?
	Market Size and Forecast
	Segment Performance
	Channels to Market
	Market Share
	Companies and Products
	Brand Communication and Promotion
	Brand Research
	The Consumer – Usage of Beer
	The Consumer – Frequency of Drinking Beer
	The Consumer – Occasions for Drinking Beer
	The Consumer – Associations with Premium Beer
	The Consumer – Beer Preferences
	The Consumer – Attitudes towards Beer
	The Consumer – Target Groups
	Appendix – Market Size and Forecast



