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FOREWORD.

Pub businesses must do all they can to make sure their offer meets the ever-changing needs
of their consumers, continuously reinventing themselves to ensure they thrive and survive.
Whilst operating as leanly as possible is a must, sales growth will be essential to offset the
significant costs of doing business. 

Proudly partnering with the leading industry insight and research consultancy, KAM, we
wanted to provide an essential toolkit, based on real data from our sector to allow operators
to assess their businesses against the opportunities available to them. Consumer’s needs
have significantly evolved over recent years, starting with the pandemic and changing habits,
through to the current cost of living crisis, and we must adapt our offer accordingly.

The pub is, and always has been, a unique space in our heritage and culture, but we can’t
stand still and do what we have always done. We must continue to evolve and embrace the
change that is needed to keep us relevant and successful as the hubs of our communities.

Understanding your customer demographic is essential to success, with value for money
being key to most – this doesn’t mean cheap, it means delivering a brilliant experience that
they can’t get anywhere else. Similarly, the importance customers and staff place on
sustainability cannot be underestimated and is a powerful marketing and recruitment tool for
your pub business.

This report has been produced by researching both consumer and operator expectations and
opinions, to give you actionable information that you can apply to your business. Supported
by data from HDI, which shows where consumers are spending their money across
hospitality. We have seen some fantastic examples of true innovation from our members,
some of whom you can read more about in this report. 

We’d love to hear from you on how you have been evolving your business, where you have
succeeded and also, what didn’t work. The collaborative nature of our sector gives us the
unique opportunity to learn from each other, sharing best practice and developing our pubs
to be all they can be.

Steve Alton, BII CEO

Many operators are only just returning to pre-pandemic
levels of sales and trading for pubs has never been more
difficult. The costs of doing business have never been
higher from energy to staffing to food & drink, profit is being
squeezed from every angle. 
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The data provided in this report, unless otherwise stated, is sourced from the KAM Pub Roadmap Report
November 2023. Research methodology consisted of a survey of 500 nationally representative UK adults
(+18), who have visited a pub at least once in the last 12 months, and 187 BII Member Publicans. Research
was conducted in September 2023. 

Data provided by Hospitality Data Insights (HDI) is from their card spending data which tracks the debit &
credit card spending of 10.2 million unique customers across 180,000 uniquely identifiable hospitality
venues. In addition, product range and pricing data for Managed Pubs is included from their market pricing
database based on a sample of 4,176 like-for-like outlets comparing June 2023 ranging with June 2022.

This report cannot be reproduced or shared without prior permission from KAM. KAM Limited 2023© // All
rights reserved.
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HOSPITALITY CONSUMER
SHARE OF SPEND.

Share of consumer spend across core hospitality channels, has remained relatively flat year-on-
year, with a slight migration from casual dining and other restaurants towards fast-
food/takeaway and coffee & sandwich shops. Cost of living impacts are potentially at play here
with people changing how they’re spending their money. 

There is a ‘watch-out’ for pubs in terms of the need to keep delivering from an experience
perspective to ensure that customers don’t see a takeaway at home as a direct alternative to
eating/drinking out.

Source: HDI Panel, 12 weeks ending 9/9/23 - UK hospitality share of spend by channel and YoY change

Year-on-year
changes

-0.1%

-0.5%

-0.1%

-0.5%

+0.9%

+0.3%

Pubs must continue to deliver on experience to compete and
create a point of difference.



PUB CUSTOMER SPEND
BREAKDOWN.

Source: HDI Panel, 12 months ending August 2023 – UK Pubs & Bars Customer Spend Profile and YoY change

Post pandemic it was the younger people and men who were the quickest back into the on trade,
but the older age groups are now accounting for a bigger proportion of spend. This is an
encouraging trend as it suggests that the wider population are now starting to reengage with
pubs. The landscape is levelling out to some extent.

The pub landscape is levelling out as the wider population are
re-engaging with their locals. 

Share of spend in UK pubs and bars

Year-on-year
changes

-2.1%

-0.2%

+0.1%
+0.7% +0.7%

+0.5%

+0.2%



PUB CUSTOMER
BEHAVIOURS.

Source: KAM Pub Roadmap November 2023

Both the share of spend and visit frequency figures for this year compared to last year highlight a
levelling out of consumer behaviour and potentially an end to the chaos experienced over the last
few years for the industry. This ‘stability’ we’re seeing (i.e., no dramatic shifts in customer spend
or visit frequency) should give us confidence that the shape of the market we have now IS the
shape of the market. Therefore, it represents a point in time from where the industry can use as
the platform from which to grow.

The shape of the market has stabilised, creating a platform for
growth.

51% of UK pub goers say they visit a pub
at least once a week

64%
62%

for 18-34-year-olds

for men 

53% said they visit a pub at
least once a week in 2022



Source: KAM Pub Roadmap November 2023

CASE 
STUDY.

Any good pub manager knows their regular customers inside and out –
what time they will come, who they will sit with, what they will drink and
what’s likely to set them off. What’s harder to know, is who isn’t coming to
your pub – and why.
 
One of the benefits of being a pub manager for a forward-thinking pub
company is that you get access to marketing data that helps you identify the
demographic of your local area, unlocking clues as to why they aren’t
numbered among your regulars.
 
It’s early days – but I’m really excited by what I’ve discovered and the
changes I can make, especially around menu and drinks range, to attract
these new customers. It’s a classic case of implementing one of Fuller’s
values: Always asking what’s next?
 
Ollie Coulombeau
The Turk’s Head, Twickenham

“

Ollie Coulombeau, LOYA Finalist 2023, Sustainability
Champion from The Turk’s Head in Twickenham has
been utilising the power of customer data to provide
insights that power his business, using data to qualify
who their customers are and what is important to
them. The results were enlightening, reiterating to Ollie
and the team how important it is to never rest on your
laurels. It is essential to find out what your customers
really want, and the data has enabled them to make
some key changes to their offer.
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TOP PUB CUSTOMER
OCCASIONS.

Source: KAM Pub Roadmap November 2023

The ‘occasion’ is often the starting point for consumers when they start their path-to-purchase
journey, i.e., it’s the point at which they make that initial decision to go out rather than stay at
home. Once they decide to go out, it is the occasion, which is usually the main driver of choice of
venue, be that a pub, restaurant, coffee shop,or competitive socialising venue and so on.
Therefore, the goal for any venue is to create an association, in the mind of the consumer, with
their venue and the key occasions that are driving consumer behaviours. So when someone
thinks of meeting their friend for a catch up they think ‘pub’. 

Understanding the occasions in growth and those in decline
could be key in winning local competitive share. 

Top 10 reasons why
pub customers visit

Drinks with family/friends
Habitual meet-up with friends

Watching live sports
Lunch

Live music
Celebrations

Coffee

After work drinks
Remote working

Breakfast
Business meetings

Dinner

Occasions
in growth

Occasions
in decline



DRINKING OCCASIONS.

Source: KAM Pub Roadmap November 2023

Food occasions are being squeezed as seen in decline in share-of-spend at casual dining and
restaurants. The fact we’ve not seen share of spend taken from pubs, suggests that the ‘drinking
occasion’ remains a core footfall driver and is still a key differentiator for pubs compared to other
on trade venues. Pubs, however, must ensure that the focus is on delivering quality, value for
money, an inspiring range and an experience that customers can’t easily replicate at home when
it comes to their drink offer.

Are we seeing a return in the popularity of ‘drink-only’
occasions within our pubs?

36%    26% 
‘Drink-only’ visits to pubs have
increased significantly this year.

v

2023 2022

Dwell time is slightly down v 2022, with a net decrease of 4%, with women
(-12%) and 55+ age groups (-7%) showing the strongest decline.



DRIVERS OF PUB 
CHOICE.

Source: KAM Pub Roadmap November 2023

When reviewing every aspect of the pub, we must consider these top consumer drivers of choice.
These are the conscious decisions that customers make BEFORE they visit. Does it offer value
for money? Is the quality of food on point? How good is the atmosphere and are the staff friendly
and helpful? Delivering on these consumer needs across all touchpoints within the venue (and
beyond) are a critical part of ensuring that pubs continue to meet the evolving demands of
customers.

Top 7 reasons
which influence
the choice of pub

Accentuate the positive influences for customers through in-
pub activity and across social channels.



A GUIDE TO... 

Our research reveals that nearly a quarter of craft beer enthusiasts are drawn to brews with
a strong local connection and a compelling backstory. Brixton Brewery is deeply rooted in
South London, taking inspiration from the area's vibrant culture, landmarks, and traditions.
Our mission is to unite people through the flavours of Brixton, whether they're near or far.
We've always focused on crafting a diverse range of approachable modern classics, from
our flagship Coldharbour Lager and Reliance Pale Ale to exciting limited-edition releases,
catering to all tastes. As 20% of drinkers seek new beer experiences, our broad selection
empowers publicans to cater to various customer preferences, whether they crave a well-
loved classic or a unique brew off the beaten path.

Value for money is becoming increasingly important to people, but don’t be fooled, it’s not
about settling for less. Drinkers are embracing a ‘quality over quantity’ approach, and are on
the lookout for premium experiences when heading to the pub. This is a trade-up opportunity
for operators, as 84% of consumers are willing to dig a little deeper into their pockets and
pay more for a trusted craft beer versus a mainstream beer. 

With a growing emphasis on health and moderation, low-alcohol beers are gaining
popularity. As we head into the festive and New Year season, we recognise the importance
of moderation, especially with all the holiday celebrations. In January, we introduced our
successful 'Switch' Alcohol Free Pale Ale, delivering the delicious pale ale flavour at just
0.5% ABV. This followed the triumph of our debut alcohol-free brew last year, created in
partnership with South London author Candice Carty-Williams. Our commitment to
inclusivity led us to craft 'People Pale' when we learned Candice doesn't drink, ensuring
everyone could enjoy our brews.

For further information visit www.brixtonbrewery.com.

Source: KAM Pub Roadmap November 2023, Brixton x KAM Craft Beer research 2023

“61% of people look for their craft beer fix at the pub, preferring to purchase in this channel, so there’s a
real opportunity for publicans to drive revenue growth with a well thought out range. What’s more, with 86%
of consumers wanting to learn more about craft beers, brands with a rich and authentic narrative behind
them are really powerful to capture their imagination and exploration.”

CRAFTING THE PERFECT 
DRINKS RANGE WITH 
BRIXTON BREWERY
Jez Galaun, Brixton Brewery co-founder, offers his thoughts to
operators on crafting (excuse the pun!) the perfect drinks range,
following exclusive research in collaboration with KAM.

http://www.brixtonbrewery.com/
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PRICE 
PERCEPTIONS.

Source: KAM Pub Roadmap November 2023

There is an expectation from pub customers that prices in pubs will increase again this year.
Whilst it’s reassuring to know that customers are far more aware of the economic climate and
understand the impacts that wider social economic factors are having on the average price of a
pint, it doesn’t mean that they like it. 1-in-2 find it acceptable that pub prices have increased but
the level of acceptance is decreasing (was 80% in 2022). In other words, pub customers, will
accept price increases up to a point, but it’s the value for money balance which is critical in
ensuring that they are willing to pay the price.

Pub customers are tolerant of price increases and have
empathy with the pressures that pubs are currently facing.
However, goodwill only stretches so far and pubs must
continue to bridge the value-for-money divide. 

76% of UK pub goers believe that pub prices
have/will increase this year compared to last 

51% think that it’s acceptable for prices in pubs to
increase in 2023 compared to 2022

46% of UK pub goers have less disposable income
now compared to 12 months ago 
(22% say they have more) 

53% for 35-54-year-olds

55% for women



EXPLORING VALUE 
FOR MONEY.

Source: KAM Pub Roadmap November 2023

Quality, price, service, and atmosphere are the foundations of value for money in the eyes of pub
customers. When it comes to value for money and service and atmosphere, the key is in
delivering an experience that customers cannot easily replicate at home, going the extra mile to
make their visit a memorable one, regardless of the occasion. In terms of quality and price, it’s
about finding the sweet spot that delivers on both. When choosing any product range, it’s
important to strike the right balance between everyday familiar favourites, more premium options
and interest generators. Cheap prices will always come up high in these types of questions to
consumers, however, that doesn’t mean we should dismiss it out-of-hand. Prices must still be
reflective of the quality of the product, the quality of the serve and the added-value each venue
provides. 

Go the extra mile to make a customer’s visit a memorable one.
Make each visit count. 

What does value for money
mean to consumers in terms

of pub visits? (top 10)



Source: HDI Pricing database, June-23 – Analysis of 4,176 Managed LFL Draught Stockists and YoY Change  

Premiumisation Acceleration
World Lager is now the most stocked Draught Beer category in Managed Pubs, available in almost every
venue. With an average price per pint of £5.41, drinkers are clearly prepared to pay more for brands that
are regarded as higher quality. Craft Beers are also growing in popularity, becoming more widely available
and commanding a high average price per pint - craft keg ale is now available in 62% of managed pubs,
overtaking the availability of standard keg ale over the latest year, and achieving an average price per pint
that is 83% higher than standard keg ale brands!

Familiar Favourites Squeezed 
Whilst categories like World Lager and craft keg ale have enjoyed strong growth, there’s been a clear move
away from Familiar Favourites like Standard Lager (Carling, Foster's, Carlsberg, Tennent's), Premium Lager
(Stella Artois, Kronenbourg) and standard keg ale (John Smith’s, Worthington’s, Tetley’s). These categories
still remain sizeable in terms of both their levels of distribution and actual sales, but are increasingly under
pressure as ranges are reviewed and drinker tastes move towards more contemporary brands and
premium options.

Low & No Growth 
The fastest growing category in terms of year on year distribution change in Managed Pubs & Bars is Low
& No Alcohol. Whilst this growth is coming from a low base, it demonstrates the growing appetite for low
and no alcohol options, and with an average price per pint of £5.24, it’s clear that drinkers are prepared to
pay for credible low and no alcohol options. 

Even though “Cheap prices” is high on the list of what value for money means to consumers, analysis of
what’s selling in pubs shows a more nuanced picture. We’ve seen a significant acceleration of
premiumisation trends over the last few years, with more drinkers willing to trade up for more premium
brands such as World Lagers and Craft Beers. This is reflected in how the Draught Beer ranges are
evolving in Managed pubs… 

DRAUGHT :LAGER KEG ALE CASK ALE

Low/No

CASE 
STUDY.



Focus on quality – across all aspects of service. Food (ingredients and
presentation), quality of drink serves and ensuring high standards of beer
and cellar maintenance. Ensure quality of staff through strong training
and incentives. 

The cheapest prices are not necessarily the answer, but key promotions
and special offers can offer customers reassurance that you are
focussing on ensuring prices are competitive.

A good, better, best approach across the drinks range can ensure that
there are value for money points for every customer need. This also
creates an opportunity for upselling, by moving customers up the pricing
ladder. 

Generate an atmosphere. If you’re lucky, the customers generate the
atmosphere, but in a lot of cases they can benefit from a helping hand.
The right seating, layout and décor is important. As is lighting, music,
space. They need to be targeted to your particular audience This is also
where regular events and activities can help give atmosphere a boost and
generate a ‘buzz’ throughout all parts of the week.

Share your story with your customers. There is an understanding and an
empathy from customers towards the cost pressures impacting their
local pubs. This helps them to accept (to a degree) price increases.
However, pubs still need to deliver on the key pillars. Sharing your story of
how you are working towards certain missions/values ensures that
customers remain loyal, even during challenging times. An openness of
communication with your customers is a great way to build trust. 

Source: KAM Pub Roadmap November 2023

DELIVERING VALUE FOR
MONEY.

A GUIDE TO... 
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A HOME FROM HOME BUT
DIFFERENT.

Source: KAM Pub Roadmap November 2023

It’s clear that there is an expectation from customers for the pub to provide them with a
memorable experience. Thinking back to those four pillars of value (quality price, promotions and
service), and in particular offering them something that they can’t create at home. Pubs have the
opportunity to tap into the latest consumer trends through events, competitive socialising
experiences, guest/pop-up catering, live TV sports, etc. Combining these ‘experiential’ activities
alongside quality food and drink and exceptional customer service is a recipe for success.

Pubs are traditionally referred to as the ‘3rd space’. Social spaces
which exist outside of our homes (1st space) and workplaces (2nd
space). Yet we now need to offer more than a similar experience
to get customers to leave their homes. 

82% of UK pub goers say they are looking for
pubs to provide them with an experience
that they can’t get at home

in 202278%

77% of UK pub goers, to at least some extent,
think it’s the pubs responsibility to ensure
they have a memorable experience when they
visit 



THE OPERATOR
PERSPECTIVE.

Over the eight years of owning the little Wonston Arms Pub, in the middle
of the Hampshire countryside, we’ve seen it evolve from a traditional
wet-led pub to a destination venue.

A pub can’t just be a pub anymore, and it won’t survive serving one
segment of the market. We have found great success in providing
immersive, experiential pop-up events, that can’t be replicated at home.
We’ve got DJs,  live performers, amazing draft drink products. We’ve also
got a full in-house, PA and lighting system. This provides us with the
reputation of a pub that can suit the full experience of the events we
host.

In terms of pop-up events, you can’t do them very often but when you do
them you go big, with all elements of the experience mix covered off and
consistently delivered. It’s crucial to market what you can deliver and
deliver what your marketing describes. 

To make pop-up events work to the extent they have, it’s crucial that you
immerse every aspect of the offer into the concept. Staff dressed up in
the pub, the pub fully themed and dressed inside and out, and the drinks
offering customised, and reflective of the theme you’re trying to deliver.
Pop-up food vendors provide themed food to complement the event and,
crucially, we never have paid tickets for people to come. 

Our best marketing tool, over the years, is the reputation of when there’s
a party night at the Wonston, you want be there because it is one hell of
an event, not to be missed out on and certainly something that you
cannot have at home. That’s why folks come a long way to ensure that
they are part of our little Wonston Pub experience.

Matt Todd, Wonston Arms
BII Ambassador

“

Source: KAM Pub Roadmap November 2023



MAKE AN EVENT 
OUT OF IT.

Source: KAM Pub Roadmap November 2023

35% of pub customers attended an event in a pub in 2022. Are we seeing a decline in appetite
from customers for experiences and events or are we failing to offer enough excitement,
inspiration and added value? When we see that the percentage of UK adults who have visited a
competitive socialising venue increased from 27% to 39% last year (source: KAM Competitive
Socialising Report 2023), it seems that the demand for experiences is on the increase. Therefore,
the challenge to pubs is whether we are innovating our events enough in order to keep them
relevant to a customer who has a raft of other options as to where they spend their time and
money?

Innovate traditional pub ‘events’ and elevate the experiential
factor for pub customers. 

31% of UK pub goers say they attended a pub
event in the last 3 months, in 2023 

47%
33%

for 18-34-year-olds

for men 

35% said they attended a pub
event in 2022



THE GROWTH OF
COMPETITIVE SOCIALISING.

Source: HDI Panel, 12 months ending August 2023 – Customer Spend Profile for
Competitive Socialising venues (NQ64, Roxy Ballroom, Flight Club, Boom Battle Bar

Young affluent males were the early adopters of competitive socialising venues, however, over
the last year we have seen share of spend being taken from these customer profiles and
increases in females, older demographics and those from medium and low incomes. This
suggests a broadening of appeal for competitive socialising venues and a nod towards them
becoming a more mainstream element of hospitality. 

Pubs compete in this space for consumer spend. It may not be a case that they have to directly
compete, but there is an element of experience here that is attracting customers and pubs must
consider how they can elevate the experience they offer beyond simply just great food, drink and
service - especially considering quieter days and day parts throughout the week.

Competitive Socialising is a key growth area.  The customer
profile of these ‘activity-led’ venues is markedly different to UK
Pubs & Bars. with nearly 60% of spend coming from the 18 to
34 year old age groups, which is more than twice the level of
sales they represent for total hospitality.



LIVE TV SPORT CAN BRING
THE ATMOSPHERE 

Source: KAM Pub Roadmap November 2023

Back in 2022, 37% of pub customers had watched live TV sports in a pub setting, so we have seen
a significant increase. Furthermore, the figure in 2022 for women was 29%, and has now
increased to 34%, with potentially the Women’s Euros and World Cup having an impact on
sparking a greater interest.  Live TV sport represents a fantastic opportunity for the right pubs to
bring people together and create unforgettable sporting memories every single week. From
Premier Leagues to the Euros, Super Bowls and Cricket World Cups, there are so many memories
to be made. Get people off their sofas, out of their homes, into your pubs and bring them off their
feet.

From the Premier League to the Euros, the Super Bowl to the
Cricket World Cup, there are so many memories to be made.

43% of UK pub goers have watched live sports
on TV in a pub in the last 3 months in
2023. This was 37% in 2022

Men significantly over index compared to
women (52% of men v 34% of women)

Younger age groups also over-index (62% have
watched live sports in a pub in the last 3
months) – perhaps less likely to have tv sports
at home and also more likely to see it as an
opportunity to go out / spend time with friends



Consider how you can maximise your use of space. There is an
increasing demand from customers for ‘experiential’ venues and
competitive socialising. We’re also seeing this demand move away
from the early adopters (under 30’s), with growth in older age
groups, suggesting that the demand is becoming more universal. Is
there space in your venue that can be used to host an element of
competitive socialising?

Ensure your events remain relevant. We’ve seen that events
continue to be an important part of driving footfall and generating
an atmosphere throughout the week. However, venues should be
constantly looking at reviewing the make-up of these events to
ensure that they remain fresh and continue to be popular with
existing customer bases but also act as a driver of new customers
to your venue. 

Focus on the key elements impacting on the customer experience.
Venue quality, food/drink quality and customer service. These
elements should be constantly monitored by management to make
sure levels of standards continue to be met and to ensure that any
issues are identified (and addressed) early.

Source: KAM Pub Roadmap November 2023

DELIVERING ON THE
CUSTOMER EXPERIENCE.

A GUIDE TO... 
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71% of publicans say sustainability is
important to their pub

75% of UK pub goers say sustainability
is important to them

Source: KAM Pub Roadmap November 2023

There is strong connection between pub
goers and publicans when it comes to the
importance of sustainability.

THE IMPORTANCE OF
SUSTAINABILITY. 
It's not wrong to want to commercialise the opportunity that
doing good can bring.

Sustainability is growing in importance to pub customers and is becoming a key component in
their choice of pubs they visit. Pubs need to not only demonstrate their awareness of the impact
of their activity on the issues, but also the actions that they are taking as a business to ensure
they are reducing/offsetting these impacts. Actions AND words are both important in this
scenario. Clearly there is an ethical and environmental benefit in becoming a sustainable
business, but we will see that there are also commercial gains to be had. It's not wrong to want
to commercialise the opportunity that doing good can bring. 



THE OPERATOR
PERSPECTIVE.

Sustainability is a big influence on how we run our pub. Changes can be
made to businesses in a variety of ways. Even small ways make a
difference, one way or another.

We have 30 raised beds, 2 greenhouses, a roof top garden and a poly-
tunnel, that are all used to grow fresh produce for our menu. We make
use of the produce for specials, flavored gins, chutneys, sauces, jams,
and more. 

We use timer plugs, like many establishments, to cut off bar fridges,
microwaves and beer coolers at night. We try to cut as much waste as
possible and recycle wherever possible as well.

We have a kiln to slump wine bottles to make cooking utensil holders,
which we sell in the pub. Helping reduce our footprint. 

We have solar panels on our shed roof, our outdoor cook station, and our
house roof to help with renewable energy. This also heats the poly-
tunnels, greenhouses, our home & the kiln.

We find growing is also a way of distraction from the hustle of a busy
tourist pub, so we try to involve as many staff as possible to help their
mental well-being. We encourage young chefs to grow as well as cook.
This helps to stimulate them and keeps our staff retention high, through
adding variety to the job, above and beyond other competitors in the
area.

John Judson, The George
BII Member

“

Source: KAM Pub Roadmap November 2023



ITS GOOD TO TALK ABOUT
DOING GOOD. 
Communication throughout every touchpoint of the customer
journey is critical when delivering the sustainability message.

There is a strong disconnect between how much value
publicans place on sustainability and how well they are
doing at communicating that to their customers.

71% of publicans say
sustainability is
important to their pub

It’s one thing to be good, but don’t forget
that to be ‘seen to be doing good’ is as
important. Certainly, when it comes to
influencing the mindset of your customers.
Clear communication throughout every
touchpoint of the customer journey is
critical when delivering the sustainability
message. One key area would be the food
and drinks menu, where operators have the
opportunity to showcase their credentials.
Not only does this ensure that customers
are aware of the effort and thought that has
gone into curating said menu, but it will also
tap into the value for money hierarchy with
added quality cues and elevating items and
dishes along the premiumisation spectrum.

Source: KAM Pub Roadmap November 2023

31% of pub goers believe that pubs
are focussed on sustainability 

59% would like more info about how
sustainable the pubs they visit are

Pub goers would like to see the following
information on pub menus next to specific
dishes/items/ingredients



Know your audience: Understand the preferences of your target
audience and design your menu accordingly. For example, if your
pub caters to a younger crowd, consider sharing style dishes with
more vegetarian and vegan options, while older consumers may
prefer a traditional menu structure with more classic dishes.

Keep it simple: Avoid overwhelming your customers with too many
options. Instead, focus on a few signature dishes that your pub can
be renowned for.

Use high-quality ingredients: Buying great quality, fresh, and
seasonal means you will be able to utilise more of the ingredient
when it is at its best. This will help to create dishes that are both
delicious and more sustainable.

Be creative: Experiment with new flavours and combinations to
create your signature dishes that your team are proud to serve and
allow you to stand out from the competition.

Design an attractive menu: Use clear typography with crisp legible
lettering, laid out clearly so it is easy to read and understand.

THE PERFECT FOOD
OFFER WITH BRAKES

A GUIDE TO... 

Creating a pub menu that stands out is a great
way to attract customers and keep them coming
back. Here are some tips to help you create an
amazing pub menu:

Source: KAM Pub Roadmap November 2023

We hope these tips help you create a pub menu focused on wowing your
customers and bringing them back for more. If you need further assistance
visit brake.co.uk.



Source: KAM Pub Roadmap November 2023

CASE 
STUDY.

A great example of incorporating sustainability into your offer with a twist
that actually elevates the customer experience, is when Revolution Bars
became the first major bar business in the UK to remove the passionfruit
garnish from its Pornstar Martini. The passionfruit garnish, the majority of
which is imported from South America, is used purely as decoration, with
syrups and mixers providing the full flavour. The garnish, which is
typically discarded by the majority of drinkers, was replaced with a rice
paper topper promoting a sustainable message.

http://www.revolutionbarsgroup.com/


Increasingly, consumers, in general, are being drawn towards brands that have a voice, that stand
for something and that show a willingness to give something back, be that to the community or
to the environment. Showing empathy to social and environmental causes and, in particular,
actually making changes and taking action in your business generates a relationship between
you and the customer. This relationship will manifest itself in impacting their choice of venue,
driving loyalty and even driving an increase in spend on products/items which are deemed to be
‘giving something back’. By supporting these business and products, customers feel they are
also supporting these worthwhile causes.

Source: KAM Pub Roadmap November 2023

THE BENEFITS OF BEING A
SUSTAINABLE PUB.
Consumers are drawn towards brands that have a voice, that
stand for something and that give something back. 

36% say that how sustainable a pub is
impacts their decision to visit it

46% are more likely to return to a pub if
they discovered that they support
sustainability in their operation

46% would pay more for food and/or
drink items at a pub that are
sustainably sourced



Sustainability can drive consumer behaviour (traffic, spend, loyalty,
etc.) on top of it being purely an ethical choice. Make it part of your
business strategy going forward.

Think about every step of the process within your venues and view
each through the lens of sustainability. Where can you do the right
thing and make your pub more sustainable.

As well as your internal processes, consider the customer journey.
Again, through the lens of sustainability look at each customer
touchpoint and consider the important factors for customers –
renewable energy, waste management, carbon footprint, etc. – and
how your business can bring sustainability into your customer
journey.

Talk about it! Communicating your sustainability credentials is
critical. Being seen to be doing good is almost as important as
doing good. Don’t be afraid to shout about the work you do. We
know that customers relate to brands and operators that are
supporting these environmental causes. It’s one of the key factors
that is driving engagement and loyalty in today’s crowded
marketplace.

Maximise the potential. We can see from this research that pubs
that back a sustainable future can benefit from increased footfall,
increased spend and increased loyalty. Make the most of the
opportunity and give it the focus it deserves.

Source: KAM Pub Roadmap November 2023

BECOMING A MORE
SUSTAINABLE VENUE

A GUIDE TO... 



COMM-
UNITY &
LOCAL
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ROADMAP



Back in 2022 we heard from pub customers that 37% of them felt that pubs had grown in
importance to their local communities since the pandemic. One of the legacies from that
tumultuous period was a reconnection with our local areas. 76% of people have a pub within one
mile of where they live, but being their ‘local’ pub isn’t enough on its own, as only 63% say that
their nearest pub is the one that they visit the most. Having the support from your local
community is one thing but you can’t rely on geography alone to get them to visit your pub.

Source: KAM Pub Roadmap November 2023

THE IMPORTANCE OF
COMMUNITY.
One of the legacies from the last few years has been a
reconnection with our local areas.

94% of publicans say that it’s important
that they engage with and support
the local community

95% of UK pub goers say that pubs are
an important part of creating a
vibrant local community

There is a strong connection between the
value that both pub goers and publicans place
on the role that pubs play in their local
community



“At our pubs The Beehive and The Pig and Whistle, we
pride ourselves on being at the heart of our community.
This takes on many forms for us - of course doing various
projects for charity - from an annual Piggy Race to
decorating the pub at Christmas with over 500 Christmas
hats and selling those every year.

We also believe grass-roots sports is an integral part of
any community , we sponsor 8 clubs with various teams
including a Youth Academy , across various sports. 
Sustainability is so prevalent right now and we believe it’s
the pub’s role to make a difference.

Our customers bring in their used cooking oil rather than
disposing it themselves and we make sure it gets
recycled with ours.

People look to pubs and when they look at ours we hope
they see the beating heart of our community.

Keris and Lee De Villiers
LOYA Finalists & BII Ambassadors

Source: KAM Pub Roadmap November 2023

THE OPERATOR
PERSPECTIVE.



We’ve already shown the added value that a sustainability focus can provide for pubs. Local
products also tap into similar influences and can add real value to a pubs’ food and drinks offer.
Local food and drinks can cover a variety of the trends that we’ve already discussed.
Sustainability, yes, but also community on top of being a unique differentiator when compared to
larger chain venues and supermarkets/retail. Furthermore, for many consumers, local,
independent (and often artisanal) produce is seen as a premium product and therefore also
represent great opportunities to upgrade both the experience and the spend for and by your
customers. Local competition can become local partners. Partnerships with local suppliers can
help to create a sense of community, but it can also be a great way to bring local expertise and
attract new customers.

Source: KAM Pub Roadmap November 2023

PROMOTING LOCAL
PRODUCE.
Partnerships with local suppliers can help to create a sense of
community, bring local expertise & attract new customers.

57% of UK pub goers say
it’s important that
pubs sell ‘local’ drinks

69% of UK pub goers say
it’s important that
pubs sell ‘local’ food

41%
of publicans say
increasing food costs
is the biggest threat to
their business

17%
of publicans say
competition from other
outlets is the biggest
threat to their business 



Delivery accelerated during lockdown, but is levelling out now. However, it still represents 14% of
consumer share of spend when it comes to hospitality. It’s also a great opportunity to be an ‘all
week’ option for your local customers as well as raise awareness and trial with non and
infrequent customers. There is significant demand from pub customers for a delivery option,
which can include both cooked meals , cold platters, cook at home meals as well as drinks.
Clearly the demand from customers suggests that delivery remains a core part of their ‘eating
out’ repertoire, so should pubs be taking the threat from competition more seriously? 

Source: KAM Pub Roadmap November 2023

DELIVERING TO THE LOCAL
COMMUNITY.
There is significant demand from pub customers for a delivery
option.

11% of publicans say competition from
‘at home’ deliveries is the biggest
threat to their business over the
next 12 months

35% of UK pub goers say they would
use delivery from their local pub(s)
if it was available

There is a slight disconnect between the demand from customers for
their pubs to offer a delivery service, and the general lack of prominence
that publicans are placing on the threat posed by delivery companies. 



Local competition can become local partners. Do you have a local
brewery tap room that has opened up near you? Is there a local
restaurant that is winning their share of your evening meal spend?
Consider partnerships rather than rivalries – not only can they help
to create a sense of community, but it can bring local expertise to
your business and attract new customers through brand crossovers.

Think about local products that can become a USP. Cask ale is a
great example, that ticks a lot of boxes for what today’s drinkers are
looking for. If your staff are knowledgeable and passionate about
your local products, they will help you make it a success by
engaging your customers.  For example, think about how you can
make your cask ale range visible and a real hero part of your venue.

Connect with the community rather than just pay it lip service. A
charity bucket raising money for the local football team’s new kit is
a great initiative, however, why not consider hosting their annual
awards function in your venue, or providing a food and drink tent at
their home games. This is just one example, there are many ways in
which engaging and supporting local can help your business build
stronger connections with the community, whilst also raising your
profile and gaining new customer streams.

Consider adding a delivery arm to your business, if you don’t
currently. Our research suggests there is an established consumer
demand for these services. Plus, there is the added benefit of it also
acting as marketing for your venue(s). Building brand collateral
whilst also generating a new revenue stream.
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BECOMING MORE LOCAL
AND COMMUNITY DRIVEN

A GUIDE TO... 
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Less is more, when eating and drinking out in pubs. With cost-of-living pressures putting a
squeeze on the disposable income of many, there is an increasing demand from pub customers
to get more for their money. However, it’s more quality and not more quantity that is the key
difference. Inkeeping with highlighted trends around the elevation of ‘experience’ as a crucial
factor to getting people off their sofas and out of their home, pubs that can offer premium
products coupled with a premium service can deliver value for money for their customers whilst
also increasing their average spend per head.

Source: KAM Pub Roadmap November 2023

A PREMIUM OFFER.
For the pub customer, it’s more about quality over quantity as
a visit to the pub is becoming more experience-led.

30% of publicans actively encourage their staff to
upsell/upgrade customers into more premium
drinks/items on the food menu

79% of pub customers would rather have less drinks of
a better quality, i.e. 2 pints of quality beer for the
same price of 3 pints of beer of a poor quality

There is a strong disconnect between the desire from pub customers for
a more premium experience and the pro-activeness from publicans in
encouraging their staff to upsell. It would appear this represents a huge
missed opportunity for pubs to maximise the potential sales uplift.

82% of pub customers would rather have a smaller
portion of better-quality food than a large portion
of poorer quality



Train your team to ensure they understand the menu (food and
drink), products, ingredients, taste profiles etc. If the team are
engaged with why the premium products are worth the additional
price, they can talk openly and honestly with your customers.
Tasting sessions are a fun and engaging way to train the team. 

Don’t be afraid to upsell. Make sure your team know what side
dishes or beer wine for example go best with the dish they’ve
chosen, or the team have recommended, and why. 

Portions - as we can see in the research data, customers would
rather have better quality food, but smaller portions. You can still
make plate fill look plentiful by thinking about your tableware, and
what the dish is served in or on. Using height with the ingredients
rather than a uniform flat presentation style can also help. 

Premium drinks – by simply adding different options to your drinks
range e.g. a ‘standard’ brand gin alongside a premium brand (and
the same with mixers), you can encourage guests into that next
price bracket through utilising your staff and their training. Great
back bar merchandising, or marketing your premium offer through
table talkers, call outs on the menu or chalk boards, for example.

Tell customers about the where and why - where your ingredients,
produce and drinks are from, and why you use that supplier.
Provenance and sustainability are important to customers, and
talking about the where and why may encourage the spend on that
more premium dish/drink.

Source: KAM Pub Roadmap November 2023

DELIVERING A PREMIUM
CUSTOMER EXPERIENCE

A GUIDE TO... 
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Customisation of food and drink orders is a great way to improve the individual experience for
customers, but also a great way to drive incremental spend. For instance, in many QSR’s that utilise
touch-screen menu ordering, we have seen customer satisfaction increase, alongside average spend
per head. Digital solutions are tailor-made to meet the growing customer trend for personalisation and
customisation, from the touch screen ordering we’ve just mentioned, to Wi-Fi log-ins and order & pay at
table. All solutions which can help to build a profile of the pub customer whilst also enabling them to
customise their experience are welcome. Once you know your customer the key is to ensure you
communicate to them effectively and through the right channels, Does your pub have a comms
strategy for each of the key marketing channels?

Source: KAM Pub Roadmap November 2023

IT’S PERSONAL.
Knowing your customer is critical in curating the ideal
customer experience. 

51% of publicans believe it’s important for them to
offer the ability for food to be customised and
personalised in their venue(s)

69% of pub customers would be happy to share their
personal data with a pub if it meant they received
more tailored offers and promotions

There is a slight disconnect between the demand from
pub customers for a personalised experience and the
importance that publicans place in this area. A greater
focus from publicans should reap an immediate reward. 

70% of pub customers say they want to be able to
customise their food orders (52% for drinks) in
pubs



Personalisation makes consumers feel special. It makes them feel
heard. By ‘bespoking’ their food and drink, they get EXACTLY what
they want rather than a compromise. Personalisation is also a way
to premiumise the experience. Your customers will feel they have
got value for money if they’ve got what they wanted, with no fuss.

Only offer what you can deliver. Not every dish or drink needs to be
customisable, but those that can be need to have enough options
for it to be worthwhile. Being able to add pickle to a burger is not
what we’re looking for here - but, a choice of 3 different cheeses, 3
different sauces and your choice of salad accompaniment is.

Think outside the box. When people choose what they eat at home,
some bizarre combinations come up - you know why? Because
humans are weird and we don’t always eat the things that are
generally thought of as being served together. Think about offering
the option to choose what is served with your steak, for example -
mushrooms, tomatoes, salad, seasonal veg, or chips (or all of them!)

Making the personalisation process ‘self-serve’ could be an easy
solution for a quick win, e.g., a Bloody Mary station. With all the
additions laid out at the end of a bar, saves operators time and
allows customers to feel absolutely in charge.

Personalisation doesn’t need to be complicated, but it must be
genuine. Customisation will only give the consumer a warm, fuzzy
feeling if it actually improves their experience.

Source: KAM Pub Roadmap November 2023

PERSONALISING THE
CUSTOMER EXPERIENCE

A GUIDE TO... 
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CASE 
STUDY.

Personalisation is a fundamental tool for us in generating what
we like to call guests for life. We use our booking system to
make notes about our guests so we can recall information
when they are next dining with us. This could be from the
simple things like what they like to drink or where they like to
sit, we like to take it further noting children or pets names etc.
It’s a job that takes minutes and some notes may never be
used but when it pays off it will transform a guest’s experience
make them feel very special.
 
James Bainbridge
The Tilbury Datchworth & The White Hart Welwyn

“

Tom and James Bainbridge, LOYA Finalists 2019 &
2021, have embraced personalisation across their
two sites - The Tilbury, Datchworth, and The White
Hart, Welwyn.  Through combining data collection
with a personal attention to detail they have
created authentic connections with their
customers. Generating an experience that is
personal for their customers, whilst also being an
efficient use of time for team members.



CLOSING 
STATEMENT.

The pub landscape appears to be levelling out to some extent. When
comparing where we stand now, as an industry, compared to the last few
years, it feels that ‘now’ represents a ‘stake in the ground’ moment. The
market, as we see it, IS the market. This is the base from which we can grow.
How we do that will depend on a multitude of factors including location, type
of venue and customer mix, to name but a few. What this research does tell us,
however, is that there are some common threads running through all
successful enterprises, and many of them stem from understanding the
people that matter most - your customers.  

We’ve seen some great examples from pub operators of how they are
addressing some of the key consumer trends impacting customer behaviours,
including sustainability, premiumisation, personalisation and crafting an
exceptional food and drink offer. A consistency across all of these operators is
how they not only listen to their customers, but also expand their thinking
beyond just their current customer mix to understand what more they can do
to attract new consumers and to always remain relevant.

We hope this roadmap provides you with some useful advice in the short term
and long term, to continue to improve the offer and service that the great
British pub can provide. Delivering an experience that customers can’t easily
replicate at home - getting them off their sofas, raising their spirits and
maximising the potential of our fantastic pubs, in brilliant locations with
exceptional, and dedicated teams. 

Blake Gladman, Strategy & Insight Director
KAM

 



ABOUT

Brakes
Brakes is a food and distribution company that supplies food, drink, and other products primarily
to the catering industry in the UK. With over 20 distribution centres, Brakes is the leading
wholesale foodservice supplier in the UK. We offer a wide range of products, including fresh,
refrigerated, store cupboard and frozen food items, as well as non-food supplies. We have been a
significant player in the foodservice industry since our inception in 1958 and have grown to be the
the preferred catering and food supplier for thousands of chefs in the industry. We are a proud
part of Sysco, giving our customers confidence that we will continue to deliver on a local level with
the strength of our global partnership.

HDI
Hospitality Data Insights (HDI) are the #1 provider of card spending insight and market pricing
data to the UK hospitality sector. Our card spending data tracks the spending of 10.2 million
unique customers across over 180,000 individually identifiable hospitality venues, whilst our
market pricing data covers site-by-site, product-by-product, ranging and price data across c.15,000
venues and all major grocers. Huge volumes of data coupled with our collective hospitality
experience enables us to provide broad market-leading support to our partners, helping
businesses make better data-led decisions through unrivalled insight into their customers,
competitors, and local market dynamics.

Brixton Brewery
We started in Brixton in 2013 and we’ve been brewing in this melting-pot part of south London
ever since. Everything we do is supercharged with the buzz and electricity of our home, and its
welcoming openness to new people and ideas. Our locally-crafted beers are modern classics with
a Brixton twist - telling the story of Brixton in their names, vibrant designs and flavours. From our
ultra-refreshing Coldharbour Lager to our hoppy, juicy Atlantic American Pale Ale to our
experimental Ltd Edn series, our range of bold, modern and perfectly balanced brews offer
something for everyone to enjoy.

BII
The British Institute of Innkeeping has been running for over 40 years, and today exists
to provide its 13,000 members with key support to help their businesses thrive, take
their voices to Government to champion our incredible sector and share best practice
from across our diverse and talented membership. Helping free traders, lessees and
tenants from every area of the pub industry, be part of something bigger and join the BII.

KAM
So much more than just a research agency, KAM is the supportive voice of the UK hospitality
industry. We take pride in offering cutting-edge consultancy backed by deep insights. We thrive on
providing our clients with valuable and actionable insight solutions that drive real results and
purposeful change. If you're ready to be informed, educated, and inspired, hop on board and let's
embark on an exciting journey together. www.kaminsight.com



THE KNOWLEDGE
HUB.
Insight-led content at your fingertips

Your one-stop destination for all things
hospitality research. Get ready to dive into a
world of insight-led content, where the latest
reports, whitepapers, vlogs, blogs, infographics,
and much more are just a click away. Our team is
all over the industry landscape, regularly
uncovering the trends, challenges, and
opportunities that matter most. We'll keep you
one step ahead, so you can make smarter
decisions and navigate the industry like a boss.

Are you ready to dive into a
world of invaluable hospitality 
intelligence? 

Welcome to the Knowledge Hub.

Scan the QR code to find out
more about how the KAM

Knowledge Hub can help your
business. 

Here's to making your job easier!
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