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FOREWORD

“After thousands of years of forming social connections around alcohol occasions, we’re 
seeing a rapid cultural shift in attitudes towards drinking, and acceptance of not drinking, 
across all age groups. This idea that you feel you have to apologise for not drinking is 
fading away and with people actively seeking ways to moderate their alcohol intake, 
making quality alcohol-free options more widely available is critical.

We’re delighted to partner with KAM on this report, as we continue to see the rise of the 
moderation generation.

The report shows that the movement has gone beyond January, it’s becoming ingrained 
in people’s lives throughout the year. With as many UK adults actively moderating during 
the summer as they do during ‘Dry January’, moderating has moved beyond a single 
month in the year, and beyond simplistic definitions of ‘drinkers’ and ‘non-drinkers’. For 
venues, the opportunity remains. With massive numbers still entering the category, we 
need to provide consumers with the best possible experience whatever the occasion. 
Creating inclusive spaces for drinking and increasing the availability of great quality 
alcohol-free options is key to the category’s growing success in the years to come. 

We hope you enjoy reading the report, and to look at the impact the Low and No 
offering has for venues and customers alike.
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The customer 
perspective
Exclusive KAM research, based on a nat rep sample 
of 550 UK adults (+18)

Research conducted in May 2023

In partnership with Lucky Saint

This is the 4th consecutive year that KAM have been 
tracking and trending the low & no consumer
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Moderation is mainstream

of UK adults 
consume 
alcohol at least 
once a week 

77% 77%
of UK adults 
say they are 
moderating their 
alcohol intake
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It’s not YES or NO

It’s YES and NO (or LOW)
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The WAYS in which we moderate

Reducing the 
days in the 
week they 
drink alcohol

34%
Drinking less 
alcohol on the 
occasions in which 
they drink

26%34%
Not drinking 
any alcohol 
at all

Mixing low & 
no drinks in 
when they are 
drinking 
alcohol

21%
Drinking smaller 
measures of 
alcohol / 
drinks with
lower ABV%

15%17%
If they drink a 
lot one day then 
they’ll drink less 
for the rest of 
the week
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WHY are we moderating?

Save 
money

Improve my 
fitness / physical 

health

Improve my 
mental health
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WHEN are we moderating?

As many UK adults 
actively moderate 
during summer as they 
do during ‘Dry January’

“

6.2m UK adults will be actively moderating their 
alcohol intake this summer.
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Low & No continues to attract 
new customers

An additional 9.7m 
people have tried 
Low & No beer 
specifically for the 
first time in the 
last 12 months.

19% 17% 16% 15% 15%
11%

Beer Spirits RTDs Wine Cider Sparkling wine

% who’ve tried for the first time in the last 12 months
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The number of alcohol free visits to pubs 
and restaurants continues to rise

More than 1-in-3 
visits to the on-
trade are now 
alcohol free

26% 25%
29% 31%

2020 2021 2022 2023

33% 34% 36% 40%

2020 2021 2022 2023

% of visits to UK pubs/bars 
which are alcohol-free

% of visits to UK restaurants 
which are alcohol-free
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1 in 4 still choose tap water
1 in 4 UK adults choose a tap water as their drink of choice if they are 
not drinking alcohol when visiting pubs, bars, and restaurants

£800m
Missed annual revenue 
opportunity for venues 
when consumers order 
tap water
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What are the barriers for 
Low & No in the On Trade?

VISIBILITY RANGE STAFF
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Drinks menus are a powerful tool

UK consumers say that if pubs, bars, or 
restaurants put more information about the 
low and non-alcoholic versions of alcoholic 
drinks on the menus, that it would 
encourage them to try them.

1 in 4
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Improving 
visibility of 
Low & No can 
attract an additional 
123m visits per year

“



Source: KAM Low+No 2023: The Customer Perspective

Improving 
the range of 
Low & No can 
attract an additional 
117m visits per year

“



UK adults say that they would 
likely order a non-alcoholic 
version of alcoholic drink instead 
of a soft drink or water, if staff in 
a pub, bar, or restaurant 
highlighted the options available

2 in 5
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Staff power to drive 
Low & No
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The risk of a poor Low & No offer

Annual loss to the sector 
if visibility, range and 
staff knowledge is not up 
to standard for Low & No

£590m
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The power of the non-drinker

of UK adults say that if they’re 
visiting a venue and one (or more) 
people in the group are not drinking 
alcohol that day, they would 
influence the choice of venue. 

46%
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Low & No by numbers

£800m

123m117m

Missed annual revenue 
opportunity for venues 
when consumers order 
tap water

Annual hospitality visits 
that can be gained if 
visibility of Low & No 
was improved

Annual hospitality visits 
that can be gained if 
range of Low & No 
was improved

£590m
Annual loss to the sector if 
visibility, range and staff 
knowledge is not up to 
standard for Low & No
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Top takeaways
• Moderation is mainstream

• It’s not yes OR no, it’s yes AND no (or low)

• Consumers are choosing to moderate on their ‘traditional drinking occasions’, and looking for an 
experience in which best fits their specific motivations

• New customers continue to enter the Low & No category, across all age groups

• Greater consumer education will unlock even more opportunity for the category, with consumers 
making informed choices

• There remains a £800m missed opportunity for the sector as 1 in 4 consumers still default to ordering 
tap water when they don’t want an alcoholic drink

• Visibility, range and staff are the three steps to improve the Low & No offer in venue. The risk of 
missing the mark with Low & No can be costly - £590m loss per annum



The full Low+No 2023 
report, is available to 

KAM “Access All Areas” 
subscribers or you can 

purchase here for £495.

https://kaminsight.com/knowledge-hub/
https://kaminsight.com/insights/low-and-no-2023/

