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THE EFFECT OF ADVERTISING ALCOHOL IN METRO

71
%

49
%

get inspiration of what to buy

30
%

39
%

are influenced as they plan 
their evening on way to work

find attractive advertising 
influences trying new brands

believe alcohol advertising 
fits well within Metro

41
%

get something to look forward 
to at the end of the day

URBANITES DRINK MORE
THAN NON-URBANITES

24%

56%
11%

Drink AT HOME at least once a week

83%

38%

64%

33%

23%

20%

7%
14%

8.2 5.6
Have drunk in
the past week

Own home

Someone else’s

Drink OUT OF HOME at least once a week

Average of different 
types of alcohol

Pubs

Bars

Restaurants

73%

MAIN DRINKS URBANITES DRINK

WINE41%

BEERS/CIDERS 39%

18% SPIRITS

BRAND
is important for lager, 
cider, beers and spirits

GRAPE AND ORIGIN
are more important 
than brand for wine

URBANITES
48%

NAT.REP.

Have talked about 
alcohol in the
last 12 months:

59%

URBANITES ARE MORE ENGAGED IN THE ALCOHOL CATEGORY

Interested in craft beers

Interested in independent brands

29%

53%
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URBANITES

50%

71%

Interested in alcohol brands

50%
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72%

INFLUENCERS

OCCASION is key influencer for type 
of alcohol Urbanites drink 23%

NAT.
REP. 16%

82%
take advantage 
of supermarket 
alcohol offers


