


Britain has one of 

the lowest 

percentage of 

female beer 

drinkers in the 

world.

We wanted to find 

out…

Why?
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Beer has gone 

through a great 

journey over the 

past decade in 

the UK

Have women 

been on this 

same journey?



The last major 

study into the 

drinking habits 

of UK women 

and their 

relationship 

with beer was 

conducted in 

2009



12 quantitative questions

2026 respondents

Male vs female attitudes



What’s the overall picture?



In a rapidly changing beer 

landscape, women’s 

attitudes towards choosing 

beer as their favourite drink 

does not appear to have 

changed in the last nine 

years. 

Is it the case that no-one has 

addressed their needs and 

likes? Or are there too many 

barriers in the way?



Bittersweet 2009 versus Dea Latis 2017



17% of women in 

GB are regular 

beer drinkers 
(53% of men)

Compare this to 

females in

The US: 26%

Italy: 60%



What do women like – and dislike –

about beer?



Taste is the great 

divide

Of the women who 

drink beer 56% do 

so because they 

like the taste

Of the women who 

never drink beer 

83% say so 

because they don’t 

like the taste



For female beer drinkers, TASTE 

is what they enjoy most about 

beer, beating price, refreshment, 

and the sociability aspect

The 35 – 44 year old age group cite 

this as the most ‘likeable’ factor

Massive opportunity for volume 

growth if these consumers are 

targeted appropriately 



What influences women to try beer?



Family 25%

Friends 33%
Is it time we re-looked at 

the way beer is advertised?



What are the barriers to women 

drinking beer?



The top five barriers to 

women choosing beer

• Male orientated advertising

• Being judged by others

• Volume of liquid

• Calorific content

• Health implications

Attitudes and opinions have 

changed very little since 2009



Brewers and brand owners
Don’t just acknowledge the challenges facing 

female consumers: 

• Confront and address them with 

confidence

• Identify and grasp the commercial 

opportunity that is the female market

• Pioneer change and create positive 

groundbreaking initiatives

• Discredit and prohibit any form of 

sexism surrounding beer 

The Beer 

Industry 

‘Bubble’



Beer Drinking Women’s Manifesto



Post-publication reaction

Published on 8th May 2018

Featured in:

• Morning Advertiser online and in daily news bulletin

• In a Pub online

• Pub & Bar online

• BBPA Daily Digest

• British Guild of Beer Writers eNews

• BeerToday.com

• Cask Matters

• CAMRA’s website news



Twitter



Daily Telegraph

• Online and 
in print, 
Saturday 
12th May 
2018

• Circulation: 
382,204 

• Equivalent 
advertising 
value: 
£5,654
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