Innovation 1n beer dispense
Both below and above the bar

Many moons ago, whilst
in conversation in the
brewery Sample Stores, |
remarked that it was nice
‘working in the real
world’. My companion
paused, reflected and
then told me in no
uncertain terms that the
real world wasn’t
production but the pubs,
clubs and bars across the
land.

y coincidence, that conversation

happened at about the time of
the UK’s Beer Orders which aimed
to ‘control the vertical links between
brewing and pub retailing with the
aim of widening consumer choice,
reducing prices and improving
market entry’. Some 14 years later in
2003, the Beer Orders were revoked

with the Government stating ‘there
is nobody to whom the orders are
currently relevant .... it is a pointless
regulation, which will be removed
by the order because it does not
apply to anything’. This rather
forlorn conclusion does scant justice
to the changes that the on-trade has
experienced — in part but by no
means exclusively —as a
consequence of the Beer Orders.
Mindful that this is an article
about dispense innovation — rather
than the changing fortunes of the
British pub — there is no doubt that
the on-trade has changed radically
since the 1989 legislation. The world
has moved from predominately
brewery-tied pubs to those leased or
managed by Pub Companies, big or
small. The numbers are fascinating
and reveal the extent of
transformational change that the
industry has undergone (see Table
1). Running alongside this is
continuing growth in the off-trade at
the expense of the on-trade (see
Figure 1). Indeed in what is a slowly
declining total market, itisa
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sobering realisation that in 1989 the
volume ratio between on- and off-
trade was 81/19 whereas in 2005 this
is 61/39. Of course there a gamut of
reasons behind these trends and, for
those inclined, perhaps the basis for
an interesting PEST analysis
(political, economic, social and
technological) of the market. Further
analysis of the split between
ale/stout and lager in the on-trade
between 1985 and 2005 (Figure 2) is
even more revealing! Over this time
lager volumes have remained pretty
much unchanged — perhaps a
surprising statistic to some readers?
Conversely, ale and stout volumes
have declined from nigh-on 18.5
million barrels in 1985 to just over 7
million in 2005. Indeed, further
analysis shows the gap in annual on-
trade volumes between 1985 and
2005 is 11.3 million barrels — a snip
away from the 11.1 million barrels
decline in the ale and stout market
over the same period of time.
Remarkably regression analysis of
ale volumes in this 20 year period
results in almost a perfect straight

“Consideration of
dispense
innovations over the
last decade or so
(Table 2), reinforces
the view that
innovation is of its
time and that the big
themes are often
made up of small
individual
developments. In
the case of
‘dispense’, the
benefits of
innovation are
typically focussed
on pulling the
Consumerto a
product that meets
current or new
needs with
underpinning
improvements to
quality.”
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TOP: Figure I — On and
off-trade volumes in the
UK, 1985-2005 (data
supplied by David
Sheen, BBPA)

ABOVE: Figure 2 —
Ale/stout and lager
volumes in the UK,
1985-2005 (data
supplied by David
Sheen, BBFA)

line (r* = 0.9949). Inconceivably, if
nothing is done to change this trend,
extrapolation of declining ale
volume against time suggests that
the ale (and stout) market will cease
to exist in 2018!

Against this background of
market trends and changing
commercial rules, the Brewery
brand owners have been forced to
reconsider their approaches to
marketing to (potential) Consumers.
The distancing of the Brewer from
retailing requires ‘brands’ to work
much harder so as to grab space (and
then maintain it) on the bar.

Although not a marketing man,
the raft of approaches used today to
sell brands to current and potential
consumers is impressively broad.
From the ubiquity of television
(satellite or terrestrial), cinema and
print through viral campaigns on the
internet to the association with
football and music, beer has
‘presence’ with today’s consumer.

The ‘i’ word

Not surprisingly this spirit of
innovation has spread increasingly
to the world of draught beer.
Inevitably when the “i-word” is
mentioned, a definition is not far
behind! In the case of dispense
innovation this is neatly captured by
‘making things better, making better
things’. Although this works for me,
it does miss one key attribute, that of
‘value’.

innovation as ‘creating new stuff that
adds value’. Adding value is critical
as innovation — particularly given
the shear scale of beer dispense in
the UK —is an expensive activity.
From the brand owners perspective,
‘value’ is all about benefit to the
Customer (pub retailer) or
Consumer (you and I) but
preferably both! This is the key to
the longevity of innovation; novelty
may deliver short term value but a
‘real” benefit will enable an
innovation to be sustainable and
eventually the norm.

Consideration of dispense
innovations over the last decade or
so (Table 2), reinforces the view that
innovation is of its time and that the
big themes are often made up of
small individual developments. In
the case of “dispense’, the benefits
of innovation are typically focussed
on pulling the Consumer to a
product that meets current or new
needs with underpinning
improvements to quality. Of course,
making the Consumer happy will in
turn generate value for the
Customer. Drilling down, the
headlines in Table 2 are in reality the
‘tip of the iceberg’. Almost without
exception, all of these innovations
have required inventive technology
to make these ideas happen. In an
attempt to cover as many of these
items as possible, this article will
focus on developments in ‘cooling’,
‘visual consumer cues’ and on an
increasingly interesting area, the
monitoring of dispense parameters.
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1980 1985 1690 1995 00 2005 2040 So, if I might be so bold, the ‘open  The cool wall
year space’ guru Martin Leith describes Fans of the increasingly surreal UK

television car programme “Top Gear’
will be familiar with the ‘cool wall’.
Each week new cars are placed in one
of three categories - uncool, cool and
sub-zero - based allegedly on “highly
scientific criteria’! To get a flavour of
this or to see where your car lurks see
www.bbc.co.ulk/topgear/
coolwall.shtml. Whilst hopefully an
amusing diversion, the ‘cool wall’
principle nicely reflects the way the
UK market is going colder.

The trend toward colder ‘in glass’
temperature is to a degree (no pun
intended!) preordained by the
dramatic growth in market share of
lager at the expense of ale. To make
this real, Figure 2 shows that in 1985
lager represented 38% of the on-trade
market whereas in 2005 it
represented 62%. It is another
sobering fact that these figures
represent lager volumes of 11.1
million barrels (1985)and 11.9
million barrels in 2005. Along with
the further decline in ale volumes,
this trend is forecast to continue
which is increasingly ironic as the
standard pub cellar remains
configured for ale brands served at
12°C. Indeed much of the current
activity in dispense innovation is
driven by the need to cool lager
brands to 6°C and increasingly, via
the extra cold/super chilled category,
to 2-4°C. In passing, the definition of
what “cold’ is varies from brand to
brand and in reality will depend on
dispense set-up, cooling capacity and
throughput/time of day. Perhaps the
$1000 question is what do






