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Welcome to the Westons Cider Report update, Covid 19 Edition. The 5th cider report, the annual
overview of the cider marketplace, was published on 16th March earlier this year. The following week,
the UK entered lockdown, and everything else we know from there. The report sheds some light on the
shopping habits that affected the off trade cider market, and reports the numbers, but also shares how
the on trade is now performing as it slowly and intermittently exits the first national lockdown.
As always, if you have questions or comments, please do get in touch; our details are at the end.
Before looking in depth at the cider category, it’s sensible to reference the context of other alcohol
categories. In the off trade total beers, wines and spirits saw an increase in value of 13.2% in the
latest 52 weeks. In the on trade total beers, wines and spirits saw a value decrease of 35.4%, so the
dynamics seen within cider are also a reflection of the wider market with a lot of the challenges not
being unique to cider.
We’ll start by looking at the combined effect on the cider industry as a total. In the 12 week period to
Mid-July which covers the temporary closure of the on trade, total cider was £387.2M down on the
same period last year. This equates to a 47.8% decrease in cider value, and a 14.1% drop in volume.

2019

2020

£523,600,000

ON TRADE
VS
OFF TRADE

TOTAL
CIDER WAS

£12,974,027

£287,079,936

£410,525,056

12 Weeks up to Mid-July Last Year

12 Weeks up to Mid-July This Year
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You’ll remember from the last cider report that the on trade represents 65% of market value,
and 38% of market volume so it’s overall cider value that has taken the biggest hit. This split
between the two channels has now shifted so much so that our August data read showed that
the off trade now accounts for 51% of all cider value and 76% of total cider volume.

ON TRADE VS OFF TRADE
CIDER VALUE SHARE

65% 35%
CIDER VOLUME SHARE

38% 62%
CIDER VALUE SHARE

49% 51%
CIDER VOLUME SHARE

24% 76%
LOOKING AT THE ANNUAL PICTURE...
ON TRADE
TOTAL CIDER
IS WORTH

OFF TRADE
TOTAL CIDER
IS WORTH

£1.2BN £1.3BN
-39.7% +15.1%
AND

AND

YOY
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WITH THE ON TRADE CLOSED,
THE OFF TRADE HAD ITS OWN SET
OF CHALLENGES TO CONTEND WITH...
WEEKLY OFF TRADE CIDER VALUE
VALUE

VOLUME

PENETRATION

FREQUENCY

1,278 556 48.3% 11.6

£

MILLION
P/A

MILLION
LITRES P/A

15.1%

OF HOUSEHOLDS
BUYING CIDER P/A

12.6%

5.7%

SHOPPING TRIPS
FOR CIDER P/A

3.6%

AV. PURCHASE
VOL

35.3

LITRES OF CIDER
BOUGHT P/A

3.8%

It goes without saying that with the on trade closed, the off trade had its own set of challenges
to contend with. Keeping shelves filled and products in stock is no mean feat when, with little
warning, you encounter a period in which you have 19 weeks in which spend was larger than
Christmas week. In the chart below, the highest Christmas sales week is represented by the
dotted line. Between April and August cider sales were above Christmas week for 19 weeks.
Retailers spend much time, resource and focus preparing for Christmas each year, however this
highlights the challenges of this period of lockdown.
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OFF TRADE CIDER
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SHOPPER BEHAVIOUR
At a total grocery level, making fewer, bigger trips is
still the most popular behavioural change as shoppers
go out shopping less often but buy more when they
do, however we are seeing more shoppers reducing
trip size than back in May. In May 57% of shoppers were spending
more per trip and making fewer trips, this has fallen to 51% in
September with the second most popular behaviour change being
higher spend and more trips at 20% of shoppers.

IN MAY

57

%

OF SHOPPERS
WERE SPENDING
MORE PER TRIP
AND MAKING
FEWER TRIPS

For cider specifically, the first big change we saw in the off trade was
in penetration, as new shoppers entered the market to purchase
cider to drink at home. Penetration peaked at 48.6% of UK households
in July. The latest update to the 6th September shows 841,470 more
shoppers buying cider than in the same period a year ago.

CHANNELS
Online and convenience have been the key growing channels for both total BWS and cider,
particularly with new shoppers. For total BWS, convenience spend was +50% and online
+116%. For the cider category specifically, convenience spend was +33% and online +101%
and in all cases new shoppers were the main driver (Kantar 28w/e 6th Sept).
Despite the recent strong growth in online and convenience, supermarkets still account for 56.7% of
cider spend with this share only falling by 0.2ppt compared to the previous year. Convenience has
17.7% share of cider spend, and online has 9.6% share which has increased from 6.3% last year.
So although online has accelerated supermarkets are still the shop window for cider.
Interestingly the discounters lost share, likely because they lacked established online offerings for
shoppers to swap into, but also less stores that would be classified as a convenience shopping missions.

CIDER SHARE
ONLINE AND
CONVENIENCE
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KEY GROWING
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SEGMENTS
ACCELERATED PREMIUMISATION

IN 2020, CRAFTED
CIDER VALUE IS UP

You will be familiar with our segmentation from previous
cider reports, ranging from value white cider as the
bottom tier to crafted cider at the top.

59.6

%

COMPARED TO
LAST YEAR.

The last 12 months has been particularly strong for crafted cider with its
share increasing from 10.9% to 13.1% of cider value. Year-on-year growth
of 38.8% puts it significantly ahead of total market at +15.1%. Crafted is
also making strong inroads in the convenience channel having moved
share from 7.5% to 10.2%, value is up 59.6% compared to last year.
While crafted was the fastest growing sector in both the total grocery
market and in the convenience channel, value white cider lost share and
declined in both channels. Minimum unit pricing in both Scotland and
now Wales has expediated the move to higher quality propositions and
accelerated the premiumisation trend we have talked about in previous
cider reports. Value white now has less than 5% share of the cider
market, and just 9.2% share in convenience down from 11.5% last year.

THE

FASTEST
GROWING
SECTOR

IN BOTH THE
TOTAL GROCERY
MARKET AND IN
THE CONVENIENCE
CHANNEL

REGIONS
The regions growing over and above
market growth of 15.1% are Wales &
South West (+21.0%), Anglia
(+17.5%) and the North East
(+18.4%). In terms of volume growth, Scotland is
growing significantly ahead of the market at +23.3%
vs. +12.6%.
In Wales value is growing ahead of volume because
they overtrade in crafted cider which has a higher
than average price per litre at the top tier of our
segmentation. Scotland is seeing volume strongly
outperform value growth because it overtrades in
mainstream cider, which in the latest period has a
lower average price per litre than even the value
tiers. Value amber cider is £2.36/L in Scotland
whereas mainstream is £2.11/L. This is partly down
to the much larger pack sizes in the mainstream tier.
Mainstream cider accounts for 70% of Scotland’s
cider volume in the latest 52 weeks.
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SCOTLAND

+23.3%

% OF TOTAL
VOLUME
GROWTH
NORTH
EAST

+18.4%

ANGLIA

WALES
WSW

+17.5%

+21%
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OWN LABEL VS. BRAND
A quick note on branded compared to own label sales. Big packs dominated as shoppers
stocked up during lockdown, with this in mind and the fact that own label is largely in
singles and 4 packs we have seen own label fall behind branded options in the latest
12 months. Own label has moved from 8.8% share of cider value to 7.2% after seeing
a decline in value of 5.9% year-on-year. Branded has grown 17.1% vs. last year.

FORMATS
With pubs closed and shoppers looking to make fewer trips to the supermarket it comes
as no surprise that larger packs have had a strong year. In the latest 52 weeks packs
larger than 10 made up 11% of cider spend, this is up from 10% the previous year. Ten
packs went from 15% share last year to 18% this year, this was the fastest growing pack
size seeing growth of 34.1%. This trend was not just seen in supermarkets, the convenience channel
also saw strong growth in large packs with ten packs up 38.7% and packs larger than ten up 103.7%.

YOY%
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0
-5

SINGLES 10 PACK

-1.8%

Larger packs are the fastest growing cider format. Cans grew by 23.9%, and slightly ahead of this at
+25.1% in convenience. This growth does come from a smaller base with 10 pack having 12% of
convenience cider sales and larger than 10 at 4% share. However, this growth does demonstrate that
convenience stores can drive significant growth through large packs, so making space for them in
store particularly in the current climate can pay off.

WITH PUBS CLOSED AND
SHOPPERS LOOKING TO
MAKE FEWER TRIPS TO THE
SUPERMARKET IT IS NO
SURPRISE THAT LARGER
PACKS HAVE HAD
A STRONG YEAR
Westons CideR RepoRt
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BIGGEST WINNERS BY INDIVIDUAL SKU
In the 6 months to mid-August the SKUs that had seen the biggest value increase were
mainly large packs as cider drinkers stocked up. The highlighted SKUs are all pack sizes
of 10 and above. There are also 2 rosé SKUs and 2 cloudy cider SKUs in the list highlighting
how these sub-categories have continued their significant growth this year.

1
2
3
4
5
6
7
8
9
10
11
12
13
14
15
16
17
18
19
20

PREV 6 MONTHS

6 MONTHS
ENDING
15TH AUG 20

CHANGE

Strongbow Dark Fruit Can 440ml x 10

£31,785,598

£44,296,512

£12,510,914

Thatchers Gold Can 440ml x 10

£10,884,228

£23,298,820

£12,414,592

£0

£9,795,631

£9,795,631

Strongbow Can 440ml x 12

£8,181,071

£17,606,542

£9,425,471

Kopparberg Strawberry & Lime Can 330ml x 10

£6,432,795

£15,605,624

£9,172,829

£0

£8,750,788

£8,750,788

Kopparberg Strawberry & Lime Glasbott 500ml

£11,503,672

£19,151,962

£7,648,290

Thatchers Somerset Haze Can 440ml x 10

£4,657,396

£11,777,790

£7,120,395

Strongbow Can 440ml x 18ct

£23,148,200

£29,502,712

£6,354,512

Thatchers Gold Can 500ml x 4

£9,491,175

£15,486,907

£5,995,732

Kopparberg Mixed Fruit Glasbott 500ml

£10,165,490

£15,802,050

£5,636,560

Strongbow Dark Fruit Can 440ml x 4

£28,514,814

£34,005,064

£5,490,250

Kopparberg Mixed Fruit Can 330ml x 10

£7,677,946

£12,707,341

£5,029,396

Lambrini Glasbott 1250ml

£1,313,037

£6,119,383

£4,806,346

Henry Westons Vintage Glasbott 500ml

£18,909,748

£23,499,934

£4,590,186

Kopparberg Mixed Fruit Can 330ml x 12

£4,198,953

£8,632,541

£4,433,589

Magners Original Can 440ml x 18

£6,944,781

£11,144,912

£4,200,132

Thatchers Rose Can 440ml x 4

£2,852,760

£6,670,558

£3,817,797

Kopparberg Strawberry & Lime Can 330ml x 12ct

£4,129,693

£7,639,950

£3,510,257

£914,909

£4,324,773

£3,409,864

Thatchers Cloudy Lemon Cider Can 440ml x 4

Strongbow Rose Can 440ml x 4

Country Manor Bag in box

Lambrini 1250ml is ranked 14th however a lot of this value gain is switching from their 1500ml SKU,
which is down £3.95M in the same period. A number of brands have adjusted their pack size to mitigate
the impact of minimum unit pricing in Wales and Scotland.

NO & LOW
With more people working from home, less early starts
for commutes and more people treating themselves to
nights in at home with good food and a drink, you might
think that moderation and low alcohol options have fallen
off the radar. However, this has not been the case. In the 52 weeks to
6th September the number of no & low alcohol cider buyers increased by
25.7%, and penetration now stands at 5.9% of UK households buying
into this category. The category is worth £20.7M, up 23.1% compared to
last year. Even in uncertain times health and moderation still proved to
be important, it speaks to the longevity of this category that no & low
alcohol does not look to be a passing fad.
Westons CideR RepoRt
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...ON TRADE CIDER VALUE IS DOWN
39.7% YOY...THERE ARE 9137 FEWER
CIDER DISTRIBUTION POINTS...
VALUE

VOLUME

DISTRIBUTION

OUTLET ROS

1,215 178 96,007 18.5

£

MILLION
P/A

39.7%

MILLION
LITRES P/A

DISTRIBUTION
POINTS

40.7%

8.7%

HL / OUTLET / YR

35%

PRICE PER PINT

3.88

£

AVERAGE PRICE PER
PINT OF CIDER

0.06

£

As mentioned earlier, on trade cider value is down 39.7% year-on-year. Volume has fallen by 122M
litres. Due to some outlets not yet having reopened and others streamlining their offer to focus on
‘safe bets’ i.e. more well-known brands, there are 9137 fewer cider distribution points than a year ago.
The Government’s Eat Out to Help Out (EOTHO) scheme worked as intended and provided a boost to
the on trade in August. In the week ending Saturday 15th August the value rate of sale of cider was
actually 10.1% ahead of where it was last year according to the CGA Drinks Recovery Tracker. EOTHO
also boosted confidence with 56% of those who ate out for the first time during the scheme feeling
more confident about going out in the future. However, the ban on meetings of more than six people
from Monday 14th September reversed this. A CGA survey revealed that after this 31% felt less
confident about visiting pubs, bars and restaurants after this new restriction, only 4% felt more
confident. Initial reactions suggested 1 in 4 will hold back on making future plans and 23% weren’t
planning on going out in the near future anyway. This further emphasises that the main challenge for
the on trade is the uncertainty leading to decreased confidence and therefore reduced footfall.
Again looking at the CGA Drinks Recovery Tracker, in the w/e Saturday 10th October 94.2% of outlets
had re-opened vs. pre-lockdown however the following week this was down to 91.4% of outlets as
restrictions tightened and tier 3 lockdowns were introduced. This constantly changing picture means
it’s difficult to draw long term conclusions or make plans as the landscape remains volatile.
Westons CideR RepoRt
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TENURE

BY THE END OF
AUGUST

By the end of August 89% of managed outlets were
trading again, compared to 68% of independents. The
leased sector saw 93% of sites re-open. In March the
independent sector had a 64.5% share of the market
however this has now dropped to 57.7% so there has been a shift in
the balance of the market.

89

%

OF MANAGED
OUTLETS WERE
TRADING AGAIN,
COMPARED TO

68

%

In terms of cider volume we are seeing a reflection of total market
performance across all three, in that all are down around 40% year-onyear. Independent cider volume is -41.5%, leased is -41.0% and
managed outlets are -39.1% vs. the same period a year ago.

OF INDEPENDENTS

PREMIUMISATION
Crafted cider has gained distribution in the on trade, and has seen a smaller decline
than other segments suggesting that there is some premiumisation happening in the
market. The average price of a pint of crafted cider is £4.25 compared to the market
average of £3.88.

REGIONALITY
The current situation may mean that
we have to be more creative in order to
drive future on trade cider volume.
Changing work culture i.e. more working
from home, may mean city centre volumes will continue
to be reduced for the foreseeable future. The major
cities will also see fluctuations as they move in and out
of tiered restrictions – at the end of August London had
been worst hit with only 71.2% of sites having
re-opened. Liverpool had been one of the cities to
bounce back strongest but was put into tier 3 restrictions
on 14th October.
However, on a more positive note there will be
opportunities in commuter towns and smaller
communities where workers have gained back the
time lost on their commute and will have additional
time and money to spend in their local area. The
shape of the market may change and its important
we adapt to make the most of this.
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SEVEN
MAJOR
CITIES:

% OF SITES
TRADING AT
THE END
-AUGUST

EDINBURGH
78.8%
GLASGOW
74.3%

LIVERPOOL
81.5%

MANCHESTER
79.9%
BIRMINGHAM
79.6%
LONDON 71.2%

CARDIFF 76.9%
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LOOKING AHEAD
TO THIS CHRISTMAS...
As the UK approaches December, with inconsistencies across
England, Wales and Scotland when it comes to lockdown
measures, it’s likely the situation will remain unpredictable and
ever-changing. Over half of consumers are claiming they won’t
make long term plans, and when they do go out to celebrate
they will meet fewer people. Confidence is clearly low for
planning and Christmas is likely to look very different in terms of
potentially fewer and smaller gatherings in the on trade. Fair to
expect a record high in terms of BWS and cider in the off trade in
terms of sales. Traditionally 12.5% of off trade alcohol spend is in
December but only 10.5% of cider spend, and so this year more
than any other, cider retailers and suppliers should be ramping
up communications and stock in order to win big in terms of the
fair share of alcohol spend.

...AND
OPTIMISTICALLY AT 2021
In 2021 we hope to see the return of sport with a
full calendar of activity, from the rescheduled
Euro 2020 to the Tokyo Olympics, encouraging
drinkers to return to stadiums, to pubs and to
enjoy a drink with friends while watching at
home. After a subdued year for most, a year of
sport and celebration will be just what the public
needs, which in return will bolster our industry
after a particularly challenging year. If Eat Out to
Help Out showed us one thing it is that consumers
are willing to flock back to the on trade, so there
is no reason to believe that the slowing we are
currently seeing is in any way permanent.

SO MUCH MORE
IN EVERY DROP
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