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1. Introduction 
This document is part of the evaluation report of a research pilot project undertaken 
by Club Soda, in partnership with Alcohol Concern, from May 2015 to January 2016. 
The project was funded by Hackney Council's Healthier Hackney Fund with additional 
resources from Club Soda.  
 
This document should be read together with the main report Nudging Pubs (available 
here), which discusses the project background, and our conclusions and 
recommendations. This document provides more detail on our research findings: 

● Desk research 
● Customer research (online survey, co-design workshops) 
● Venues research (interviews, mystery shopping, co-design workshop) 
● Experiments (feasibility studies). 

 
In this project, we wanted to answer the question: 
 
“How can we encourage pubs and bars to be more welcoming to customers who 
want to drink less alcohol or none at all?” 

2. Desk research 

2.1 Pub and bar industry 
Pubs are generally seen to operate in a difficult environment at the moment. The 
British Beer and Pub Association estimates that the number of pubs in the UK fell by 
19% between 2000 and 2012. And large numbers of pubs are still closing down: 
CAMRA estimated that 29 pubs closed every week in the second half of 2014. 
 
In a Publican’s Morning Advertiser survey (19 November 2015) of more than 200 pub 
licensees, 35% said they don’t currently stock any premium soft drinks brands. 
Interestingly, venues seem to accept the importance of non-alcoholic options: 57% of 
pubs say soft drinks have become a more important part of their drinks range, but 
the average pub still only stocks less than 10 soft drinks. 65% also said they would like 
to increase their soft drink sales. But these views have possibly not yet translated to 
action. 
 
Another survey of licensed venues (including hotels and restaurants!) found that 73% 
of managers believe soft drinks to be an area of growth for them, but this belief isn’t 
matched with action, as seen in other survey findings: for example, half of all venues 
stock fewer than 10 soft drink brands, and only 7% stock more than 20; and more 
than half (55%) offer cocktails, but only a third (33%) mocktails. 
 

http://nudgingpubs.uk/
http://nudgingpubs.uk/
http://www.camra.org.uk/press-releases/-/asset_publisher/R16Ta0pf6w5B/content/camra-urges-swift-action-to-stop-pubs-closing
http://www.camra.org.uk/press-releases/-/asset_publisher/R16Ta0pf6w5B/content/camra-urges-swift-action-to-stop-pubs-closing
http://www.bighospitality.co.uk/Business/73-of-hospitality-operators-see-soft-drinks-as-growth-area


A more minor, but additional change in the pubs’ business is the legal requirement to 
offer free tap water to customers. We have not found any research or statistics on the 
impact of this change on either alcohol or soft drink sales, but The Publican’s Morning 
Advertiser reported on a survey of pubs and their customers which has at least some 
useful information. The survey found 59% of customers saying that lower prices 
would tempt them to switch from tap water to soft drinks. But 62% of publicans say 
they are doing nothing to encourage soft drink sales. 
 
Overall, the soft drinks market in pubs and bars is dominated by the two largest 
producers and distributors, Britvic and Coca Cola Enterprises, with a combined 
market share of 82%. There are a number of new and smaller entrants to the soft 
drinks market, however. In Hackney, Square Root Soda and Dalston Cola are two 
well-known local producers. But even such strong local brands with great products 
find it very hard to get their drinks into pubs and bars (they do much better in cafes 
and restaurants). There are many reasons for this situation, we will cover some of the 
possible ones in the next section. 

2.2 Changing customer trends 
The overall UK alcohol consumption is slowly reducing. And since consumption at 
home has increased slightly in recent years, it means that drinking in pubs and bars is 
reducing at an even faster rate than the overall figures would suggest (based on 
Health and Social Care Information Centre statistics). 
 
There is quite a lot of information available about customers’ changing drinking 
habits. A clear picture emerges of reducing alcohol consumption by increasingly 
health-conscious consumers. This is particularly the case among younger people: a 
quarter of 18 to 24-year olds now say that they do not drink at all. 
 
In one (relatively small) survey, as many as 81% of people who drink alcohol said they 
wanted to moderate their drinking in some way (Future Foundation: nVision Research 
2015). 
 
These high-level trends are confirmed in YouGov’s 2015 Drinking in the UK report, 
which found that 30% adults do not drink alcohol in an average week, and 11% say 
that they never go to pubs and bars. 
 
More detail behind these statistics can be found in YouGov’s Pub and bars report from 
2013, which asked about people’s attitudes to pubs and drinking. Some of the most 
popular reasons given for not visiting pubs and bars included: 

● (venues being) too expensive 33% 
● don’t enjoy any more 30% 
● don’t see a reason since don’t drink alcohol 30%. 

 
In other words, nearly a third of non-customers say not drinking alcohol stops them 
from going to pubs and bars, almost as many as think they are too expensive. 

http://www.morningadvertiser.co.uk/content/view/full/819446
http://www.morningadvertiser.co.uk/content/view/full/819446
http://www.britvic.com/~/media/Files/B/Britvic-V3/documents/pdf/br0235-britvic-soft-drinks-review-s12.pd
http://www.britvic.com/~/media/Files/B/Britvic-V3/documents/pdf/br0235-britvic-soft-drinks-review-s12.pd
http://www.hscic.gov.uk/catalogue/PUB14184/alc-eng-2014-rep.pdf
https://yougov.co.uk/news/2015/04/20/three-10-adults-say-they-dont-drink
https://yougov.co.uk/news/2015/04/20/three-10-adults-say-they-dont-drink


 
In the same report, a “good range of soft drinks” was noted as an important factor 
when choosing a pub by 11% when going out alone, by 20% if going out with a 
partner, and by 23% if going out with a small group. 61% said it was not important. 
 
Research for major soft drinks producer BritVic has discovered 73% of licensed venue 
operators believe demand for soft drinks to be growing. More than half of manager 
expect their staff to upsell or promote soft drinks, but only about one quarter offer 
any training for it. In another finding from the survey, 55% of venues sell cocktails, but 
only 33% offer non-alcoholic mocktails. 
 
Research in 2015 for drinks producer AB InBev found growing demand for 
non-alcoholic beer in the UK. In a survey of 2,000 adults, 31% had tried a 
non-alcoholic beer, and that younger people and in particular Londoners are the most 
eager consumers: a fifth of both groups preferring it when they go out to pubs and 
bars. 

2.3 Awards and competitions 
To explore the potential role of competitions and awards as a way to achieve 
behaviour change, we reviewed 29 national, regional and local award schemes and 
competitions in the drinks and catering sectors (listed in the table on the next page). 
Our key findings from this review are as follows. 
 
Awards Schemes vary in purpose, approach, scope and rigour 
Some are framed as competitions, where businesses or individuals submit entries or 
are nominated for a prize, which are often handed out at an awards ceremony. Other 
schemes benchmark entrants against a set of criteria and bestow  accreditation to any 
that achieve a ‘passing grade’. The majority of award schemes are voluntary and 
intended to accredit, reward and showcase best practice or quality of products or 
services. 
 
At the time we found no precedent for an award scheme explicitly aimed at rewarding 
or accrediting bar and pub operators for best practice in serving non-drinking 
customers. After this research was completed, and as we were doing our feasibility 
study on using self-assessment and reward as tools for behaviour change, Alcohol 
Concern announced their Zero Alcohol Awards. The competition recognised venues 
that excel in serving non-alcoholic drinks and new non-alcoholic drinks producers. It 
would be interesting to review any impact on behaviour within the sector as a result 
of this award in future work. 
 
Some award schemes have made a discernible impact 
Voluntary award schemes in various industries have meaningfully influenced business 
practices, causing significant positive economic and social impact. For example, the 
Best Bar None competition not only brings together local actors who can influence 
pubs and bars, but also uses entry to the award as a way to share good practice and 

http://www.bighospitality.co.uk/Business/73-of-hospitality-operators-see-soft-drinks-as-growth-area
http://www.morningadvertiser.co.uk/Drinks/Soft-Hot-Drinks/Alcohol-free-beer-no-longer-a-pint-sized-issue


knowledge (so is in effect a peer learning tool). The scheme also conducts evaluation 
on its impact, which industry awards etc. do not usually do. 
 
TABLE: Award schemes reviewed 

Alcoholic Beverages Producers and Retailers Awards 

The Drinks 
Business Annual 
Awards 

Drinks Retailing 
Award 

  

Pubs and Bars Industry Awards 

The Publican 
Awards 

BII Industry 
Awards 

Best Bar None 
Scotland Annual 
Awards 

Scottish Pub & Bar 
Awards 

CAMRA National 
Pub of the Year 

The Good Pub 
Guide Annual 
Awards  

BBPA Annual 
Dinner Industry 
Awards 

 

Customer Service Awards 

Customer Service 
Excellence 

CCA Excellence 
Awards 

UK Customer 
Experience Awards 

 

Corporate Responsibility Awards 

National CSR 
Awards 

BiTC Awards   

Council-Based Healthy Catering Awards 

Bradford Good 
Food Award 

Eat Out Eat Well Eatright Liverpool Essex Healthy 
Eating Awards 

Healthier Business 
Award 

Healthier Catering 
Commitment 
(London) 

Healthy Choice 
Award (Brighton 
and Hove) 

Healthier Options 
award (Hull) 

Healthy Choice 
Awards (Kirklees) 

Healthier Menus 
Award 

Healthier Options 
Norfolk Award 
(HONOR) 

‘All Wales’ Healthy 
Options 

Heartbeat Award 
(Kettering) 

Tower Hamlets 
Food4Health 
Award  

Truckers' Tucker  

 



The popularity, scale and sheer number of business award schemes indicates that 
businesses are keen to participate, motivated by the value that winning or 
accreditation can bring. Sector awards like The Drinks Business Award demonstrate 
the business case for having a good offer for customers, creates a sense of prestige 
amongst peers, and is used in customer facing marketing. 
 
Awards specifically aimed at behaviour change, like the various local authority healthy 
catering competitions aimed at take-away shops, show that awards can help change 
the behaviour of retailers. 
 
We took a number of findings and questions forward into our feasibility study 

● Most award schemes use criteria as a way of ranking applicants, rather than as 
a tool of education or sharing good practice as such (All Bar None being an 
exception). 

● We assume that peer buy-in and recognition at local or national level is vital for 
voluntary awards to gain traction, and that trade body or industry involvement 
reinforces the message that ‘excelling’ is good for business. 

● Competition entry criteria and judging methods often lack transparency. This is 
not helpful in terms of supporting behaviour change, and should be taken into 
account in designing the ideal scheme. 

● Whether an industry or local authority based award, businesses do use the 
outcomes as a way to attract new customers. Designing a scheme so that it has 
marketing potential is important. 

● We found no award schemes where customers or venues themselves act as 
the judges, but feel that this would add value to the scheme. 

● It is not clear whether an award on its own achieves behaviour change. The 
awards that provide rewards at the end of other activities and interventions (All 
Bar None/Healthy Catering Commitment) seem more likely to change 
behaviours. 

● Nearly all competitions have annual ‘winners and ‘runners-up’. None of the 
competitions we reviewed included a possibility for participants to score 
themselves in relation to others (peer comparison), improve on their score 
year on year, or win based on their progress.  

● Apart from All Bar None, none of the competitions we reviewed encourage 
regular or annual participation from the same applicants. This reduces the 
incentives to act on the feedback or information received. 

2.4 Obstacles 
Even when a bar manager wants to improve their non-alcoholic drink offering, there 
are many possible obstacles to this. Some are practical, some are easier to overcome 
than others, but all stand in the way of better venues for non-drinkers. Some of these 
obstacles include: 
 
 
 



Wholesale ties and other restrictions 
The pub tie for beer has been a long-standing issue. The shares for different types of 
pubs were estimated for a government report on the pub industry. These are given in 
the table below.  
 
TABLE: Distribution of pub types 

Type of pub Owner Management Buy beer from Share of pubs 

Managed Pub Co Pub Co Pub Co 17% 

Free house Freeholder Freeholder Anyone  
36% 

Tenanted - no tie Pub Co Tenant Anyone 

Tenanted - tied Pub Co Tenant Pub Co 48% 

 
Putting these figures together, the total percentage of tied pubs was 65% before the 
recent changes in legislation. This means that many pubs are severely restricted in 
their choice of wholesale drink purchases, and may not be able to offer new soft 
drinks even if the manager wanted to. 
 
Other similar restrictions can also be in place for soft drinks. For historical reasons, 
many venues buy their soft drinks from the same provider as their spirits. This is due 
to the fact that in the past, soft drinks were mainly used as mixers. Although this is no 
longer the case, the tie-up continues. 
 
Another restriction on customer choice is due to soft drink serving equipment. The 
major operators are able to lease soft drink guns to venues for their main products 
(carbonated soft drinks, e.g. cola and lemonade), which is convenient for the bar. But 
these deals come with a catch - the venue will then be tied to the wholesaler, and will 
have to buy all of their soft drinks from one company, which makes it impossible for 
new entrants to get their products into many pubs and bars. This issue does not seem 
to apply in the same way to cafes and restaurants, who usually have more freedom in 
choosing their soft drink selection from several suppliers. 
 
Physical environment 
The physical space of many venues is less than ideal. Lack of sufficient storage space, 
the venue layout, and the bar furniture can all prevent venues from stocking or selling 
a wider range of drinks. For example, a venue may not be able to have as many 
fridges as they would like behind the bar, thus limiting the range of drinks they can 
have on offer. We came across these issues of physical space restrictions both in 
older purpose-built pubs, and in modern venues that had been converted into bars 
from other uses. 
 

http://www.gov.uk/government/uploads/system/uploads/attachment_data/file/398237/bis-14-868-pub-companies-and-tenants-impact-assessment.pdf


The venues we spoke to were well aware of these issues where they exist, and also 
the impact they are having on their business. But fixing them would be prohibitively 
expensive (or simply impossible) for the venues. 
 
Staff turnover and training 
Staff turnover rate in the hospitality industry is high, and training tends to be confined 
to the statutory requirements. Staff do not stay in one venue, or even the entire 
industry, for long, and do not receive much training or build experience in skills that 
would help them promote more sensible drinking.  
 
There is free training available from the drinks industry on wines and spirits and how 
to upsell them, but nothing similar - at least not on the same scale - for non-alcoholic 
drinks. Soda gun wholesalers for Coca Cola seem to be the exception. Smaller soft 
drink producers are also at a disadvantage with their limited scale, compared to the 
much better resourced dominant producers and distributors.  
 
With a little creativity, most pubs and bars could easily improve their non-alcoholic 
drink offering (we’ll have more to say about this later) by training their staff in, for 
example, mixing softails (non-alcoholic cocktails). But, understandably this will not be 
a priority for most venues when thinking about their limited resources for staff 
training. 
 
This is confirmed by a survey of hospitality operators (hotels and restaurants as well 
as pubs and bars) which found that over half of manager expect their staff to upsell or 
promote soft drinks, but only about a quarter have offered any training for this.  
 
And the quality of customer service is noted by customers as well - one survey found 
that people think pubs and bars provide the poorest customer service in the whole 
UK hospitality industry. 
 
Staff training providers 
Bar staff training is a mixed marketplace, with independent training companies 
focusing on individuals or delivering training for big chains, in-house training 
programmes in the large pub companies, and management delivered training in 
individual venues. Training around soft drinks and upselling forms part of this wider 
training, usually offered by soft drink producers. 
 
Providers such as Barcode raise awareness for responsible alcohol retailing through 
their training for individual staff: “a balanced understanding and level of respect for 
alcohol through education, communication and public perception”. Barcode’s scheme 
is online and interactive, and completion includes modules on Alcohol Awareness, 
Responsible Alcohol Retailing, Product knowledge, Health & Safety, First Aid 
Awareness and Licensing Law. Such training schemes do not have modules or focus 
on soft drinks and non-alcoholic drinks.  
 

http://www.bighospitality.co.uk/Business/73-of-hospitality-operators-see-soft-drinks-as-growth-area
http://www.morningadvertiser.co.uk/Running-your-pub/Training/Poll-shows-need-for-better-training-in-pubs


Two examples of the types of training available for pubs and bars will illustrate the 
issues: 
 

(1) Flow, who in addition to social responsibility and drink awareness training, 
provide online bartender training for big chains like La Tasca and Hilton, 
provides coffee training, but nothing on soft drinks.  

 
(2) Greene King pub company provides mandatory training for all their licensees. 

This compulsory training centres on how to make a profit. There is a customer 
service module, but it does not specifically emphasise sensible drinking.  

 
Influencing the trainers, both commercial and in-house providers, could be one way 
to make behaviour change happen over the longer term.  
 
Inertia and culture 
Pubs and bars are still mostly an old-fashioned industry in many ways. There is 
limited innovation or market segmentation. We are aware of a small number of 
counterexamples, such as the handful of “dry bars” that have popped up in some 
cities, but most pubs still look and feel much as they’ve always done. And it may also 
be that a large number of customers do not really mind the current situation.  
 
Most venues we spoke to were very mindful of January as a particularly difficult time 
for them, since so many people are not drinking alcohol (estimated at two million), 
and consequently not visiting pubs and bars. This view was not unanimous though: at 
least one bar claimed that January was busier for them than other months. However, 
there are campaigns tempting people into pubs - and into trying beers they haven’t 
tried before or into eating out more. These “#Trynuary” and “#TryJanuary” movements 
haven’t quite caught on outside of social media yet (hence the hashtag spelling of the 
campaigns), but they are an indication that at least some people in the industry are 
trying something new. Interestingly, we have not come across anything in pubs and 
bars that would work together with campaigns like Dry January (rather than against 
them), and invite people into a pub to be sober. It wouldn’t be difficult to come up 
with positive ideas, and in fact our workshops with both customers and the venues 
created several of them. 

2.5 The role of licensing and public policy 
Licensing 
Hackney council’s Licensing Policy document echoes the national legal requirements. 
It specifically states that licenced venues should promote sensible drinking, but, apart 
from serving people when drunk, it doesn’t have much to say about how sensible 
drinking could be achieved (this is very similar to the UK-wide mandatory licensing 
conditions), apart from some basic legal conditions. In section LP4 on Crime and 
Disorder, the following two requirements are set out: 

http://www.flowhospitalitytraining.co.uk/training/coffee/
http://www.hackney.gov.uk/alcohol-licensing.htm
http://www.hackney.gov.uk/alcohol-licensing.htm
https://www.gov.uk/alcohol-licensing
https://www.gov.uk/alcohol-licensing
https://www.gov.uk/alcohol-licensing


“(e) Measures to be implemented to promote sensible drinking and prevent 
binge drinking. For instance, by the display of safe drinking material or legal 
warnings 
(f) Arrangements for any promotional events such as “happy hours” or special 
offers should be avoided having regard to the mandatory conditions. If any 
such event is undertaken, careful consideration should be given to their 
duration, times, location within premises and any additional measures (such as 
increased security), to minimise crime and disorder”. 

 
Section 19 of the licensing conditions adds requirements on measures used; e.g. beer 
and cider have to be available in half pint glasses.  
 
These conditions are not very enforceable in practice. In fact, of all the people we 
spoke to during this project, nobody could give a good definition of what “promoting 
sensible drinking” could mean in practice beyond serving people when drunk. 
 
Currently, objections to licensing applications can only be considered on four criteria: 
crime and disorder, public safety, public nuisance, and protection of children. In a 
recent Local Government Association survey, 90% of local council Directors of Public 
Health said that adding a public health objective to the Licensing Act would help them 
do their jobs more effectively. 
 
In Scotland a fifth licensing objective, “promoting and improving public health”, has 
been in place since 2005. In England, some local authorities have also started 
including public health considerations into their licensing processes. For example, in 
Brighton & Hove the findings from a health impact assessment of flexible alcohol 
licensing hours were integrated into the licensing policy. And in Portsmouth “the 
Licensing Authority recognises the connection between excessive alcohol 
consumption, poor health and cost to the Health Authority.” 
 
Late night levy schemes 
Islington Council introduced a Late Night Levy in 2014. The levy is payable every year 
by all premises’ licence holders that are authorised to sell alcohol between the hours 
of 00:01 and 06:00. The licensees who can demonstrate good management and best 
practice arrangements get a 30% reduction of their levy. The scheme’s objectives are 
based on reducing crime and disorder rather than promoting sensible drinking as 
such, but it demonstrates that councils can experiment with new ways of challenging 
and rewarding licensed venues. 
 
We have found no examples of schemes that are targeting good practice beyond 
crime and disorder problems. As more councils consider introducing late night levy 
type schemes with good practice rewards, there is an opportunity to take a wider view 
to include other types of behaviour change as well, and look at how venues can 
develop and share good practice. 
 
Other public health approaches 

http://www.gov.scot/Topics/Justice/policies/drugs-alcohol/alcohol-licensing
http://www.islington.gov.uk/services/business-licensing/regulations/licences/Pages/Late-night-levy.aspx


National Institute for Health and Care Excellence (NICE) guidance document PH24 
“Alcohol-use disorders: prevention” gives 12 recommendations for prevention of 
alcohol harms. Recommendations 1 to 3 relate to increasing the price, restricting the 
marketing for, and reducing the availability of alcohol. Recommendations 5 to 12 deal 
with interventions and treatments for individuals. Recommendation 4 is the only 
relevant one for this project, but although related to licensing, the detailed 
recommendations only cover “crime and related trauma”, and sales to under-age or 
“intoxicated” people. 
 
The Public Health Responsibility Deal, the Government programme of voluntary 
action by the industry was launched in 2011 (the programme’s current status is 
uncertain), and does include some activities that are relevant to this project. In 
particular, pledge A8(a), “Alcohol Unit Reduction”, includes activities such as greater 
marketing and promotion of lower ABV drinks and offering and promoting smaller 
measures (⅔ pints and smaller wine glasses) in pubs and bars. This pledge was signed 
by the British Beer and Pub Association, and by three businesses that operate 
licensed venues. 
 
An Institute of Alcohol Studies report from 2015 is very critical of most of the 
Responsibility Deal programme outcomes, based in part by limited implementation 
and evaluation of the pledges, as well as limited evidence of their effectiveness. 

3. Customer Research 

3.1 What did we do? 
Our customer research took two main forms: an online survey, and a co-design 
workshop. The aim of the survey was to find out more about how people who drink 
less or not at all feel about pubs and bars. The survey findings then shaped our 
approach in the following stages of the project, including our customer co-design 
workshop in June. The aim of the workshop was to generate ideas for pubs and bars, 
using several co-design methods. 

3.2 What we found out - Survey  
To find out more about how customers feel about non-alcoholic drinks in pubs and 
bars, we conducted an online survey. The request to take part was shared with Club 
Soda members and on social media, requesting responses from “members of the 
public who go to pubs and bars and would like to drink less or no alcohol”. The survey 
had five basic demographic questions (age, gender, marital status, kids (number of), 
and employment), followed by 22 questions on habits for going out and drinking, 
“typical nights out”, favourite drinks, and on how people choose the venues and 
drinks on a night out. As a reward for taking part, one randomly chosen participant 
was sent a voucher to a well-known online shopping site. 
 

http://www.nice.org.uk/guidance/ph24
http://responsibilitydeal.dh.gov.uk/
https://responsibilitydeal.dh.gov.uk/pledges/pledge/?pl=22
http://www.local.gov.uk/web/guest/health-and-wellbeing-boards/-/journal_content/56/10180/7689300/NEWS


The key findings from the survey were that 
● the limited choice and poor quality of non-alcoholic drinks in pubs and bars 

was frequently cited by the respondents as an issue affecting them 
● peer pressure to drink was mentioned by some, but by no means by all 

respondents as a factor in their drinking decisions 
● the role of bar staff was not considered to be very helpful 
● buying rounds is not popular among non-drinkers. 

 
The Appendix has more findings from the survey, including quotes from the 
respondents.  

3.3 What we found out - Customer Workshop 
The customer workshop was split into three parts, the last two with a task for the 
participants to work on. 
  

1. Introductions: including an overview of project findings so far and “inspiration” 
boards displaying new and alternative ideas from pubs and bars and related 
places and situations 

2. User journey: develop and plot a journey of planning and going on a night out 
with friends when you don’t want to drink. 

3. Brainstorming new ideas on three topics: 
a. How might we redesign the pub experience? 
b. How might we reduce the social pressure to drink? 
c. How could pubs/bars reduce the social pressure to drink? 

 
The workshop was held in a Dalston pub on a Saturday afternoon in June 2015, with 
16 people participating (plus six people from the project team). The participants were 
recruited through Club Soda, using social media and email requests. They were not 
compensated for their time, other than being offered lunch and refreshments on the 
day. For each exercise the participants were divided into four teams.  
 
In the brainstorming exercises, “ideation templates” were used to format the ideas. 
These have the following items: 
 

● IDEA NAME - A short descriptive name for the idea 
● AUDIENCE INSIGHT - Where did the idea come from? Use quotes from the 

audience to bring insight to life where possible  
● IDEA - Explanation of the idea 
● BRIEF DESCRIPTION - Including: How does this work? What are they key 

benefits? 
● WHAT WOULD BUILD THIS IDEA? - What are the key issues to resolve the ideas 

or make it bigger? 
● EXAMPLES THAT INSPIRED THIS IDEA. 

 



We will share some of the outputs and general comments from the workshop in the 
discussion below. 

 
Project team member’s comments from the workshop 

People tend to opt for the 'default' option of pub and drink choice. If it's a 
group of people going out after work, or with friends, people usually go with 
the flow to their usual pub/bar without putting much thought into it. Then, 
when the pubs are busy and the bar is packed with people waiting to order it's 
very challenging to start asking what non-alcoholic drinks they have (it feels like 
ending up having a negotiation, waiters are not very willing to help, they feel 
anxiety, they feel like a burden) and so they opt for their default alcoholic 
choice (a pint is always the easiest option as the location of taps is very 
prominent). 
 
Peer pressure is a big issue. If someone decided not to consume alcohol for 
the night, then a deliberative process begins considering whether to go to the 
pub with the group or avoid it altogether so that they won't have to explain 
their choice, feel embarrassed, or feel excluded at the end of the night when 
everyone is in a different state than sober. Another challenge is sticking to the 
initial decision, because once they are in the pub, they tend to second-guess 
their decision and possibly change minds and go with the usual alcoholic drink. 
If they stick to the non-alcoholic drink, people said that they will evidently need 
to leave early as they can't keep up with the core drinkers and they will feel left 
out. 

 
 
The User Journey 
User journey plotting is a commonly used tool in service design methodology. For this 
exercise, the instructions to the participants were to: 
 

“Develop a user journey of planning and going on a night out with friends when 
you don’t want to drink. Be as specific and granular as possible. Think of 
choosing the venue, entering, finding seats, ordering at the bar, buying drinks 
for others, being bought a drink, going to the toilet etc. When journey is 
complete, now graph how you’re feeling at each stage of the process. When are 
you happy and relaxed? What are the pain points? Quickly feed back your work 
to other teams paying particular attention to the pain points in the journey.” 

 
The findings from this exercise were similar to the customer survey responses. 
Planning and preparation for a night out can take a lot time and effort for someone 
who wants to drink less than their friends. This takes in the venue: “will they have a 
lower-alcohol lager”? and “will it be busy?”. The future actions of self “will I be the first 
to leave?” and of others “everyone else is getting smashed” will also feature already 
from the planning stage. 
 
Apprehension, anxiety, even panic about the situation was noted by all four teams. 



Buying rounds was also often mentioned as a distressing aspect of a night out 
(“Everyone else's drinks are expensive - not fair”). 
 
At the end of the night, the feeling is either of happiness of having stuck to planned 
drinking goal(s), or disappointment at having drunk more than planned and desired. 
 
The table below contains the user journey from one of the four groups. It is divided 
into five stages of a night out (columns): Planning, Gathering/Going, Arriving, The night 
(in the pub), and End of the night. The three sections (rows) of the table list all the 
things this imaginary pub-goer will be Doing, Thinking, and Feeling - before, during, 
and after their night out. 
TABLE: User journey 
Group 1 -  
User Journey 

Planning Gathering 
going 

Arriving The night End of the 
night 

Doing 

 Planned v 
Impulsive 

Delaying Finding/ 
ordering a drink 

Staying out of 
rounds 

Irish good bye 

 Googling for 
venues/asking 
friends 

Texting/calling 
/co-ordinating 
with colleagues 

 Drinking 
slowly/keeping 
something in 
hand 

 

Thinking 

 I want to go 
somewhere 
with food and 
different 
atmosphere 

What will I say? Is it busy? Everyone is 
starting to get 
drunk 

Don't want 
hassle of people 
pressuring you 
to stay 

 I want to go 
somewhere 
with adult soft 
drinks 

How many 
drinks will I 
have? 

Pressure to 
decide quickly 

Wondering what 
time I can leave 
+ not be judged 
as boring 

Don't want to 
make a big deal 

 I want to go 
somewhere 
where the focus 
is on something 
other than 
drinking 
(activities) 

I don't want to 
be the first 

Pressure to 
order a drink 
'worth' their 
time 

  

  Will I leave 
early? 

Pressure to 
drink something 
that costs 
money 

  

  What is my 
response when 
asked? 

   

  What will I 
drink? 

   



Feeling 

 Excited! It's 
friday. 

Anxiety about 
being with 
people you have 
to explain your 
story to 

Exclusion Feelings of 
missing out 

Happy 

 Anxiety (can I 
find/get people 
to a good 
venue) 

 Relief - have a 
drink in my 
hand, done 
explaining 

Increasingly 
proud, 
accomplished 

Proud/ 
accomplished 

 
 
Redesigning the pub 
There were several concepts proposed to completely redesign pubs and bars, as well 
as many smaller and more practical ideas. Ordering at the bar was considered by 
many participants as the most difficult part of going to pubs and bars if they want to 
drink less. Several ideas were created to deal with this issue, such as soda fountains 
with pre-purchased tokens, or order slips where you tick the drink you want, so that 
non-drinking customers don’t have to order non-alcoholic drinks at the bar several 
times a night.  
 

 
Ideas from co-design workshop 

“VIP Experience” 
Idea: Proactively welcoming bar, with enthusiastic/knowledgeable staff who 
cater good service to non-drinking patrons. 
Details: Advertising targeted at non-drinkers; Dedicated soft drinks 
“sommelier”; Welcoming service at bar/cocktail-style service; Wide selection of 
non-alcoholic drinks; A VIP lane at the bar for soft drinks; T-shirts saying “ask 
about our amazing soft drinks”. 
 
“Snack + Soda“ 
Idea: Soft drink + snack meal deal. 
Details: Order a non-alcoholic drink and get a healthy snack with it for free. 
Costs the same as a round, so you don’t feel cheated. 
 
“Nip“ 
Idea: Offering smaller size portions of beer, especially ⅓ pints 
Details: Provide small “nips” of craft beers, to be able to try different flavours 
without having to drink too much.  

 
 
Reducing the social pressure to drink 
Stigma still attached to non-alcoholic drinks in pubs and bars. Many teams dealt with 
making non-alcoholic drinks more adult/sexy/visible/socially accepted; or making 
them “aspirational”. Specific ideas included non-alcoholic drinks menus, mocktail 



training for bar staff, always including soft drinks in any happy hour deals, and 
creating some “ceremony” around non-alcoholic drinks, or even an app helping bar 
staff (or anyone else) create mocktails and other new drinks from ingredients already 
available.  
 
Other ideas included setting a 5% ABV limit on the drinks on sale, and competitions or 
other incentives for breweries to create more low ABV and non-alcoholic beer 
options. 
 

 
Project team member’s comments from the workshop  

What came out from the various conversations and what stood out for me, was 
the desire to have more choice, more visible choices in terms of adult soft 
drinks. That there was a need to rebrand the 'soft drink' from something kids 
have to something that adults can really enjoy.  
 
A lot of the language used was interesting, talking about hurdles/stages, 
breaking each part down. A lot of what we spoke about was the 'first drink' 
hurdle, and how this seemed like one of the hardest when out socially, and 
having to 'explain' to people. 

 

3.4 What we found out - Sector workshop 
A small workshop with staff and volunteers from alcohol charities and Hackney 
council’s public health team was held on a Monday afternoon in central London in July 
2015. This workshop had five participants (plus three people from the project team). 
Using the same methods as the customer workshop, the aim was to come up with 
additional ideas for pubs and bars, from a slightly different angle. 
 
Many of the ideas from this workshop were very similar to the ones from the 
customer workshop, including making bars feel more like coffee shops, or a 
community centre with activities that don’t revolve around alcohol and drinking. Or 
increasing the visibility of non-alcoholic drinks, both in marketing and the physical 
layout of the bar (i.e. not leaving the soft drinks at the bottom shelf in the fridge). 
 

 
Idea from co-design workshop 

“Man drinks!“ 
Idea: Soft drink products that are “man friendly” and therefore more 
acceptable to male customers as a replacement for beer and spirits 
Details: Create non-alcoholic drink products with design, branding and 
marketing with a more male-orientated slant. Because “elderflower cordial isn’t 
macho!“ 

 



4. Venue Research 

4.1 What did we do? 
Our pubs and bars research took three main forms: interviews with venue managers 
and drinks producers, a mystery shopping exercise, and a co-design workshop. 

4.2 What we found out - Interviews 
A small number of interviews were held with pub and bar managers, soft drink 
producers, and other stakeholders. Some of the more interesting findings from these 
interviews will be briefly discussed here.  
 
The drink industry’s marketing and promotion is a powerful force for pubs and bars, 
and can have a major influence on what is sold in venues.  
 
Staff knowledge and excitement is key to giving customers better options and a better 
customer experience. Bar staff can have a significant impact on customer choices, by 
suggesting specific drinks, and upselling larger portions or more expensive brands. 
Many customers assume that only the usual cola and lemonade will be available, and 
will not ask for anything else unless prompted (by visual promotion or staff 
recommendation etc). 
 
Display and physical layout of the bar is also known to be a major factor in what pubs 
and bars sell. Top shelf of the fridge is “prime real estate” and will often be reserved 
for the most profitable drinks. As one pub manager said: “Eye level is buy level”.  
 
All the small soft drink producers we spoke to mentioned how difficult it is to get their 
products into pubs and bars. They feel that they have interesting and healthier (less 
sugar and preservatives, more natural ingredients) products that customers would be 
interested in if given the chance. Many of these new products are more expensive 
than the mass-produced soft drinks though, so they may never get to a level playing 
field. 

4.3 What we found out - Mystery shopping  
In advance of this project, the research team felt that the choice of non-alcoholic 
drinks in pubs and bars was generally not very good. In our experience, the choice is 
usually limited to a few staples: “a cola, a lemonade and a ginger beer if you’re lucky” 
in the words of an industry insider. To test this hunch, we took a more systematic 
approach with a number of venues in Dalston. 
 
The method of this mystery shopping was simply two researchers walking to the bar 
and one asking “What non-alcoholic drinks do you have?” The tone of the bar staff’s 



response was recorded (as either “positive”, “neutral” or “negative”), as well as all the 
different drinks listed by the bar staff. In addition, how the non-alcoholic drinks were 
displayed (visible or not?) and whether any promotion of them was visible was noted, 
with any additional notes and comments recorded as well. 
 
The team made 20 visits to 18 pubs and bars in Dalston, at different days and times of 
day (two venues were visited twice). 
 
Choice of drinks offered: All venues had at least a couple of non-alcoholic drinks on 
offer. In most pubs and bars the choice tends to be limited to carbonated soft drinks, 
mixers, and juices. A small minority of pubs stock one non-alcoholic beer, but most 
don’t. Cocktail bars do offer to make mocktails as well, although these are not always 
listed on their menus. In several cases, some prompting was required to get a 
complete list of non-alcoholic drinks available. In particular, juices weren’t always 
mentioned in the initial list of drinks, and coffee and tea were sometimes not 
mentioned at all as options. 
 
Tone of response: This was generally judged to be either positive (9 cases) or at least 
neutral (8 cases). Only three responses were considered negative. Other words that 
were used for the positive responses included “attentive”, “friendly”, “helpful” and 
“talkative”. Words used for the negative responses were “annoyed”, “confused”, “rude”, 
and “uninterested”. 
 
Display of non-alcoholic drinks: in 12 cases non-alcoholic drinks were judged to be 
visible, in 6 cases poorly visible, and in 7 cases not visible (some venues were rated in 
two categories, for different types of non-alcoholic drinks). Good visibility was 
considered to include, for example, “top shelf of fridge”, “jug of tap water on bar”, 
“mini fridge on top of counter”, “visible on menu behind bar”, “in the menu on first 
page”. Instances of poor visibility were listed as “bottom shelf”, “bottom of fridge, far 
side of bar”. Invisible cases were noted as “under bar”, “only alcohol bottles behind 
bar”. 
 
Promotion and advertising: Only five clearly visible cases of these were seen, including 
“fresh fruit box for juices”, “signs outside promoting hot non-alcoholic drinks”, “Red 
Bull neon sign behind bar”. 
 
Other notes: Sometimes some non-alcoholic drinks were only listed after prompting 
(for example mocktails in a cocktail bar). A popular venue had a special offer for “free 
pizza with drinks”, but the offer was only valid when purchasing alcoholic drinks. 

4.4 What we found out - Venues workshop 
The venues workshops had six participants (plus three from the project team), from a 
wide variety of backgrounds: current and former pub and bar managers and staff, 
including a student union bar manager. The workshop was held in central London on 
a Friday afternoon in September 2015.  



 
Format: 

1. Introduction: Inspiration packs and findings from customer workshop 
2. Pick three examples (from the inspiration packs) and answer two key 

questions: Why did this work? What could we steal? 
3. Brainstorming: Develop ideas, with feedback of best two ideas per team. 

a. How to overcome the “first drink” problem? 
b. How to reduce social pressure to drink? 
c. How to market pubs and bars in Dry January? 
d. Come up with pub and bar activities that don’t focus on alcohol? 

 
The participants came up with several interesting ideas for venues to improve their 
non-alcoholic drink offering, and to increase sales in January when an estimated two 
million people give up drinking for a month. 
 
 
 

 
Ideas from co-design workshop 

 
“Build your own” 
Idea: DIY mocktail packages 
Details: Customers can buy a “package” of mocktail ingredients from the bar. 
This would include a base (e.g. a fruit juice), additional drinks and condiments 
for flavouring (e.g. Worcestershire sauce), garnishes (e.g. slices of lemon) and 
nice glasses and mixing kits. They could then spend some time experimenting 
with different flavour combinations, making the process into an experience: 
making the experience of soft drinks last longer. 
 
“Cordial of the week” 
Idea: Offering new non-alcoholic flavours to try 
Details: A weekly changing cordial for sale in a venue. Offering locally made, 
seasonal, healthier options whenever possible. Promotion, both in the venue 
and on social media, and making the drinks look tempting (dressing them well). 
Involving and engaging bar staff in the idea. Letting customers and staff 
nominate the next cordial. Also good for business if instead of drinking free tap 
water customers pay a little for the cordial. 

 

5. Experiments 
The intention behind the field experiments was to take some of the ideas generated 
during the project, develop them further, and then apply them in the real world of 
pubs and bars in Dalston. We decided to develop four ideas to see how they would 
actually work.  
 



In all of the four experiments, the interest was not mainly in the outcomes of the 
experiments themselves, but rather in whether we could get pubs and bars to 
volunteer to host them, how the venues felt about the experiments, and whether the 
experiments led to any other changes in the venues’ behaviour, either during or after 
the experiments themselves were running. The experimental results are also of 
course interesting in their own right as well, and we will discuss both aspects. 
 
Two of the four experiments were simply about putting a new non-alcoholic drink 
behind the bar. The two non-alcoholic drinks we decided to test were a non-alcoholic 
(0.5% ABV) beer, and a “posh” ginger beer (i.e. a locally produced craft soda). 
 
The other two experiments were more complex, and due to time and resource 
constraint we could only conduct preliminary feasibility studies for them. The findings 
from these can then be used to plan and design further, more detailed studies. 
 
It has to be kept in mind with all of the four experiments that we were only able to 
conduct very basic versions of them, and therefore the findings are not as conclusive 
as we might have wanted. 

5.1 Design of the experiments 
Non-alcoholic beer promotion 
This experiment will help understand the willingness of venues to start stocking a 
non-alcoholic beer, and whether more people will choose it when it is on offer at the 
venue. The second part is partly about customers being able to be alcohol-free 
without their friends noticing, and partly about what happens when venues give 
‘permission’ for people to remain sober.  
 
Hypothesis: Pubs are willing to stock and promote a non-alcoholic beer, if one is 
recommended for them, and especially if they can get the initial stock for free. 
Customers will be more likely to choose a non-alcoholic beer if they can see an active 
promotion of non-alcoholic beer.  
 
Design: Non-alcoholic beer on sale in a pub, with point of sale promotion (chalk 
boards on the bar) and bar staff trained to actively promote the beer. 
 
Outcome data: Sales of the promoted non-alcoholic beer, interviews with bar staff to 
understand perception of campaign. 
 
Timeframe: 2 weeks. 
 
Soft drink promotion 
This experiment will help understand the willingness of venues to start stocking a new 
soft drink, and whether more people choose non-alcoholic drinks when the venue 
promotes an interesting new soft drink. Similar to the experiment with non-alcoholic 
beer, this will help us understand what influences the venue managers’ decision on 



what to stock, and the choices people make when a venue gives them “permission” 
not to drink alcohol.  
 
Hypothesis: Pubs are willing to stock and promote a new ‘posh’ soft drink, if one is 
recommended for them, and especially if they can get the initial stock for free. If 
customers can see an active promotion of a soft drink, they will be more likely to 
choose it, and we will see their sales increase. 
 
Design: A new ‘posh’ soft drink (local craft ginger beer) on sale in a pub, with point of 
sale promotion (chalk boards on the bar) and bar staff trained to ‘upsell’ it (instead of 
the usual choice of soft drinks). 
 
Outcome data: Sales of new soft drink, also any other changes in sales if relevant, 
interviews with bar staff to understand perception of campaign. 
 
Timeframe: 2 weeks. 
 
Award Scheme 
This experiment was designed to test the appetite of venue owners and managers to 
promote sensible drinking. If they were made more aware of their users’ issues and 
the practical steps they can take to meet their needs, could we change their current 
perceptions and practices? 
 
Hypothesis: If venues have were offered an easy way of self-assessing their 
commitment to responsible drinking, their attitudes and actions would change from 
indifference to support. 
 
Design: At this stage we were only conducting a feasibility study. This involved face to 
face interviews with pub and bar managers, to gather their understanding and views 
on “promoting sensible drinking” first. Then explaining the award scheme idea to 
them, and gather their views on the feasibility and desirability of the idea. 
 
Outcome data: Interview findings, reaction to idea.  
 
RebootMy.Life stickers and website 
This experiment will help understand whether venue managers would be likely to 
allow their venue to be used for dissemination of information about alcohol harms, 
and relevant support services. In addition, we can find out whether customers visiting 
licensed venues are likely to seek information about sensible drinking. This 
experiment is primarily about testing appetite for information. 
 
Hypothesis: If venue managers are offered an easy way to share information about 
alcohol harms and relevant support services, they will allow their venues to be used 
for this purpose. If customers see sensible drinking information in a venue, they will 
access a website to find out more. 
 



Design: Stickers were produced, and offered to venue managers to use in toilets. The 
stickers came with a clear call to action to find out more about sensible drinking; a 
dedicated website that can only be found from the URL in the stickers. The website 
has simple signposting to further information and potential sources of help with 
problematic drinking (links to Alcohol Concern information pages and Club Soda).  
 
Outcome data: Interview findings, reaction to idea. Also visits to website if possible. 

5.2 Findings from the experiments 
Non-alcoholic beer promotion 
A case (24 bottles) of a reasonably well-known brand of British non-alcoholic beer was 
purchased and put on sale in two Hackney pubs for two weeks. In the first pub, two 
chalkboards were set up to promote the beer: one on the bar, and one on a shelf 
behind the bar. The bar staff were informed about the research and asked to 
promote the beer to customers. In the second pub, no visual advertising materials 
were used, but bar staff were actively promoting the non-alcoholic beer (this pub is 
known for its wide range of craft beers, which already included a non-alcoholic option 
before the experiment). 
 
Both of the pub managers we asked to take part in the experiment were eager to do 
so. The choice of non-alcoholic beer was decided together with the manager of the 
first pub. They had already tasted some non-alcoholic beers, but were happy to listen 
to recommendations from Club Soda. 
 
In the first pub, sales of the non-alcoholic beer were slow: only a few of bottles per 
week. The promotional chalkboards were moved out of sight by the bar staff, so the 
promotion of the beer was minimal for most of the experiment. 
 
In the second pub, on the other hand, and despite any advertising materials, the staff 
were very active in promoting the beer, and the whole case was sold in about a week. 
 
The second pub manager suggested that it would probably take some time before 
customers became used to a non-alcoholic beer as an option and start buying it. Her 
venue probably had more success in selling the experimental beer as the pub usually 
already has a non-alcoholic option available, and the staff are often asked for 
recommendations, which gave them an opportunity to offer the experimental beer to 
customers, with good results. This happens less frequently in the first pub. 
 
The pricing of the beer may also have been an obstacle for bigger sales in the first 
pub, since it was priced at the same level as the cheapest alcoholic beer offered in the 
pub, and customers may not have been willing to pay the same price for a 
non-alcoholic product as for an alcoholic one. 
 
Conclusion: Pubs can be tempted to try stocking a (new) non-alcoholic beer with the 
right incentives.  



 
Soft drink promotion 
A case (24 bottles) of a locally produced ginger beer was purchased and put on sale in 
a Dalston pub for a week. Two chalkboards were set up to promote the ginger beer: 
one on the bar, and one on a shelf behind the bar. The bar staff were informed about 
the research and asked to promote the soft drink. 
 
Similarly to the non-alcoholic beer experiment, the sales of the soft drink were rather 
slow. 
 
Conclusion: Pubs can be tempted to try stocking a (new) soft drink with the right 
incentives.  
 
 
 
Award Scheme 
Face to face interviews were conducted with four pub and bar managers in Dalston. 
They were first asked about their understanding of what “promoting sensible 
drinking” means, then their views on a potential self-assessment tool to see how well 
they are doing it, and whether a customer-rated score would have any influence on 
them. 
 
Views on a self-assessment tool were cautiously positive. None of the interviewees felt 
it would be much of an inconvenience to fill in a questionnaire, either online, 
in-person or over the telephone.  
 
Views on a customer-rated score were even more positive. All four interviewees said 
that it would be useful, and that they would be keen to use the outcome in their 
advertising and promotion.  
 
Conclusion: The response to this idea was much more positive than we expected; 
although it must be said that the four interviewees may have been a slightly 
self-selecting group (already having a positive view of the project aims etc). 
 
RebootMy.Life stickers and website 
The aim of the experiment was to see the willingness of venues to put information 
based information on display in their venue.  
 
We asked four venue managers to put the stickers up in their venues toilets for a 
week. None of the managers we spoke to refused to put the stickers up, but none 
seemed very keen on the idea either. 
 
For reference, for one week in November, when the stickers were actually in place in 
one pub, we were also able to track the traffic on the website. There were only two 
visitors to the website from the stickers, but these two people did spend quite a bit of 
time looking at the information. They visited the Alcohol Concern website a total of 7 



times. On average they viewed 2.4 different pages, but did spend over 9 minutes, so 
they were taking a lot of information in. 
 
Conclusion: Based on this very small feasibility study, we can cautiously conclude that 
if information about alcohol and sources of support to cut down was widely displayed 
in licensed venues, at least some people would make use of it. Whether the venues 
would voluntarily keep such materials in place seems less likely, and further work is 
required to design more appealing ways of sharing this information and the 
practicalities of keeping that information in place.  
 
Longer-term change following intervention in pubs and bars? 
The manager of the pub hosting both the non-alcoholic beer and soft drink 
experiments was the most engaged person in this project from any Dalston venue. 
After the formal experiments ended, she set up, on her own without any support 
from the project team, a “Dry January” campaign, with non-alcoholic beers and new 
soft drinks on offer in the pub. She also asked Club Soda to organise a non-alcoholic 
beer tasting event in the second of her pubs in February (which we did). 
 
This outcome indicates that engagement with pubs and bars can lead to positive 
long-term behaviour change, beyond any short-term project. 
 
In our final interview with them for this project they shared the following: 
 
“When you first came to speak to me our soft drinks were not a high priority for us. It 
was not really something I actively thought about. It was 2 out of 10 in importance.” 
 
“After we chatted I got in some more interesting cordials and some Square Root 
soda.” 
 
“I came to the beer tasting because we want good products and I want something 
good for Sober October and Dry January.” 
 
“The co-design workshop was a useful way to come up with new ideas that were not 
only about product but promotions and other ways to sell too.” 
 
“The experiments were hard, I needed to engage the staff a bit more in what we were 
doing because what they hear over the bar is important to decisions to order more.” 
 
“The non-alcoholic beers were more expensive than I thought they would be. The 
same as normal beer. I would need to look at the price in the future when deciding 
what to stock.”  
 
“I wanted the beer tasting as it was a quiet night in my new bar and I thought it would 
be nice to do and some interesting market research. I have not had time to follow up 
the beers yet or talk to my manager about what to order.” 
 



“What we get in for non-drinkers has now raised up my agenda to 7 out of 10.” 
 
“The most important thing is to have stuff on the shelf that sells. I don’t want 
something we can’t shout about.” 
   



Appendix: More about the online survey 
This appendix will go through some of the key questions from the online survey, 
summarise the responses, and quote some representative or interesting individual 
responses. 
 
There were 34 responses (28 female, 6 male) to the survey. The responders’ age 
varied from 25 to 71, with a median of 38. The number of children they have varied 
from none to two, with an average of 0.5 and a median of zero. Responses to the 
question on employment status were: employed 22, self-employed 8, not employed 4 
(one each of “no”, retired, disabled, and stay-at-home parent). Marital status was given 
as married by 15 respondents, single by 15, co-habiting by 2, widowed by 1, and 1 
respondent gave no response. 
 
In all the quoted responses below, the gender and age of the respondent is indicated, 
for example “M41” is a 41-year-old male. 
 
Question: Your drinking...How would you describe, in your own words, your drinking 
patterns and behaviours? How would you define your relationship with alcohol? 
 
There was a wide variety of responses to this question, from teetotal to drinking quite 
a bit. Two responses from the opposite ends give a flavour: 
 

M41: “It feels too easy to drink. All venues now from cinemas to art galleries 
give you a chance to drink.” 

 
F41: “I don't drink very much, rarely go to pubs and bars. Will have a glass of 
wine with a meal in a restaurant, or at home once or twice a week.” 

 
Question: Would you like [your drinking] to change? How? And why? 
 
Many people would like to drink less, according to their responses, and some are 
happy where they are. A few examples of these: 
 

F37: “I would like to be strong enough to refuse a drink while in a drinking 
environment. I find my designated "non-drinking" days involve staying at 
home.” 

 
M41: “I'd like to be more confident about not drinking whilst out as I'm 
certainly drinking more than 21 units a week. “ 

 
F48: “I would like to be able to drink "like a normal person", otherwise I don't 
think I can drink at all.” 

 



F27: “The drinking culture is such a big part of the London culture, and it's hard 
to integrate when you don't drink/don't drink that much. I'd like to be able to 
go to professional events where there's other stuff besides beer (juice, water, 
soda, etc).“ 

 
Question: What makes a good night out for you? 
 
We are starting to see some interesting responses for this question. The choice of 
non-alcoholic drinks is mentioned by several people in their answers, without any 
prompting in the questions yet. 
 

F48: “Good food and nice drinks - not just diet coke” 
 

F31: “A good venue, with good company, alcohol free beer and not being 
insulted by the bar staff for asking for alcohol free beer.” 

 
F33: “Good company, good food and a music that isn't so loud I can't hear what 
my friends are saying....a good choice of mocktails too” 

 
Question: Do you have an idea of what you’ll order before you get to the bar? (This helps us 
understand when you make the decision to choose one drink over another.) 
 
The responses to this question were more or less equally split between “yes” and “no” 
answers. But there were also several answers that bring up one of the main issues for 
the entire project: the poor choice of non-alcoholic drinks.  
 

F47: “I usually ask for tea but I search the fridges for what alternatives there 
may be.” 

 
F31: “I know what I'd like, but it's unlikely it would be there (alcohol free beer). 
Failing that, no idea. There's not usually anything else that I actually want to 
spend my money on.“ 

 
F33: “It will totally depend on the selection of soft drinks the bar has to offer...I 
don't like fizzy drinks so it's even more limited for me...” 

 
Question: What, if any, are the differences between choosing an alcoholic drink and a soft 
drink? Does this decision depend on company or venue? 
 
This was another question with many interesting responses. Peer pressure, poor 
choice and quality of soft drinks feature prominently in the answers. 
 

M43: “It feels weird to be drinking a non-alcoholic drink in a pub.“ 
 

F27: “If I think I'm going to get teased I won't order a soda.” 
 



F53: “Don't really find myself among non-drinkers, and soft drinks are basically 
flavoured sugar. I can't bear a sweet taste. Oh, and they are usually served in 
the sort of glasses that children's drinks are served in.” 

 
F54: “Most soft drinks are sugary and short in volume , you wouldn’t want to 
drink them all night” 

 
F31: “Depends what doing afterwards. Not likely to drink if only have one. 
However, soft drinks (non carbonated) are often not good value - sometimes 
very small and paying way more than buying a whole or more outside pub 
environment!!” 

 
F30: “I hate soft drinks, generally they're too sugary - have not touched a coke 
or sprite, etc for years. If this is all they have, I'd rather opt for the fun alcoholic 
drink.” 

 
Question: How do your friends influence your choice? (This helps us understand the role of 
peer pressure.) 
 
There were mixed views on the question of peer pressure (although as noted, it had 
already been raised by a few people before this question). Some feel the pressure, 
some don’t. 
 

F34: “My friends are fab and would never put any pressure on to drink. It is 
often assumed that we will be drinking though (friends bringing a bottle to a 
BBQ, for example).” 

 
M41: “Would find it hard to drink soft drinks if I was with one friend drinking 
pints. Easier if I go out with a bigger group of friends as there's usually 
someone else not drinking.” 

 
F47: “I have been pressured most my life to 'just have one' and have 
occasionally given in to peer pressure. If heroin was pushed in the same 
manner as alcohol is by 'friends', they'd be arrested. Non-drinking is viewed as 
anti-social and I've often been called 'a snob' or 'party-pooper' cos I don't drink. 
I have also not been invited to 'do's' or only invited cos I can drive everyone!” 

 
F33: “There is no pressure now that I don't drink ....I have lost some friendships 
due to me now not drinking (some people feel really uncomfortable drinking 
alcohol with a non drinker)” 

 
Question: How important are the bar staff in helping you choose your drink? Does your 
interaction with them impact on your choice of drink? 
 
Generally, the bar staff was not considered to be very helpful in the answers to this 
question. The difference in their knowledge about alcoholic vs. non-alcoholic drinks 



was raised, as well as upselling larger glasses without really asking. To be fair, many 
pointed out their good experiences as well. 
 

F47: “Staff know a lot about alcohol (if well trained) but aren't often taught to 
sell non-alcoholic drinks with the same knowledge or interest.” 

 
F34: “Not important, except when you ask for a glass of wine and they say 'a 
large?' or just automatically give you a large. they should not do this!” 

 
F31: “It's rare for me not to be insulted or mocked by bar staff if I ask if they 
serve alcohol free beer, even if they do actually sell it. If they don't serve it, it's 
unlikely they're willing to tell me about their soft drink options, none of which 
I'd be particularly keen on anyway, so it depends what they can be bothered to 
offer me. I wish all that I just said was an exaggeration, but it's really not” 

 
F33: “Yes hugely! Sometimes they can be a bit rude and impatient if I ask what 
kind of soft drinks they have on offer...however I have been to places where 
they make a really great effort to accommodate me i.e. improvise on a cocktail 
to make it a more interesting mocktail...” 

 
F43: “They are in no way helpful. I have never asked bar staff for suggestions. 
And I refuse house doubles if they try to propose them.” 

 
F30: “If they're really nice I might get more adventurous/expensive stuff on the 
menu, otherwise, get a beer/cider. If they're not nice, I end up leaving the 
venue (have done this multiple times)” 

 
Question: Do you like to be recommended drinks by bar staff, or do you just go for your 
usual drink? 
 
The response to the question about recommendations was generally negative. It was 
noted several times that either there isn’t much to recommend, or that such 
recommendations were unlikely to be forthcoming for various reasons.  
 

F48: “It would be nice to have something recommended but unlikely for a soft 
drink” 

 
F47: “I'd like to have recommendations made but often the choice is limited 
and staff knowledge is too.” 

 
F31: “I'd rather like them to be willing to recommend something.” 

 
F33: “Generally there aren't enough choices of soft drinks for them to 
recommend any...” 

 



The final example answer offers a dose of realism on the choice between 
non-alcoholic and alcoholic drinks being offered: 
 

F35: “I think if somebody said 'actually, try this' I probably would if it wasn't too 
outlandish. But still I don't think it would make me choose a non-alcoholic 
drink over an alcoholic one (if I was drinking)” 

 
Question: How does buying drinks in a round (one person buying for several people at the 
same time) affect what you drink? How does it make you feel to be included/excluded? 
 
Perhaps the clearest message from this survey is that rounds are not popular among 
non-drinkers, for several reasons. 
 

F37: “I hate rounds. Both from a financial and health perspective. As a 
struggling young musician I would find clever ways to avoid participating so 
that I wouldn't have to fork out for the indulgences of 5 other people. 
I always feel indebted to the person who bought the round and I tend to 
remember who bought drinks and who freeloaded, which can make the 
evening unnecessarily fraught. Rounds are quite a British thing. I had to learn 
the rules when I moved here. Now that I don't struggle financially quite as 
much I find it less stressful but I still believe buying rounds leads to excessive 
drinking, especially for males.” 

 
F34: “Mmm, interesting! When not pregnant, I think I would drink more if in a 
round. I'd want to get my money back for the round I'd bought so might order 
a large wine when I only want a small one or stay in for more rounds than I 
actually want. ” 

 
M43: “Included. I like it but worry that I have to drink as much as everyone 
else.” 

 
F25: “I either do rounds with wine bottles (lethal and only with particular 
friends) or spirits and mixers with another group of friends. If I want to drink 
less, sometimes I might buy spirits and mixers for my friends and get myself 
just water, and then wait for their round so they buy me a drink back. Or if I 
want a particular more expensive drink, I'll buy it on my round so they don't 
pay extra for me. With that group of friends, it's flexible about who buys 
rounds - depends on who's feeling flush at the time - so it feels like a generous 
circle of love! If I'm excluded it's usually by choice - if I know I might be leaving 
early, for example.” 

 
F31: “Rounds quite stressful - worry my drink is pricey vs. others, have to 
remember them all, almost commits people to having lots of drinks. I'd rather 
do it separately!” 

 



F30: “End up drinking way more generally if there's a big group so everyone 
could make it fair by buying the even amount. I don't like rounds... wish they 
would go away” 

 
But despite all the negative comments about rounds, not everyone minds them: 
 

F53: “It doesn't. It's the norm here.” 
 
Questions: What might encourage you to try something new (a new type of soft drink for 
example)? 
 
Several different answers were given here, from the quality of the drinks to 
recommendations by trusted sources. 
 

F37: “The availability of a range of quality, tasty drinks that don't contain (much) 
sugar or nasty artificial sweeteners.” 

 
F34: “Recommendations from friends, really.” 

 
M43: “Advertising, maybe a friend's recommendation.” 

 
F40: “Point of sale promotion, recommendations from friends, social media 
and bar staff, and money off/vouchers. Also if there were more restaurants 
that paired food with tea or soft drinks I would be likely to try it.” 

 
M41: “Interesting flavours, something which feels 'special', not just fruit juice.” 

 
F48: “If I saw something new I'd try it because the usual offering can be 
limiting.” 

 
M48: “I am willing to try non-alcoholic beers or wine if they are reputed to taste 
more "real", most are watery or sweet.” 

 
F47: “Staff knowledge, product information (eg. locally made).” 

 
F33: “If a bigger deal was made of drinking soft drinks for example, when I am 
out I sometimes ask bar staff to put my soft drink in a wine glass as it feels 
more like I'm on a proper night out....maybe introducing super funky glasses 
for those drinking soft drinks would be an ideal.” 

 
F34: “If someone gives me the drink for free on the street or in a meetup, I 
would be encourage to try it. In the case of a bar, maybe if they advertise it as a 
'healthier' version of what there is in a market.” 

 


