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18 November 2025:


Pubs Lead Market Revival as Consumers Rebalance Spend and Redefine Value
The latest Eating and Drinking Out Panel quarterly data from Lumina Intelligence shows that the UK eating out market continued to build momentum in Q3 2025, with sunshine and major sporting events delivering a notable boost to pubs and bars. Eating out penetration rose to 58.5%, an increase of 0.6 percentage points, while pubs and bars outpaced the wider market with a 1.3ppt share gain, making them the fastest-growing channel this quarter. This strong performance contributed to a 1.5ppt uplift in drink-led occasions, highlighting the sector’s role not only in riding the market recovery but actively leading it.
Consumer behaviour continues to shift as households carefully manage spend across dayparts. Lunch occasions declined by 0.9ppts overall, with pubs, bars and catering particularly affected as more consumers turned to retail meal deals or food brought from home. These lunchtime cutbacks helped redirect spend into higher-tempo, drink-focused evening occasions, even as dinner share fell by 0.7ppts. Despite the reduced frequency of lunch visits, average spend at lunch climbed by 5.8% to £18.94, showing that when consumers do dine out, they are increasingly willing to trade up for a better experience.
The concept of value in the eating out market is evolving, with consumers placing growing emphasis on quality and trust. The proportion citing “value for money” as a key visit driver rose by 1ppt year-on-year, but this is accompanied by a marked shift in mindset: quality-driven attitudes increased by 2ppts to 78%, and health-conscious behaviours rose by 5ppts. More consumers now view the quality of ingredients as a compelling justification for spend. Value is therefore being redefined; it is no longer solely about choosing the cheapest option, but about paying a fair price that is clearly supported by visible cues of quality, health and trust.
Commenting on the findings, Tom Price, Insight Manager at Lumina Intelligence, said: “This quarter shows a clear rebalancing of how consumers allocate their spending. They are cutting back on lower-priority daytime occasions but rewarding the operators who deliver memorable, high-quality experiences, particularly in pubs and bars. The shift in what ‘value’ means is striking: consumers want reassurance that their spend is worthwhile, and that comes from demonstrable quality, not discounting. Operators who communicate trust, provenance and experience will continue to win in this environment.”

END

###
About Lumina Intelligence Eating & Drinking Out Panel
Lumina Intelligence Eating & Drinking Out Panel is based on 78,000 surveys across the year, built up from a nationally representative weekly sample of 1,500 shoppers. Our comprehensive coverage includes over 900 operators from across all out of home channels – including restaurants, pubs & bars, cafes & coffee shops, fast food, bakery & sandwich shops, restaurants and retail channels. 
For more on out of home food & drink consumption in the UK, and to access our cost-effective consumer insight and data solution, go to: https://www.lumina-intelligence.com/product/eating-and-drinking-out-panel/

Who We Are:
Lumina Intelligence helps food and drink brands understand their consumers and markets - so they can grow faster, plan smarter, and make better commercial decisions.
We specialise in insight for grocery retail and hospitality, combining trusted data with expert analysis to support your commercial, category, and insight teams.
https://www.lumina-intelligence.com/ 
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