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DIAL INTO THE UK BAR

SCENE EVERY MONTH

i)

Every month, Wilde Toast speaks to a curated panel of bartenders, bar
managers and venue leads from across the UK, from five-star hotels
to indie bars, to find out what's really happening behind the bar.

We want to give brand teams a monthly snapshot of the on-trade to help pivot ever-evolving strateqgy
and activation. In every report you get on-the-ground intelligence: what quests are ordering, how
behaviour is shifting, and insight in how brands can show up and make it count with bar teams.

We don't just report on bar culture, we're part of it. Our team has 15+ years delivering brand activation, serve
development, advocacy and creative strateqgy that help brands cut through in retail, the on-trade and third
space . We know what lands, what gets ignored and what bartenders say when you're not in the room.

This report is based on structured responses from 38 bartenders and
managers across London, Manchester, Birmingham, Leeds and Bristol,
working in five-star hotels, high-volume bars, and independents.
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If you are interested
in bespoke research and
data projects within the

on-trade please get in
touch with our team.
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90% of bartenders are confident recommending no/low options

AUGUST AT
A GLANCE

This month's on-trade highlights

Which is a very strong signal that this category has matured into an
established part of the menu ranging across all categories of on-trade venue.

Over 80% feel positive about the no/low category overall

Bartenders aren’t just tolerating no/low they now actively back it.
The majority see genuine value in the category and want to see it grow.
This is a significant step forward from 2024.

= ©

70% say no/low drinks are actively selling in their venue

Demand is matching the hype. No/low isn't a talking point, it's
moving on menus and bartenders are seeing quest follow up orders.

|T

‘ ‘ Knowledge on how no/low drinks are made is low
]
) T, Despite high confidence in recommending the category, many bartenders
Deeper understanding for our vV admit they don't fully understand the production methods behind alcohol-free

team on how non alcoholic spirits spirits, beers and wines. That gap in knowledge is a big opportunity for brands.

are made would really help grow . o

, Bartenders want better quality, better support & better training
the no/low category in our venue.

Liquid alone isn't enough. To earn a lasting place on menus, no/low

brands need to step up on flavour, brand support and bartender training.

®

SOPHIE, SWIFT
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THIS MONTH'S
BARTENDER PANEL

Each month, we speak to a curated panel
of bartenders, managers, and venue
leads from across the UK — from five-
star hotels to creative independents —
to get real insights from the bar floor.

\_A

PANEL OVERVIEW
- 20 bartenders, bar managers & GMs
- Mix of five-star hotels, indie bars, and cocktail venues

- Locations: London, Manchester, Liverpool, Birmingham + Leeds

- Data collected via structured interviews + online surveys between 1-15 July
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THE MATURING
OF NO & LOW

50%
0% o ED

The no/low category has clearly levelled
. . Neither 35%
up. Bartenders aren’'t just aware of it
thev'’ bracing it dibl 5% 5%
now,. ey're embracing it as a c.:re ible, Harder 15%
growing part of the back bar. With \\5\:& §i& & A@i\"‘
85% feeling positive overall and 90% o;;\“ ébo;,l‘ e@’ &
confident recommending it, the barrier ¥ 5 R &
is no longer belief but brand execution.
However, brands need to work harder
to take advantage. Product quality still
varies. Rep support is patchy. Venue
. . Most bartenders welcome
support is inconsistent. If brands want ,
There's plenty of awareness through no/low — but brand support
to fully realise the opportunity with the .. .
. advertising but not any kind of liquid quality and serve
developing category, the focus must . -
meaningful training or support to bars. strateqy still Iag behind.

shift to quality, training and advocacy.

JASON, GANTRY PAISLEY
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G U E ST D E M A N D ARE NO/LOW DRINKS WHICH AGE GROUPS ARE BARTENDER CONFIDENCE
FO R N O & LO W SELLING IN YOUR VENUE? DRIVING DEMAND? RECOMMENDING NO/LOW

45% 65%
20s-30s
Yes, are more

: , consistentl likely
No/low is no longer something bartenders Y

have to “sell”, guests are asking for it.
70% say these drinks are actively moving in

venue, and younger guests are leading the Not
charge. The sweet spot? Cocktails, alcohol- Iﬁi"only really
itivo- certain 10% g e )
free beer, and aperitivo-style serves. cateqories 59 405-505 ST &8
60+ Qo’x‘ ‘00000 Q‘OOQ

¢

Lyres are doing a fantastic job. The range is huge and they are very good
at supporting us with POS. They also help with menu development and
perfect serve suggestions. Their bottles and packaging look great too.

Bartender confidence is also strong, but the
follow-up matters. If a quest orders a no/low serve
and it disappoints, the halo fades fast. Brands that

can support flavour, texture and storytelling in
one package will win repeat orders and loyalty.

DANIEL LYNCH, SONNYS RIVERSIDE
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WHAT'S HOLDING
NO & LOW BACK? <

afterthought

Barriers to growth

(based on multiple

Despite real momentum, the cracks are clear. The top responses). I

barriers - poor flavour, limited brand presence in venues, ‘%

Poor flavour
or texture
weak menu visibility and low perceived value. Brands in the TOP MENTIONS
no and low space are not working hard enough to support Lack of visibility No training or
b
N

bartenders and venues with education and venue support.

¢

Everleaf, Crossip and Optus are winning. They're each
incredible flavourful and don’'t try to replace a particular The strongest brands in this space (Everleaf, Crossip, Lyres, Botivo) succeed not
spirit. Usually the brands that set out to be a gin because they put flavour and brand first but back it up with training, activations

substitute or similar are disappointing and tasteless. and visibility. Bartenders love these brands because they execute so well.

on menu rand presence

ot enough stock
/ hard to order

LAURIE, ARCHIVE & MYTH
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GUEST BEHAVIOUR
IN SUMMER 2025

We're seeing a shift in drinking logic. Guests are
drinking less, but better, asking more questions,
making more intentional choices, and looking for drinks
that align with wellness goals. This isn't anti-alcohol,
it's selective socialising. For brands, that means more
scrutiny and more opportunity. Drinks with transparent
ingredients, lighter profiles, or credible no/low
positioning will resonate, especially when framed
with flavour and brand, not just function.

Bartenders report quests are more wellness-

focused, ask more questions about sugar/

calories, and are drinking more selectively.
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YES - MUCH MORE
40%

ARE GUESTS
BECOMING MORE
WELLNESS-
CONSCIOUS?

NOT REALLY

NO

¢

Guests are drinking less than last summer but also being more interested in what they are
drinking. They want to know more about what is put in front of them or suggested to them.

JAKE, SOCK & BUSKIN
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WHAT BARTENDERS WANT FROM BRANDS

The asks are clear: better liquid, better training, more support. But what's most telling is

the tone, bartenders want practical tools, not vague promises. They want help with menu e .
. ) ) ) X Event visibility matters less than consistent,
writing, confidence to talk price and process, and support that helps drive consumer trial.

high-quality presence. If your no/low product

is treated like a token listing, with no one to

BARTENDERS champion it, it won't last._Make bartenders

CALL FOR . . . .
& More low/no product innovation art of the journey, and the results will follow.

ﬂ% Better training — particularly on how products are made ‘ ‘

,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,, More training on the production of non alc spirits.
This would make it easier for the team to understand
the process and explain it to guests who sometimes

think non alco spirits should be cheaper.
% Diversified offering of no/low on back bars and taps

SIMONE, CALLOOH CALLAY
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SENTIMENT &
CAREER OUTLOOK

20%  25% 45% 10% 555
© Yes
The mood is cautious, not negative. Most E e
bartenders plan to stay in the industry, ja :g
but optimism is tied to whether they feel ; B
. . . : > > 40%
invested in professionally, emotionally, o o
. ) . ) ] =z > Maybe
and financially. The passion is still there. 59
What's in doubt is the path. 0 20 40 60 80 100 No

For brands, this is an invitation. ‘ ‘

Advocacy and retention go hand in hand.
| really care about my job, enjoy it, | think I'm talented and the community

If you're building something sustainable,

be it a team, a serve strategy or a brand support is massive. The reason I'm not optimistic is because the overall

ANYA, NIPPERKIN
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TOP 5 BRAND ACTIONS TO TAKE NOW
@ @ Show up on menus, not just instagram @ Think long-term, not one-off

v' Provide training that explains how v' No/low needs real menu presence to sell v/ Many bartenders say brands /aunch
it’'s made, not just how it tastes — visibility still lags behind interest a no/low SKU and disappear

v Treat no/low like a category — v Help bars write great no/low listings v' Build ongoing rep presence
not a one-off product drop that feel premium and relevant and feedback loops

v’ Include no/low in serve strategy sessions, v' Offer stock support or switching v Support venues who want to lead —
incentive plans, and brand events guidance to help bars trial new SKUs not just the ones with high visibility

@ Close the knowledge gap Catch the shift in quest mindset

v' Many bartenders still feel under-informed v 60% of bartenders say quests are more
— even if they're confident serving it conscious about wellness and ingredients

v" Build tools that help bartenders v’ Be part of the “lighter drinking”
educate guests confidently movement, not just the non-alc shelf

v Empower reps to run tasting-led, v’ Think beyond Dry Jan — this is

storytelling-driven sessions year-round behaviour now
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WILDE TOAST:
LISTENING, THINKING, DOING

Wilde Toast is a specialist drinks activation agency built by people who've worked the floor, poured the drinks and launched
the brands. We partner with some of the world’'s most respected drinks companies to bring brands to life in bars, festivals
and trade spaces across the UK. But we go beyond execution. Our team gathers real insights from bartenders every month
to help brands make smarter moves, serve better drinks and build meaningful relationships where it matters most.

OUR SERVICES: e /4 /i-
\'
BRAND ADVOCACY & BARTENDER MENU STRATEGY &
ACTIVATION ENGAGEMENT SERVE DEVELOPMENT
Whether you're shaping a
serve strateqgy, planning
an activation, looking to
(&" earn bartender advocacy or
commissioning qualitative
data capture, we can help.
BARTENDER INSIGHTS & SAMPLING CREATIVE

ON-TRADE RESEARCH CAMPAIGNS STRATEGY



READY TO GO DEEPER?

Our on-trade reports can be tailored to your brand, region, or category. We also offer:
v’ Serve Strategy Workshops
v Bartender Feedback Panels
v' On-Trade Research

v Product & Strategy Validation
Let's build something bartenders believe in.

tom@wildetoast.com

www.wildetoast.com

Follow us on LinkedIn

Based in the UK. Available globally.


mailto:tom%40wildetoast.com%20?subject=
http://www.wildetoast.com
https://www.linkedin.com/company/wilde-toast/posts/?feedView=all

