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HELLO AND WELCOME 

TO THE DRTY HARD 

SELTZER HANDBOOK

When we first launched DRTY back in 2019, Hard Seltzer was still 
relatively unknown in the UK. In the early days most people assumed 
it to be a brand extension for a well-known digestive tablet, or at best 
had heard whisperings of a new type of drink making waves across 
the pond.   

Following some high profile launches and a fair amount of social media 
frenzy, we find ourselves amidst a Hard Seltzer gold rush with the 
category now one of the hottest trends in the UK drinks scene.

Despite all the hype, plenty of fog remains around the category; what 
is a hard seltzer? Who is the consumer? How big is the category today 
and how big can it ultimately be?

With this in mind, we created the DRTY Hard Seltzer handbook; your 
ultimate A-Z guide to Hard Seltzer. Everything you need to know, from 
origins, brands in market, expert opinion, consumer demographics, 
case studies, market size and future predictions. We hope you find the 
content interesting, insightful and useful!

POTENTIAL UK 
MARKET SIZE:

CURRENT UK MARKET VALUE

MARKET GROWTH:

ON/OFF-TRADE SPLIT:

POTENTIAL UK 
MARKET VALUE: 

13.7m consumers £10.4 million 

over 1,000% 

0.4% on trade 
99.5% off trade 

£75m by 2023

Do you believe the hype?

“Crack open a can of DRTY, have 

a read of the handbook and make 

your mind up!” 
Cheers, 
Matija & Oli

CURRENT UK 
MARKET VOLUME

1.6 million litres
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It’s early days for the category so the 

data we cite in the report needs to be 

interpreted with a degree of caution.  

You’ll find our sources listed below:

SOURCES

o CGA Strategy Data to 31 October 2020 

o CGA Strategy Drinks Recovery Monitor Q2 2020 

o Kantar Worldpanel – data to 29 November 2020 

o Google Trends – accessed January  2020 

o theiwsr.com 

o The Grocer 28/11/2020 

o https://www.oldmoutcider.co.uk/en/nutrition 

o https://www.yellowtailwine.com/wp-content/uploads/2020/09/YT-Nutritional-
Chart-2020-UK-EU.pdf  

o https://www.grandviewresearch.com/industry-analysis/hard-seltzer-market

DATA SOURCES

Compiled & Authored by Matthew Langley - Miyagi Food & Drink 

https://www.theiwsr.com/
https://www.oldmoutcider.co.uk/en/nutrition
http://https://www.yellowtailwine.com/wp-content/uploads/2020/09/YT-Nutritional-Chart-2020-UK-EU.pdf
http://https://www.yellowtailwine.com/wp-content/uploads/2020/09/YT-Nutritional-Chart-2020-UK-EU.pdf
https://www.grandviewresearch.com/industry-analysis/hard-seltzer-market


WHAT IS

HARD SELTZER?

2013

SpikedSeltzer is launched by David 

Holmes and Nick Shiels. Shiels was 

sat in a dive bar in Connetecuit, 

USA and witnessed a group of 

women order a round of Vodka 

Soda’s at the bar. Working in the 

beer industry at the time, it gave 

him an idea - to recreate the 

popular cocktail drink in a brewed, 

canned form.

Launch of White Claw 

in the USA by Mark 

Anthony Brands.

SpikedSeltzer is 

acquired by AB Inbev 

as category potential 

begins to become 

apparent.

Hard Seltzer 

category reaches 

$500m in sales.

The year it became huge. 

American comedian Trevor 

Wallace sparks a social 

media frenzy with his 

video that parodied White 

Claw drinkers. Causes a 

nationwide shortage of 

White Claw. Sales hit $1.5bn.

The first brands start to 

emerge outside of the USA. 

DRTY launches in the UK.

Hard Seltzer reaches 

$4.5bn in global sales 

value.

2015 2016 2018 2019 2019 2020



DEFINITIONS

RULES

HARD SELTZER
‘HARD’ MEANING
ALCOHOL

‘SELTZER’ MEANING
SPARKLING WATER

ORIGINS

ORIGINS &

DEFINITIONS

Literally speaking, Hard Seltzer can be broken down into, ‘Hard’; meaning alcoholic 
and ‘Seltzer’; an American term used to describe sparkling water. In other words, 
Hard Seltzer is simply sparkling water with light fruit flavouring, combined with 
alcohol. We aren’t talking about champagne here and there isn’t a concise sentence 
for what constitutes a Hard Seltzer. However, there are a set of rules we use at DRTY 
to define the category.

Base alcohol: 
Brewed, Fermented or  
Spirit Distilled 

Ingredients: 
Base alcohol, sparkling 
water, flavouring

4-6% 30kcal

Calorie Content:
under

ABV

Carbohydrate/ 
Sugar content:
Under 

per 100mlper 100mls
2g

Hard Seltzer as a category was born in Connecticut, USA. Nick Shiels, a brewer by 
trade, was sat in a bar when he witnessed a group ordering a round of Vodka Soda’s. 
Working in the Beer industry at the time, it gave Shiels an idea - to recreate the 
popular, low calorie cocktail drink in a brewed, canned and ready to drink form. He 
wanted to capture the key attractions of what a Vodka Soda delivered; sessionability, 
low calories, fruit flavours and an unsweet, dry taste with some of the features more 
associated with brewing; fermentation and convenient packaging. In 2013 he launched 
the first Hard Seltzer brand in the world, ‘SpikedSeltzer’ and sparked a category that 
just 7 years later would reach an estimated $4.5billion in global sales. 
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As per Google Trends, the top 5 trending countries for Hard Seltzers are as follows. 

1 2 3

The trend line above clearly shows some seasonality, with interest peaking in both summers of 2019 and 2020. 

UKCANADA
IRELAND

USA NORWAY 4 5

Hard Seltzers are a global phenomenon, 

highlighted by search engine activity that 

can be tracked in Google Trends. 

HARD SELTZERS

AROUND THE WORLD



HARD SELTZERS

IN THE USA

Hard Seltzer has undergone a meteoric rise in the the USA. 

IWSR estimate that by the end of 2019 over half of USA consumers 
drank Hard Seltzer at least once a week, generating over $4bn in sales 
and equating to 724.5mllion litres of product.  

Contrary to what you might think, success has not been limited to the 
take-home trade. CGA research into the US On-Trade showed that by 
the end of 2019, Hard Seltzers had generated $1.2billion in sales and 
accounted for 1.1% of all BWS. 

Looking ahead, IWSR do not see this growth abating and are 
forecasting the Hard Seltzer category to triple in size by 2023. 



UK consumers have never been more health aware and the challenge of 
Covid19 has only accelerated this. 68% of UK consumers today proactively  
try to lead a healthy lifestyle, with 2 in 3 people, ‘taking precautions to 
protect long term health, such as changing what I eat and drink and how 
frequently I exercise’.

With these trends as a backdrop, people are more likely to choose alcoholic 
beverages that are lighter and lower in calories, which has certainly 
contributed to Hard Seltzer’s meteoric rise globally.

The Off-Trade RTD category is estimated to be worth £235 million and is 
growing 28.6% per year - 9% ahead of the wider alcohol category. It has 
significantly evolved over the last 10 years, now offering more premium 
propositions to meet changing consumer needs. 

The average UK retailer now stocks a broad range of RTD’s made up of 
premium spirit and mixers, pre-mixed cocktails, alcopops and Hard Seltzers. 
Alcopops of old now only account for 8% of a typical retailers RTD fixture. 

Under EU law, alcohol above 1.2% is currently exempt from the statutory 
requirement to provide calorie and nutritional labelling. 
Post Brexit, the UK government is consulting to change this rule as part of 
its obesity strategy. Many predict that alcohol is likely to fall in line with the 
rest of the food and drink marketplace, and become obligated to provide 
nutritional information on pack. Should this happen, Hard Seltzer  
will become an attractive choice for label checking UK consumers.

We can apply all the logical argument in the world, but time and time again 
consumer trends transcend logic. Fuelled by a social media frenzy sparked 
by a viral Youtube video created by comedian Trevor Wallace. Seltzer has 
become a lifestyle movement. Via the power of social media, there is every 
chance this culture will translate in full across the pond. 

Brandy Rand, IWSR COO of the Americas summarises this perfectly:
“In the late 1990s, anything served in a martini glass was considered a martini, 
even if it wasn’t of a gin/vodka & vermouth base. The term “martini” became 
synonymous with a sophisticated sipper, and brands wanted to tap into the 
attributes of the martini lifestyle, regardless of what ingredients were in the 
glass. We are now seeing the same patterns with the hard seltzer.”

Health Aware Consumers 

Ready to drink has evolved into a fast-growing sophisticated 
premium drinks category

Calorie and Nutritional Labelling on Alcoholic Drinks 

Old Mout Berries and Cherries Cider 500ml 270Kcal 43.5g carbs 

Yellow Tail Pink Moscato Rosé 250ml 177.5Kcal 16.3g carbs 

DRTY White Citrus Hard Seltzer 330ml 89Kcal 0 carbs 

A lifestyle movement 

THE MARKET IS 

SPARKLING FOR HARD 

SELTZER IN THE UK



“The Hard Seltzer category has seen unprecedented growth in the United States On-
Premise over the last few years, attracting over 17 million consumers and 1.2$bn dollars 
in sales. Due to the COVID-19 pandemic, the category never really got its chance in 
summer 2020 in GB, but there are numerous signs that Hard Seltzers have a huge 
amount of potential to build on a plethora of listings in the On-Trade. 
We know that 2 in 3 GB consumers actively take precautions to protect their long-
term health, and that 39% of consumers try new drinks when out, which fits for the 
bill for a new, low calorie category to flourish in the On-Trade. And although only 4.4m 
GB consumers have heard of Hard Seltzers so far, once described to them as a ‘low 
calorie carbonated drink with natural flavours’ a total of 13.7m GB consumers would be 
likely to try them if available. With those ‘likely to try’ being a younger and more affluent 
consumer than the GB average, the immediate opportunity for the category  
in the-On Trade is there to be taken.”

Hard seltzers appear to be in a strong 

position to tap into the growing consumer 

demand for refreshing, low-calorie and 

low-sugar drinks. It’s great to see big and 

small players moving into this sector, as 

well as early signs that retailers are keen 

to support this emerging category. 

Ted Mulcauley 
Senior Client Manager, CGA Strategy 

Sonya Hook
Drinks Journalist

Tom Mallett
Consumer Insight Director – Alcohol, Kantar Worldpanel 

“Hard Seltzers are an exciting addition to the GB market. Although it is still early days, 
the growth seen in the US suggests a positive future for the category in GB and should 
further boost the growth of the strongly performing RTD category. In addition to 
supporting category growth, the emergence of Hard Seltzers should help to further 
alter perceptions of RTD in the same way that premix products (such as canned gin  
and tonic) have done so successfully over the past few years.  
Hard Seltzers represent a shift away from the sugary image once associated with 
RTDs, offering a low-calorie option that is likely to appeal to health-conscious 
consumers. Initial shopper data shows that Hard Seltzers have resonated strongly 
with its target market of younger shoppers; going forward, the focus should be on 
broadening appeal among more shoppers in order to drive long-term growth.” 

VIEWS FROM 

THE EXPERTS



John Vine
Buyer, Waitrose

Lucy Britner
Drinks Journalist“The growth of Hard Seltzer’s in the US is extremely impressive 

and hard to ignore. However, I don’t subscribe to the view that 
success across the pond will definitely mean success in the UK 
and I think there are still some key barriers that the category will 
need to overcome. Hard Seltzer is a challenging term that many 
UK consumers don’t understand, so marketing communications to 
support the category will be key. I am watching the category with 
eager anticipation, however in my view it will be at least 2 or 3 years 
before the category achieves mainstream adoption.”

“Hard seltzers are this generation’s alcopops. The trend has caught 
on and it has got legs – so we will see them gain popularity in the UK 
for some time. But it’s worth remembering that it is a trend and, like 
many others, may shrink back in a few years.” 

“The category is being embraced by younger (LDA) people who are 
looking for a drink that won’t cost them too many calories and carbs 
– and this has become the core of what ‘Hard Seltzer’ means to UK 
drinkers. Trends towards ‘clean’ and ‘natural’ ingredients will also 
bolster the category and we will see more entrants approximate the 
‘hard seltzer’ formula, with lower calories and fewer carbs.”

VIEWS FROM 

THE EXPERTS



THE
GOLD RUSHMULTINATIONAL

As with all fast-growing categories, 
we have seen a rush of entrants over 
the last 12 months, from some of the 
world’s largest multinationals to small 
independents and start-ups. While 
all this innovation is good and makes 
for a strong and vibrant category, the 
key for retailers and operators is to 
ensure that the brands and products 
are effectively supported to grow 
both the Hard Seltzer and BWS 
pie rather than look for short term 
volume and profit.  

To do this, buyers should select a 
range of brands that are sufficiently 
differentiated and appeal to varied 
consumer groups. 

INDEPENDENT

UK BRAND 

LANDSCAPE



THE HARD SELTZER 

CONSUMER

CGA data suggests 13.7 million GB consumers 
are likely to try Hard Seltzers if they are 
available. In this section we begin to understand 
these consumers and their interests.

62% 1%

12% 31%33%
38%

FEMALE

HIGHER THAN THE 
UK AVERAGE

HIGHER THAN THE 
UK AVERAGE

HIGHER THAN THE 
UK AVERAGE

HIGHER THAN THE 
UK AVERAGE

Average Household Income 
£39,577...

Average monthly spend 
on eating and drinking 
out £106.3

21% are in white collar 
professions.

40% drink out at 
least weekly.

MALE



Hard Seltzer consumers have greater disposable income as, while their 
household income is only marginally above the UK average, these consumers 
spend 12% more each month on eating and drinking out.  Similarly, they are 
prepared to pay more than the GB average for their drinks when drinking out, 
with 63% saying they are prepared to pay more for a better-quality drink.

The hard seltzer consumer is more open and experimental, drinking 
across 4.4 different categories of drinks and has 14.6 drinks brands in their 
repertoire versus the GB average of 3.7 drinks categories and 12.4 
drinks brands. 

Hard seltzer consumers are also more likely to be drinkers of fruit ciders, 
spirits and cocktails, while less likely to be drinkers of beer and apple ciders. 

The data shows the UK Hard Seltzer consumer over indexes with those 
under 35 and females – indeed 43% of 18-34 females said they would be 
likely to try hard seltzers on a night out, vs 28% for average GB. 43%

63%

18-34 females said they 
would be likely to try hard 
seltzers on a night out

are prepared to pay more 
for a better-quality drink. 

“How likely would you be to try hard seltzers if they 
were available in your local pub, bar or restaurant?”

46%
Of cocktail 
consumers 
are LIKELY to try 
Hard Seltzers
+17pp vs GB

39%
Of Spirit 
consumers are 
LIKELY to try 
Hard Seltzers
+11pp vs GB

34%
Of Cider 
consumers are 
LIKELY to try 
Hard Seltzers
+7pp vs GB

27%
Of Wine 
consumers are 
LIKELY to try 
Hard Seltzers
0pp vs GB

26%
Of Beer 
consumers are 
LIKELYto try 
Hard Seltzers
-2pp vs GB



Hard Seltzer may be a new category for the Off Trade but it is already making an 
impact. The platform for success is there, with every major retailer allocating shelf 
space to the category to some degree in 2020.  Kantar have been monitoring the 
category for one year and already it is showing impressive volume figures, with over 
1.5 million litres sold in the 52 weeks to 20th November 2020. Since the beginning of 
the year the category volume has grown a massive 1087%. 

Lime
32% Morrisons

46%

Other
3%

Coop
1%Aldi

1%

Asda
4%

Sainsbury’s
4%

Tesco
35%

Other Citrus
13%

Cherry
19%

Apple
20%

Mixed Berry
4%

Passion Fruit
5%

Raspberry
5%

Other
2%

Hard Selzer’s growth is being driven by all 4 drivers of growth; penetration, frequency, 
volume per trip and price. Whilst penetration is currently 3.3% of UK households, this 
has increased a whopping 371% since January. Furthermore, frequency of purchase 
has grown 72% over the same period, volume per trip has grown 25% and price per 
litre 13%.  To put it another way, more shoppers are buying hard seltzers, they are 
buying them more frequently, in a greater quantity per shopping trip and are paying 
more for their Hard Seltzer. These are all latent consumer drivers and demonstrate a 
category ripe for rapid growth into 2021 and beyond. 

GROWTH SINCE JAN 2020 

MAT VOLUME MAT VALUE PENETRATION
VOLUME 
PER TRIP 

FREQUENCY 
OF PURCHASE 

AVERAGE PRICE 
PER LITRE 

1.57 MILLION LITRES £10.35 MILLION 3.3% OF UK HOUSEHOLDS 0.5 LITRES 3.1 SHOPPING TRIPS PER YEAR £6.59 
1087%  GROWTH 947% GROWTH 371%  GROWTH 25%  GROWTH 72%  GROWTH 13%  GROWTH 

HARD SELTZER 

IN THE OFF TRADE

Share by flavour Share by retailer



As the Hard Seltzer category moves into a maturing growth phase, so it follows the presence on 
shelf should reflect this in both ranging and packaging formats. 
For a category to sustainably grow and thrive, consumers need a full range of brands and 
flavours to navigate.

Hard Seltzer’s in the US are almost always found in a 355ml tall can. The same is true in the 
UK where the category is finding consistency in a 330ml Sleek can format. This is somewhat 
larger than the conventional 250ml can for most RTD’s and carries  the appeal of being more 
’sessionable’, feeling more like a beer and appealing more to both male and female consumers. 
Given the larger format (and subsequent higher price-point vs. other 250ml RTDs), it is within 
retailers interests to give space to the category as there is an opportunity to ‘upsell’ consumers 
and increase overall cash margin per purchase.

As other categories have demonstrated, it is not possible to meet all shopper needs with a 
single pack format and Hard Seltzer producers need to consider expanding their ranges beyond 
the single slimline can pack format.  Multi packs need to be considered to both drive volume of 
purchase and meet different shopper needs.  Changes in shopper behaviour resulting from the 
Covid-19 pandemic means consumers want to make fewer, bigger shops and larger multipack 
formats of Hard Seltzers will help meet this need.

Growth opportunities in the off trade can be accelerated by better signposting Hard Seltzers 
on shelf, as the experience in the US has shown. Retailers need to consider giving Hard Seltzers 
their own shelf space to allow the category to break out from ready to drink. Space should also 
be given to educating the shopper on the category, highlighting the key category selling points of 
low calorie/low carb and lighter, cleaner flavours.

Ensure a full range of 
flavours and brands 
are stocked.

Signpost the category 
in store – make it a 
destination feature.

Broaden the pack 
sizes and formats 
available to meet more 
shopper needs. 

Find space to educate 
the shopper on key 
selling points.

RANGING AND 
MERCHANDISING 

RECOMMENDATIONS



This should have been Hard Seltzer’s year to shine in the on trade, but  COVID-19  
had other plans. As we write this handbook, nearly all on trade outlets in the UK  
are shut because of government enforced restrictions. 

To write this section based on 2020’s trading performance would underrepresent the 
potential for Hard Seltzer in the On-Trade. 

Rather this section will focus on where the opportunities will be when the On-Trade 
reopens later in 2021. In addition, we’ve cited a case study from The Metropolitan  
Pub Company to pull out some practical learnings. 

CGA Strategy On-Trade research helps us identify where the Hard Seltzer  
consumer will likely be once we are back to normal post pandemic. 

Ambience /
atmosphere 
of venue

High tempo
venues

Pub 
restaurantsRestaurants 

15 pp more than GB average 

8 pp more than 
GB average 

16 pp more than GB average 

4 pp more than 
GB average 

8 pp more than GB average 

4 pp more than 
GB average 

Quality of 
experience

Drinks 
promotions 

HARD SELTZER 

IN THE ON TRADE

Of likely Hard Seltzer consumers:

75%
63%

have visited an event or festival in the last 

six months - 18 pp more than GB average

already do, or are prepared to pay more 

for high quality drinks - 17 pp  more than GB 

Top 3 factors in deciding to go out for a drink:

Top 3 venues for likely hard Seltzer consumers to go:

Top 3 over-indexing mainstream brands for consumers 
likely to trial Hard Seltzers choose to visit:

22%

69%

16% 11% 40%

21%

46%

16%

40%



THE METROPOLITAN 

PUB COMPANY CASE STUDY

The Metropolitan Pub Company is a collection of 60 pubs within Central and 
Greater London. They are well known as one of the most progressive operators 
in the trade when it comes to product range and unsurprisingly were one of the 
first to include Hard Seltzer as part of their offering. 

As the pandemic eased, the company started to operate takeaway drinks from 
14 venues. They spotted an opportunity for Hard Seltzer and listed DRTY as part 
of their takeaway drinks and food selection. 

Following this success, DRTY was added to the permanent range in all pubs.

• Awareness much higher than expected. Many customers were familiar with the 

category and those who weren’t were eager to be introduced.

• Staff engagement was the number 1 enabler for performance. 

• COVID 19 made Menu visibility difficult, however inclusion on the ‘Order and Pay’  

and ‘Click and Collect’ apps worked well. 

• POS is vital and make sure it is sold in the right way, with as much visibility as possible.

1.  Bar visibility - included in ‘Order and Pay’ and ‘Click and Collect’ apps,  

as well as in Bar fridges.

2. Staff education for all venues.

3. Signature serve training. Wine glass, ice, garnish.

4. DRTY provided POS displays for all venues.

A FOUR-POINT ACTIVATION AND EXECUTION PACKAGE 
WAS DELIVERED TO SUPPORT THE BRAND IN OUTLET 

LEARNINGS



Hard Seltzer is perfectly positioned to play a part in the post COVID-19 recovery 
of the On-Trade.  This handbook has identified that Hard Seltzer consumers are 
more likely to go out to On-Trade venues, have a greater disposable income,  
are willing to pay more for quality and are more adventurous in their choices. 

Hard Selzer therefore needs to be part in the packaged offering review of any 
operator and the latent potential of the category means it certainly is worth at 
least considering two spaces in the fridge.

Covid has forced even the most rudimentary venues to introduce menus, app 
ordering and table service, so visibility and placement of Hard Seltzers on an 
outlet’s bar menu is vital. 

The On-Trade is so much more than just a drink, it is an event and an experience. 
Working with Hard Seltzer brands in market, this thinking therefore needs to 
be extended to creating some theatre of serving an exceptionally presented 
signature serve. 

Naturally, Hard Seltzer brands have a big role to support the category’s 
development. Brands must invest in training to ensure that the teams behind the 
bars are aware Hard Seltzer’s are stocked, the selling points of low calorie/low 
carb and lighter cleaner flavours and know how to deliver the perfect serve. 

ON TRADE
Allocate space in 
fridges and on menus 
for Hard Seltzers. 

Train and support 
bar teams.

Deliver a Hard Seltzer 
signature serve. 

RANGING AND 
MERCHANDISING 

RECOMMENDATIONS



Hard Seltzer Sales (£000s)
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• The market trends of increased consumer health awareness, a lifestyle 
movement and a more sophisticated RTD category are coming together to 
create fertile territory for Hard Seltzer’s in the UK. 

• Innovation in the Hard Seltzer category is strong, with many new entrants 
and is creating a vibrant category for consumers to shop. 

• There are 13.7 million potential Hard Seltzer consumers in the UK. 

• All four market drivers (volume of purchase, frequency of purchase, price, 
and penetration) are in sharp growth.

• Hard Seltzers in the UK grew by over 1000% in 2020 and IWSR have 

predicted a UK CAGR of 71% from 2019-2024.

• On-Trade performance has been severely stunted in 2020, contributing 
less than 0.5% of total category value. As pandemic restrictions ease, this 
channel will grow share.

Based on the category size today and CAGR 
forecast from IWSR, we believe the category sales 

value will reach £75 million by 2023. 

As 2020 and COVID-19 has proven, predictions are tricky and easily 
complicated by the unknown. We base our predictions for the Hard Seltzer 
category on the following facts identified by the DRTY Hard 
Seltzer Handbook. 

FUTURE

PREDICTIONS

PREDICTED SALES VALUE, UK HARD SELTZER 2020-2023



2120 THANK
YOU

NOW GO GET DRTY

Oli Clements

www.drtydrinks.com

oli@drtydrinks.com

CONTACT DETAILS:

@drtydrinks

Oli Clements

http://www.drtydrinks.com
https://www.instagram.com/drtydrinks/
https://www.linkedin.com/in/oli-clements-a6794a32/
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