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Women drink beer. 

Women are engaged with the UK beer scene; 
brewing, selling, serving, drinking and enjoying 
beer. They are proud to be interested in, and 
associated with one of the most diverse, exciting 
and inclusive sectors in the world. 

But perhaps this opening statement should be 
prefaced with the word, ‘some’ because sadly, this is 
not the case for a large proportion of adult women 
in the UK who feel uninterested, disenfranchised and 
even repulsed by beer. 

In The Gender Pint Gap, published in 2018, we 
reported the results of a quantitative survey 
conducted by YouGov that looked at the facts around 
who drinks beer and when; what they enjoy about it; 
and what puts them off.

However, it didn’t reveal the full picture and there 
were some conflicting results. Why, in these days of 
gender neutrality should one drink category be the 
last bastion of male preserve?

This report explores in more detail the opinions and 
attitudes of these women: what are their perceptions 
of beer - the product, the service, the drinkers, and 
the world it inhabits? And some lessons can we learn.

With grateful thanks to the Worshipful Company of Brewers 
who awarded Dea Latis a grant from the Brewer’s Research 
and Education Fund to complete this report.

INTRODUCTION
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“This report is important for the health and growth of the beer industry 
in the UK. Many factors, long suspected in the complicated relationship 
between women and beer, specifically in the UK, have been confirmed 
with this thorough research.  There is a huge amount of work for the 
beer industry to do to overcome outdated stereotypes facilitated by 
decades of damaging advertising.”

Jaega Wise, 
Head Brewer at Wild Card Brewery

INTRODUCTION
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EXECUTIVE SUMMARY
After a ten-year gap in any kind of research into 
women and beer, Dea Latis produced a report in 
2018 called The Gender Pint Gap.

Intrigued by some of the results, this follow-up 
report delves deeper into the barriers identified 
that deter women from drinking beer and asks 
whether it’s time for brewers and retailers 
to think again about this sizeable market 
opportunity and for women to consider to 
consider beer as an informed choice.

The challenges:

Women feel the image of beer and its advertising was 
often associated with beer-swilling men in pubs. 

Women describe the typical female beer drinker as a 
woman who doesn’t care too much about what other 
people think of her and/or a woman who doesn’t care 
too much about what she thinks of herself. 

The bloat factor associated with beer drinking is a major 
consideration and feeling tight across the belly and 
burping is hardly the way most women wanted to feel 
when they were drinking, especially on a night out. 

The price of beer works against women’s favour too: 
in round-buying situations, it is often the beer drinker 
whose drink is cheapest, and lasts longest, the beer 
drinker feels resentful when others are finishing their 
drinks first.

Elegant glassware is definitely a deal breaker with 
women claiming that they would like their beer served 
in their favoured glass. 

Women don’t want to go to the dark side: brown and 
bitter beer has negative connotations where pint 
pots dominate and beer is swilled in large quantities 
regardless of quality. 

The opportunities:

Women want to address the image of beer head-on – 
they want more elegance and demand more style. But 
they don’t want ladies-only beer.

Women want to move beyond volume and focus more 
on beautiful glassware and lighter, more golden beers 
than brown ones. They love how the gin category 
spans gender, age and social class – it’s all about 
presentation and image.

They want tastings as standard, possibly drinks or 
packages of beer that are smaller than a half pint, 
but with more interest and more flavours. Think beer 
tapas or flights of beer - the chance to try, but not 
commit to, a whole pint or half pint.

Matching types of food with beer is an attractive 
proposition for women but they need to be encouraged 
to taste and sample and to be inspired and enticed. 

EXECUTIVE SUMMARY
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Emma Inch 
Beer writer, audio creative and the current British Beer 
Writer of the Year

“It’s great to see Dea Latis revisiting some of the issues they touched 
upon in their 2018 report. Using robust research methods, they’ve 
managed to dig a little deeper into what women want – and importantly 
what they don’t want – from the beer world. Women are not all the 
same and the report acknowledges this, but what unites many is the 
wish to see the beer scene consign marketing that belittles, stereotypes 
or ignores women to the dustbin where it belongs. 

Engaging with more women is not a bland target to be achieved but an 
exciting opportunity to be embraced and, if the beer scene is to grow 
and develop, we need to listen more closely to the voices of women like 
those featured in this report.”

EXECUTIVE SUMMARY
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The UK beer market has undergone a seismic 
shift over the past decade in terms of the choice 
of beers, how and where it is sold and how it is 
discussed in the media and online.

With the rise in the number of female brewers, 
hop growers, maltsters, sales managers, 
marketeers and beer writers, the beer industry 
could have been forgiven for thinking that 
women were engaging much more with the idea 
of drinking beer.

Prior to The Gender Pint Gap report being published 
in 2018, the last major study into the drinking habits 
of UK women and their relationships with beer was 
in 2009 by the Bittersweet Partnership. There was 
a clear need to research and review whether female 
attitudes towards beer had changed. 

Dea Latis was awarded a grant from the Brewing 
Research and Education Fund to conduct a review 
of female attitudes and women’s relationships with 
beer through a national survey of men and women 
conducted by YouGov. 

The results in The Gender Pint Gap report - a 
downloadable copy can be obtained on the Dea 
Latis website - exposed some interesting data and 
responses. What stood out most was that female 
attitudes towards beer have not changed much since 
2009:

•  Only 17% of women drink beer at least once a 
week (compared to 53% of men)

• Male oriented advertising is the main barrier to 
over a quarter (27%) of women drinking beer – 
rising even higher for the 18-24 year-old female 
group to almost half (48%) 

• A fifth of women (20%) find the thought of 
calories in beer and putting on weight to be the 
biggest reason for not drinking beer

• 17% of women feel that ‘being judged by others’ is 
the third biggest barrier to drinking beer

• Taste is the great divide: Of the women who 
drink beer 56% do so because they like the taste; 
conversely, of the women who never drink beer 
83% do so because they don’t like the taste

The report revealed that the female drinker had not kept 
pace with the rapidly changing beer scene and that beer 
producers and retailers were not addressing their female 
audience adequately. Overtly masculine advertising 
and promotion of beer has been largely absent from 
media channels for a number of years but there is a 
lot of history to unravel. Women still perceive beer 
branding is targeted at, and associated with men. 

The Gender Pint Gap report highlighted the many 
beliefs and misconceptions women have about beer, 
such as high calorific content, its ‘blokey image’ and 
pre-conceptions about taste. 

RESEARCH BACKGROUND 
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Questioning the results
Some of the statistics from the 2018 report didn’t 
quite add up:

• Why is taste the great divide between the sexes? 
Is this tempered by inherent beliefs and opinions, 
or is it reality? Have non-beer drinking women 
had a poor experience and their conclusion is that 
all beer is the same? For any consumer, regardless 
of gender, if their first experience of a product is 
poor, it is difficult to get them to reconsider that 
product again. Have they had the opportunity to 
experience a diverse range of flavours, styles and 
colours, and been encouraged to form opinions 

– without judgement or ridicule? What would 
persuade them to engage with the beer category 
and what does this look like? What is the reality 
versus the perception?

• Why do women feel that ‘being judged by 
others’ is a reason for not drinking beer? What 
has caused this? Do they feel like this about any 
other product or category? How do brewers and 
consumers think this could be addressed? 

• If the marketing and advertising of beer is such a 
big barrier (48% in the 18-24 year-old age group) 
what do women think could be done to overcome 
this? Instead of focusing on the negative aspects 

of historical marketing methods, can women 
identify examples of positive marketing in the 
present day? Who, or what is resonating with 
them and influencing them to engage with beer? 
Could brand owners influence cultural media with 
more positive images of women drinking beer? 
Can brewers produce credible examples of where 
they have used marketing and advertising to 
successfully promote beer as a gender-neutral 
drink? 

Would a ‘deeper dive’ into the psychology of female 
relationships and attitudes towards beer reveal a bit 
more?

RESEARCH BACKGROUND 
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RESEARCH METHODOLOGY
In 2018 Dea Latis was awarded a second grant 
by The Worshipful Company of Brewers from 
their Brewers’ Research and Education Fund 
to further explore women’s attitudes and 
behaviours around beer. 

Dea Latis commissioned Park Lane Research to 
conduct this second piece of work, based on their 
broad experience of research generally, and on their 
experience in drinks research specifically.   

Park Lane Research

Park Lane Research was founded in 1994 and specialises 
in qualitative market research, particularly in food and 
drink.

Park Lane Research published The Drinks Forecast and 
since then they have conducted numerous studies 
on drinking in general and on beer in particular. They 
have worked for many of the regional brewers, as well 
as for all the major retailers including Aldi and Tesco. 
Their strengths are in digging deeper and interpreting 
further. They say: “We refuse to sit on the fence, and 
produce actionable results that can be used to further 
campaign and company objectives.”

In terms of recruitment, Park Lane Research use local 
recruiters who specialise in finding the ‘right people’ 
for the right project. A recruitment questionnaire 

is devised, which includes attitudinal questions, as 
well as questions on background. This helps to track 
down those most relevant to the survey in hand. The 
recruiters are fully briefed on each individual project 
and provide Park Lane Research with the types of 
people they need.

Methodology

Research Approach

An attempt to dig deeper meant that a qualitative 
approach was chosen for the research. It involved 
facilitating a two hour ‘beer event’ in Sutton Coldfield, 
along with eight paired in-depth interviews held in 
Manchester and Watford.

During the beer event, participants were given an 
opportunity to try several beers and were also asked 
to come up with their own ideas around encouraging 
more women to drink more beer.

The follow-up paired in-depth interviews gave us 
a chance to probe further on some issues which 
emerged in the beer event, as well as finding out 
more about the real reasons women choose beer less 
frequently than they might.

The Sample

The sample for the beer event was deliberately split 
by age, social grade, life-stage and beer usership, 
this to partly reflect the sample from the first report 
undertaken:

16 women were, therefore, recruited according to the 
following criteria:

• Age - 4 x 18-29; 4 x 30-44; 4 x 45-54 and 4 x 55+ 

• Social Grade – BC1C2 

• Life-stage – singles, couples, marrieds, with and 
without children at home

• Beer usership:

 - 4 x women who drink beer once a week or more

 - 4 x women who drink beer once a month or more

 - 4 x women who drink beer 1-4 times a year

 - 4 x women who hardly ever drink beer 

The paired in-depth interviews mirrored the sample of 
the sixteen invited to the beer event however, eight 
pairs of participants were recruited and researchers 
were able to go into more detail around their wants 
and needs from the beer market.

Whilst the beer event lasted a couple of hours, each 
paired in-depth interview was around 45 minutes 
to an hour and this gave a fairly robust sample for a 
qualitative piece of work like this.

As is always the case, it would have been helpful to 
do more fieldwork and include more locations, but we 
worked to a tight budget and made the most of the 
resources that we had.

More than 30 women interviewed in depth has, 
therefore, provided us with a rich pool of information 
on which this report is based.

RESEARCH METHODOLOGY
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Male orientated advertising 
and branding
27% of women stated that a major barrier for 
them drinking beer is that most beer advertising is 
perceived to be male orientated. This figure rose to 
48% amongst 18 to 24-year old women.

When we asked our sample of women to think of a 
beer drinker, perhaps not surprisingly the image was 
far more likely to be male than female.

Many of the women felt that the image of beer was 
not the most enticing, and was often associated with 
beer-swilling men in pubs. Branding was closely linked 
with particular reference being given to the imagery 

on pump clips. References to ‘blondes’ or pictures 
which were felt to be somewhat male gender biased 
were felt to be more the norm than the exception.

Advertising was cited as a key factor when women 
talked of beer as perhaps not being for them. 
Advertising was, they felt, dominated by blokes, 
mainly blokes in bars. Some gave the example of the 
2018 World Cup as a time when many women did drink 
beer but few were shown in advertising campaigns for 
the mainstream lager brands.

They want to see beer advertising which includes, 
rather than excludes, where advertising does not 
revolve around just men drinking beer. They are wary 
of ‘tokenism’ in advertising but they do want to see 

positive images of women drinking, and enjoying beer 
in their world.

As one participant stated:

“Show me some women I admire who 
drink beer because, come to think of it, 
I can’t think of any.” 

Emily Clarke, 
Edinburgh Beer 
Factory

“We consciously avoid supporting 
sporting events and organisations, 
as we feel the link between beer and 
sport has been made and generally 
reinforces the laddish reputation 
associated with beer.” 

BARRIER BUSTING

Here’s a reminder of the top five barriers to women drinking 
beer from the 2018 report…

…and here’s what our sample group revealed:
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Being judged by others

This particular barrier to women drinking beer was a 
puzzle: In these enlightened times, why does it matter 
if people judge you by what you drink? 

In the sample group, this was perhaps the most 
emotive topic and what emerged was worrying. Many 
felt that other women were more judgmental than 
men.

The sample of women we interviewed for this year’s 
report reinforced some of the perceptions that 
women have about beer-drinking women.

17% of women don’t choose 
beer in case they are judged 

by others for doing so.

“I’m not saying women can’t drink beer 
but there is a stigma. It’s a man’s drink.”

“I wouldn’t think it was the healthy 
women drinking beer, that’s the trouble 
isn’t it?”

“I just can’t stand seeing women with a 
pint glass in their hand.”

If women have entered such a world where men 
drink pints of the stuff - which initially doesn’t taste 
that nice, makes them think they’ll get a beer belly 
and doesn’t feel particularly feminine – should we be 
surprised if they tend to steer away from this thing we 
call beer?

So far as many can see and so far as many of 
these women describe, drinking beer is more of an 
alternative for a woman than it is an obvious and 
informed choice.

“I’d feel really awkward standing in a 
pub with a pint of beer, people would be 
saying ‘look at her’.”

When they talk of typical female beer drinkers, 
therefore, they talked about two extremes: a woman 
who doesn’t care too much about what other people 
think of her and/or a woman who doesn’t care too 
much about what she thinks of herself.

• At the more confident end, there are the sporty 
types, playing hard, opinionated, well informed, 
adventurous, curious and self assured about 
drinking beer.

• At the ‘less bothered’ end, there are those who 
have almost let themselves go, beer is their 
default drink rather than an informed choice and 
they don’t care about how they look.

BARRIER BUSTING
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How we judge!

The result for many women, then, is that they grow 
up with a perception of drinking beer as either being 
just for men or only for bold, confident women kicking 
against society and willing to buck trends.

New-to-beer-drinking men are given the opportunity 
to learn to like the taste of beer and become, 
stereotypically, ‘one of the lads’. The same is not true 
for women - the likelihood is that they will choose 
to dismiss beer on first glance or taste, defaulting to 
the stereotype that ‘women don’t drink beer’. The 
exception perhaps is for women who have had role 
models (family or friends) who drink beer and are 
given time and occasions to ‘learn’ about beer.

Whilst some said they didn’t care how they were 
judged, others implied that female beer drinking did 
portray a certain image of a woman.

“There’s a stigma, so it’s not women 
who look really elegant.”

“If you’re looking your best, you’ll 
have a gin and tonic or a martini. 
Not a pint.”

“Someone I know told me 
‘you’re far too ladylike to have 
a pint’.”

Whilst younger women tended to dismiss 
this factor, the older women implied that 
judgement was important when deciding whether to 
choose beer as a drink or not.

Jo Wyke, 
Marston’s Beer 
Company

“We don’t specifically target male 
or female audiences. We don’t really 
distinguish between male/female 
instead our strategy is to target 
behaviours and ‘states of minds’ that 
are relevant to both sexes.” 

BARRIER BUSTING
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Calorie content
In the 2018 survey, 20% of women responded that 
high calorie content was a barrier, and 17% cited the 
volume of liquid was too much.

This was a confusing aspect for our sample of women. 
There was a presumption that beer is high in calories, 
but they did not know this for a fact, or recall why 
they had this belief.

It was the link between calories and volume however, 
that has an impact on potential drink choice. Beer was 
inextricably linked with volume – and more volume 
inevitably meant more calories. Volume also related to 
weight gain – the dreaded beer belly – which again 
suggested too many calories being consumed.

During the research, it became evident how these two 
factors were intertwined. Whilst the Gender Pint Gap 
report suggested a potential fear of the ‘beer belly’ 
amongst women, what emerged here was a fear of 
the bloat, as well as the belly. 

Bloat was a word which cropped up frequently.

“I drink what I want but it can be very 
bloating.”

Talk of bloating after just a few sips of beer was 
prevalent amongst the women in our sample, and 
in turn, they misguidedly associated this with high 
calorific content. The bloat factor was a major 
consideration when they were deciding whether or 
not to drink beer.

This was also interlinked with image. Feeling tight 
across the tummy was hardly the way most women 
wanted to feel when they were drinking, especially 
if they were on a night out. They coupled this with 

the burping potential (not a nice image to carry in 
their head). Belly growth, bloat potential and burping 
suggested ‘bloke’ to the majority. 

“They need to say it won’t all make 
you feel bloated.”

“The gassiness of beer puts me off.”

Bloat or ‘gassiness’ was not even cited as one of the 
potential barriers, yet the ‘fizz factor’ has a lot to 
answer for when it comes to women not choosing 
beer.

It also emerged that women have a sense that 
somehow men are less affected by the bloat factor 
than women are.

“How do men drink beer all night, it’s so 
bloating?”

It was interesting how some of the women defined 
‘gassiness’ or ‘fizziness’. They used the words frothy 
and foamy to describe the gas in beer. This is how 
they justified the fizz in, for example, a glass or 
Prosecco or a carbonated mixer. They were happy to 

drink these types of drinks because as one woman 
eloquently stated:

“You’re more likely to have to burp or 
belch with beer than you are to make 
a slight hiccup, like you might with a 
Prosecco.”

In these image conscious times, perhaps it is not 
surprising that many would choose to at least limit 
their beer consumption on the back of the calorie and 
volume combination.

Health implications
The alcohol content of beer wasn’t a particularly 
important factor and few claimed this was something 
they would consider as a barrier to them drinking beer.

Similar to alcohol content, women said that whilst 
negative health implications may influence their 
drinking generally, it wouldn’t necessarily mean they 
would choose something over beer. They did not 
consider beer any more or less healthy than other 
alcoholic drinks categories.

BARRIER BUSTING
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Opinions on other barriers
Lack of knowledge (3%)

Lack of knowledge, and perhaps more importantly, 
lack of experience amongst many of these women 
was one of the challenges women cited in the 2018 
report.

It was interesting however that few felt lack of 
knowledge of beer acted as a hindrance when it came 
to their drinking of beer.

Most felt they could find out about beer if they 
wanted to, it’s just that they had plenty of other 
choices when it came to drinks, alcoholic or otherwise. 
Knowing more didn’t necessarily mean they would 
drink more.

Price (3%)

The price of beer was something many dismissed 
as not being particularly important when choosing 
whether or not to drink beer. 

If anything, the price of beer could go in its favour, 
rather than against it, especially when many would 
compare it to the price of cocktails and spirits.

The company I keep (2%)

This did have an influence on beer consumption for 
many, and this could go for even the more strong-
minded members of our sample. 

Whilst these people would remind us that they knew 
their own mind and would do what they like, there was 
still an acknowledgement that in certain situations, 
beer would fit less well. 

This was particularly the case when going out with a 
group of women, all of who may choose to drink the 
same, rather than choose individually. In round-buying 
situations, it is often the beer drinker whose drink 
is cheapest, and lasts longest, who feels resentful 
when others are finishing their drinks first, and being 
expected to pay far higher than the unit price of their 
own drink for everyone else’s.

Glass type (9%)

The type of glass beer is served in played an 
important role, with many claiming that they would 
often ask for their favoured glass for beer. Many 
stated that how beer is served played a major role in 
their decision making. Elegant glassware was definitely 
a deal breaker.

Thimara 
Parker-Smith, 
General Manager 
of The Cherry 
Tree in Horbury

“Women look for approval from their 
partner. If I give a woman a taster of 
beer, they taste it first, then pass it to 
their (male) partner for their opinion. 
It’s like they are looking for approval, or 
validation. I see this a lot.” 

BARRIER BUSTING
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A MATTER OF TASTE?
Of the beer-drinking women we interviewed for the 2018 report, 56% said they liked beer primarily because of the taste. Of the non-beer-drinking 
women, 83% said they didn’t drink beer because of the taste!

What, if any of the following, do you like 
about beer? (to all GB adults that drink beer)

I don’t like
the taste

It contains too 
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The people I 
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don’t drink beer
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who drink it
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never like beer
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Why don’t women choose beer? 
We asked the women who never drink beer whether there was a particular 
reason:

A MATTER OF TASTE?
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With such contradictory results in The Gender 
Pint Gap report we knew this was an area we 
needed to explore much further. 

We suspected from earlier research that women were 
confusing the word beer with ale or bitter – and if 
this was the only style of beer they had tried, the 
experience had put them off trying any other beer 
styles.

In our sample group whilst some didn’t drink much 
beer because of the taste, most of the participants 
could name at least one beer (usually by brand rather 
than style) where the taste was acceptable to them 

personally. Whether they fancied one with Tequila 
added such as Desperados, or one in which you poked 
a chunk of lemon or lime like Sol, they knew they 
could usually find something to their taste. 

“Erdinger’s my favourite, fabulous. It’s 
ale, I think?”

“There’s that Delirium, it’s 8.6%. It’s 
fruity but not sickly.”

There was also a reasonably high level of 
acknowledgement and recognition that these days 
there are many different beers to choose from. 

“There are these microbreweries now 
aren’t there? Artisan beers, speciality 
beers where they have a great long list of 
beers.”

“I’ve started drinking more craft beers. 
I’m drinking a lot more of that recently.”

If there is a beer out there for everyone, and women 
have started to recognise this, why is it that they are 
still citing ‘taste’ as a reason why they don’t like, or 
drink beer?

A MATTER OF TASTE?
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We’re not bitter

Previous studies* have shown that women are more 
sensitive to bitter flavours than men, and women 
(particularly in the UK) commonly perceive bitterness 
as a negative flavour element. However, to our 
surprise, none of our sample mentioned bitterness 
when we talked about taste.

Fifty shades of brown

When we probed sensory evaluation of beer further 
with colour and appearance, an array of colours was 
associated with flavour in their own minds. It started 
at one end with a pale shade of yellow, and ended at 
the other with dark shades, usually of brown.

Our women sample rejected and therefore 
disassociated themselves with the darker side of 
the colour spectrum for beer. Here’s where negative 
associations began to creep in - it’s a ‘brown’ 
environment, where lights are dimmed and tables 
are dimpled brass. It’s an old world where pint pots 
dominate and beer is swilled in large quantities over 
quality. 

Women are going to take some convincing this is a 
world they want to inhabit.

At the other end of the colour spectrum - the pale 
ales, the straw-coloured lagers, the light wheat beers 
– a much more appealing and inviting world was 
described.

* Influences of weight, age, gender, genetics, diseases, and ethnicity on bitterness 
perception: a narrative review of current methodological aspects. Nutrire Dec 2018.

“I think of holidays and a little beer on 
the balcony.”

“It’s more in the summer, when I’m at the 
mobile home, sitting outside in the sun.”

“If it’s hot outside, a nice lager can be 
really cold and refreshing.”

“It’s when I’m thirsty and when I want a 
long drink.”

Recreating this ‘experience economy’ is vital to 
enticing more women to choose beer as a drink of 
choice and perhaps one which brand owners can tap 
into via advertising campaigns.

To summarise this section on taste:

It turned out that whilst many women used the word 
‘taste’ as a stock answer as to why they didn’t drink 
beer, many were also willing to acknowledge that 
some of them hadn’t tried that many different beers 
in order to categorically say they didn’t like its taste.

Sure enough when the women at the ‘Beer Event’ 
were encouraged to try different styles of beer 
and we suggested trying beer with food, there 
was a ‘lightbulb’ moment and their faces lit up. We 
recommended different cheese styles with lager, 
strong ales and porters; seafood with wheat beer, 
fruit beers with chocolate. We could see their minds 
beginning to open to a world of beer possibilities! 
Virtually everyone found a beer style they liked and 
the taste argument began to dissolve.

Sarah Harding, 
North Bar Group

Amy Vickers, 
Titanic Brewery

“We serve all of our beers in thirds, 
halves, schooners and pints and offer 
tasters of all of our beers on tap to 
encourage guests to try new things.” 

“We have noticed that women seem 
to be more open to darker beers if 
they are flavoured, some find that the 
flavoured elements helps to make the 
beer taste almost lighter, or perhaps 
masks the depth of them.” 

A MATTER OF TASTE?
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UNPACKING SOME BAGGAGE
Among the answers to the question, ‘why don’t 
women choose beer?’ we were interested to 
explore why some responded with: I think beer 
gives off a poor image of the people who drink 
it.

We felt this was closely intertwined with the 
“being judged by others” barrier to drinking 
beer.

During the workshops and in the paired in-depth 
interviews we were able to ask participants to make 
up a collage of who they saw as a typical woman beer 
drinker and the results were not always that flattering.

What emerged were pictures of ‘down to earth’ 
women, some of whom had ‘let themselves go’. We 
did have some more sporty-looking images portrayed 
but these were often linked with pictures of women 
who ‘drink too much’.

The images chosen were not exactly the most 
attractive and style was felt to be considerably lacking 

when it came to choosing pictures of women who 
drink beer.

Not only were the women chosen to represent beer 
drinkers of an older demographic, they were also 
often chosen to be in lower social grades – ‘slightly 
rough’, as one revealed, ‘more everyday’ said perhaps 
a kinder participant.

When we asked participants to describe who they 
were choosing as a typical female beer drinker and 
why, the comments were extremely revealing:

“We’re thinking weight and beer belly, 
aren’t we?”

“It’s a bit older (women) isn’t it?”

“People who are more wholesome, a little 
bit on the weighty side.”

“We didn’t choose the girls who look 
quite healthy and young.”

 “These look rough; that one’s really 
rough; these look more sophisticated and 
they’re the ones we’ve not chosen.”

On the positive side, beer-drinking women were 
perceived as fun:

“It’s happy and wholesome people, 
people content with themselves, 
enjoying themselves.”

“She looks good fun, it’s women who are 
not so uptight.” 

“Young women athlete types, having a 
lager afterwards for thirst, with team 
members.”

“Smiley faces we went for, like 
characters, enjoying themselves.”

“It’s people who don’t take themselves 
too seriously.”

Participants continued to flip-flop between these 
images, often providing slightly back-handed ways 
of describing their typical woman who drank beer:

“She’d like a beer after she’s been 
for a walk.”

“She’s keen on the pop, look at her!”

“Posher ladies wouldn’t be seen dead 
with a pint.”

“It’s everyday women, normal people.”

“It’s a relaxed drink, you’re not wearing 
your party frock.”

“People who don’t care as much, you 
loosen up with a beer.”

It’s tempting to say that we were left with a glass 
half-empty and glass half-full scenario.

Fun and relaxation and not taking oneself too seriously 
were met with not that sporty, probably with a weight 
issue and not that worried about their appearance - 
oh, and probably a bit downmarket…

UNPACKING SOME BAGGAGE
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Age and class 

We have already talked about how the beer market 
appears to lack sparkle – well it also appears to lack 
a degree of elegance too. Our participants positioned 
beer as being more down at heel than high end; more 
dowdy than tantalising.

And yes, there might be some younger sportier types 
who turn to beer and possibly cider but most younger 
people are trend-conscious, fashion-conscious, 

image-conscious – and beer tends not to feature on 
their list for ‘must drink’.

Strong associations with beer-slugging men does not 
help here, and neither does an image of older men in 
pubs drinking bitter and mild.

“Give me some reasons to improve my 
knowledge of beer because otherwise I 
won’t even consider it”, they said.

Natalya Watson, 
Duvel Moortgat

“For most Belgian beers, and Duvel 
brands in particular, glassware, 
presentation, and serve are key 
aspects of any beer drinking 
experience, which help to elevate 
beer and, hopefully, move it away 
from the image of ‘beer-swilling 
men in pubs’. In Belgium, glassware 
is about highlighting and defining the 
brand, not about tying it to any one 
gender.” 

UNPACKING SOME BAGGAGE
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WHAT DO WOMEN WANT? 
In the workshops, once we’d given participants 
some different beers to try, they were let loose 
on trying to create advertising which might 
encourage more women to drink more beer.

Beer positive

When we turned the tables on participants and asked 
them to tell us how to shift attitudes around women 
and beer, the response was overwhelmingly positive. 
One summed up the mood from our beer tasting: 

“Whether you’re blonde or dark, there’s 
something there for you.”

Others pointed to how beer needed to be set more 
into different contexts:

“It’s about variety, about celebrations, 
occasions, toasts, foods, presentation - 
the whole lot!”

The beer and food element definitely got people 
excited:

“A beer for every occasion? At the 
moment you think of beer and a kebab.”

“Different flavours and ingredients 
complementing food, it’s made me go, 
‘really?!’”

“You give it more of a feminine touch by 
linking it with food, so it’s not lager and 
kebab, it’s premium beer with premium 
food.”

Many saw the need to bring the beer market up 
to date and to reach out to a new breed of beer 
drinker: 

“You need to make it current, not 
completely for women because some 
men drink cocktails as well.”

“The perception is it’s for the older 
generation, it should be one of the first 
things you think of when you go out.”

Several felt that smaller servings and attention to 
detail would definitely help:

“There’s too much to drink in the big 
bottles, it goes flat.”

“Make it more delicate, more lady-like.”

“We want it more dainty, ‘prettified’, 
bring an elegance to it.”

Gail Bunn, 
Brewhouse & 
Kitchen

“We offer tastings on all of our beers, 
along with flights of three third-of-
a-pint glasses of our whole range 
for exactly the reasons you have 
specified; not having to commit to 
a whole pint, to enjoy the variety of 
beers with their incredibly different 
flavours without having too much 
volume.” 

WHAT DO WOMEN WANT?
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Linking taste with beer, as opposed to focussing 
on how beer was made, made sense to several: 

“When people talk about beer it’s always 
about how it’s brewed, not about the 
tastes, there should be more tastings.”

“I’ve been to gin tasting and I’ve been to 
wine tasting, but never beer tasting, I’d 
be well up for that.”

It was also interesting that once we started 
moving away from the current marketplace, 
participants’ views on who might be a typical beer 
drinker changed quite radically:

“Wholesome became more sophisticated, 
different beers, different glasses.”

“We’re going down the classy route now, 
dinner party with beers.”

There was definitely a feeling that we could learn 
from other sectors:

“Gin used to be an old woman’s drink, 
now everybody drinks it.”

“You need to get people drinking it like 
they might a glass of wine.”

“You need an in-between size of glass, so 
it’s not too heavy.”

Along with a desire to somehow shift the 
positioning of beer a little more upmarket:

“The craft bars are really nice and a bit 
more upmarket.”

“Women are more into the aesthetics, we 
like things like that beer wrapped in nice 
paper.”

The ideas continued to flow:

“Incorporate it into a lifestyle, one brand 
but a range of beers.”

“Different flavoured fruit beers would be 
great.”

“Supporting British breweries as well, 
that would be good these days.”

And when we asked participants to come up with 
ways in which we might advertise beer to women 
in the future, the ideas flowed still further:

“Beer come the girls!” declared one 
participant.

What does the future hold?

It is fair to say that at times it felt like the image of 
beer was stuck in the past and wrapped up in images 
of blokes with beer bellies and at other times we felt 
rather less gloomy.

This was particularly the case as we discussed the 
future for beer at the end of the various interviews 
and before closing the beer event.

It seems that once we can take women to the point at 
which they are willing to see beer in a different light, 
then their ideas for the market can start to sound 
more encouraging and a number of themes begin to 

emerge as we try to point the way forward from this 
research.

Like the images they had suggested about the current 
market, their suggestions for the future were often 
just as interesting and just as consistent.

• They wanted to address the image of beer head-
on - they wanted more elegance, they demanded 
more sparkle, they wanted positive role models

• They wanted to move beyond volume and focus 
more on beautiful glassware and lighter, more 
golden beers than brown ones

• They wanted tastings as standard, possibly glasses 
of beer which were smaller than a half pint, but 
with more interest, more flavours

• They enjoyed the idea of beers matching types 
of food too, so beers which went against their 
current image of bloating and burping

Although the image of beer will not change overnight, 
it seems that making a start on exploding myths 
within the sector may well start to have an influence 
on a new generation of potential beer drinkers who 
are women.

WHAT DO WOMEN WANT?
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CONCLUSION AND 
RECOMMENDATIONS: 
BEER COME THE GIRLS
In an effort to try and engage with women, 
we’ve almost been suggesting that they should 
become more like men.

However, at the start of the workshops and 
interviews, women took a pretty dim view of the 
world male beer drinkers inhabited.

Amongst our sample, many just raised their eyebrows 
and didn’t think it was worth worrying about. There 
was a sense of acceptance: they recognise it’s a man 
thing but they don’t really care that much about it, as 
though they have a degree of sympathy for these men 
who seem to know no better.

These women know that drinking pint after pint is 
neither that sensible, nor that attractive. So let the 
blokes get on with it. Women will stick to their own 
habits, thank you very much, which may or may not 
include regular beer intake.

Women are not men and to coin a new phrase, ‘beer 
come the girls’.

These women want a more feminine spin put on beer 
but that doesn’t mean they want pink pumps at the 
bar and frills putting on lager bottles. These women 
want more elegance but they don’t want ‘more girlie’.

They just want an industry which looks on things from 
their perspective, one that says they are unlikely to 
drink eight pints of beer in an evening, even if they do 
like your beer.

• It’s a perspective, though, that does believe that 
aesthetics matter, and that a lighter touch to 
everything is preferable to a darker and heavier 
one.

• Women are curious about and interested in taste 
and they would like tastes that combine with food.

• They seek a new world in which beer tastings 
mean less emphasis on the brewing process itself.

• They embrace different tastes, so fruit infusions 
appeal, as might other variations on the beer 
theme.

• Women want variety but it’s variety without the 
volume.

This research suggest that brewers and retailers need 
to take these issues on board and stop dwelling on 
past beliefs.

Our glass half full suggests women who drink beer are 
relaxed and happy and fun and in control and generally 
comfortable within their own skin. It’s this confident 
woman we need to bring onside and she’s actually 
what many other women aspire to be.

Tap into that psyche and we may be onto a total 
winner, as well as a glass that is full to the brim.

Sally Hastewell, 
Owner of  
The Cherry Tree 
in Horbury

“At recruitment level, I train staff 
to make sure they know the taste 
profiles of beer; if someone asks for 
a ‘pale hoppy’ beer, the staff should 
know what to recommend. You need 
a basic understanding of beer to 
work behind my bar. Beer ‘geeks’ 
behind the bar can be intimidating to 
everyone, regardless of gender.”. 

CONCLUSION AND RECOMMENDATIONS: BEER COME THE GIRLS
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Want to discuss this report?

For all enquiries, comments, and interviews please 
contact the Dea Latis directors:

Annabel Smith m: 07920 058500  
e: annabel@beerbelle.co.uk 

Lisa Harlow m: 07917 757860 
e: lisa@lisaharlow.co.uk


