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The coronavirus pandemic wiped £13.9 billion of value from the pub market in 2020 with the market declining by -61%.  

Operations enjoyed just 11.3 weeks of ‘normal’ trading in 2020 followed by 40.7 weeks of varying restrictions and dine -in 

closures. 

TOTAL PUB MARKET DECLINES BY -60.6% IN 2020

Post Lockdown III
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PUB SPENDING IN POSITIVE GROWTH FOR FIRST TIME SINCE SEP 2020

Post Lockdown III
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Spending on pubs, bars and clubs increased by +38% in June 2021, compared with the same month in 2019.  Spending in 

June was bolstered by Euro’s competition which kicked off on 11 June.  Pubs fared better than restaurants which suffered a 

decline of  -8%. 
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36% of pub and bar visits are get-togethers with friends and family. Deals that offer convenient pricing for larger groups are 

the best way to capitalise on the most common mission. Cheaper melas for children are a great way to attract families and 

drinks offers, such as 2 for 1 and happy hours, are the most effective way to target friend groups. 

OVER A THIRD OF PUB VISITS ARE GET-TOGETHERS

Post Lockdown III
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*Average spend per visit – might include more than one drink

Source: Lumina Intelligence Eating and Drinking Out Panel - data collected between w/e 2020/11/08 and w/e 2021/07/11  

65% of drinks bought and consumed in pubs and bars are alcoholic drinks. Of this, 61% are beer, making beer a vital 

product for pubs & bars. Consumers report spending more on beer than any other alcoholic drink, due to the greater number of 

drinks bought. Over half of those who have had an occasion including beer, report ordering 3 or more beers in that occasion, 

pushing up the value of the drink.   

61% OF ALCOHOLIC DRINKS CONSUMED ARE BEER

61%
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Post Lockdown III
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GLUTEN-FREE MENUS IN PUBS BECOME MORE EXTENSIVE  

Post Lockdown III

Browns gluten-free menuBrunning & Price gluten-free menu Chef and Brewer gluten-free menu

The growing proportion of consumers following a gluten-free diet has resulted in operators expanding gluten-free 

menus to offer as many as six main courses as well as catering for children. This will increase consumer expectation for 

gluten-free menus in pubs. 
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