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Context:

Consumer confidence is building for On
Trade Re-Opening

State of the Nation:

What's happened to the Beer & Cider
Categorye

Key Focus Areas for Re-Opening:

The importance of Safety, Communication &
Customer Experience

Countdown o Re-opening:
4 Week Plan
/ Day Plan
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Meet The Team
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Executive
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CGA ReviewingThe On Trade Landscane and Lookingto 2021
Consumer future outlook
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2021 Hospitality Consumer Forecast




e s @€ CGA
Given the pent-up demand for out of home eating and drinking out experiences, over
half the population predict they will revisit reopened venues in the first few weeks

91%

Of GB stated they would return to a venue
within the first few weeks of It reopening

2021 Hospitality Consumer Forecast 7



CGA ReviewingThe On Trade Landscape and Lookingto 2021 .

Consumer future outlook
Serves that are difficult to recreate at home, such as cocktails and ale, have been
missed the most by consumers who typically drink them out

Proportion of typical category drinkers who are most looking forward to drinking this category out again:
(e.g. 40% of typical OOH lager consumers are most looking forward to drinking lager out again)

Cider Gin Tea

Lag&ine (including sparkling wie)ffee

2021 Hospitality Consumer Forecast ‘ < 8



CGA ReviewingThe On Trade Landscane and Lookingto 2021
Current Confidence In the Sector

CGA

It’s essential venues continue to demonstrate that they are COVID-secure, with
34% of consumers feeling comfortable to visit these venues without a vaccine

4 45% amongst 18-34 year olds
35% amongst 35-54 year olds

23% amongst 55+ year olds

Of GB already feel comfortable visiting
COVID-secure venues without a-vaccine

2021 Hospitality Consumer Forecast 9



State of the Nation




GB On Trade Draught Beer & Cider 2020 Snapshot

Draught Beer & Cider was worth
£5.4 billion in the On Trade in 2020,
down 57.2% year on year.

This is a decline of £7.3 billion retail
sales value vs. 2019.

Getting your Lager range right is
critical —it's the largest sector of
the Draught Beer & Cider
category with a 62% share.

Its category share increased in
2020 by +1.1% pts to 61.9%.

A winning Lager range will have
the right mix of brands from
across the different sectors — Core
delivers nearly half of all sales,
whilst Premium 4% & World are
the best performing sectors which
offer a premiumisation
opportunity.
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Beer & Cider
£5.4 billion, -57.2% YoY

I IJ—I |

Lager Ale Stout Cider
£3.4 billion £1.1 billion £406 million £568 million
-56.4% YoY -59.7% YoY -52.8% YoY -59.6% YoY

Discovery/Craft Keg Cask Apple
£162 million £522 million £577 million £397 million
-57.5% YoY -61.1% YoY -58.4% YoY -59.8% YoY

World Craft Craft Fruit
£864 million £173 million £65 million £170 million
-52.5% YoY -58.5% YoY -57.4% YoY -59.0% YoY

Seasondl
£31 million
-54.7% YoY

Premium Modern
£357 million £36 million
-56.8% YoY -57.6% YoY

Regional
£243 million
-59.7% YoY

Premium 4% Core
£499 million £324 million
-55.5% YoY -62.6% YoY

Core National
£1.5 billion £238 million
-58.5% YoY -57.7% YoY

Source: CGA data for Total GB On Trade, 52 weeks ending 26/12/20 -
Draught Beer & Cider Sales £ and Year on Year % Growth/Decline.

Ale is the 2nd biggest sector of
the Draught Beer & Cider
category, split relatively evenly
between Keg and Cask formats.
Within Keg, it's the newer
Modern Keg & Craft Keg sectors
that have continued to be the
best performers, whilst the Cask
category as a whole has been
relatively robust following @
challenging few years.

Stout is a mainstay on the bar and
has grown in importance during
2020. Its category share has
increased by 0.7% pts to 7.5%.

Cider is the 3@ biggest sector of
the Draught Beer & Cider
category, delivering 10% of sales.
Its share has dropped by 0.6% pts
in 2020 to 10.4%. Apple Cider
continues to be a mainstay on
the bar and delivers 70% of all
Draught Cider sales.




CGA’s On Premise Measurement Service

Following “Lockdown 1” we saw Beer steal significant value share from Spirits &
Soft Drinks as consumers reached for Draught formats that cannot be replicated
at home

Share of Total Drinks Value — QTR to 03/10/2020

QTR to

05/10/19 0.2 0.1

QTR to

03/10/20 0.2

CGA OPMS Data 12-Weeks to 2020P10 — 03/10/2020 Www.cga.co.uk 12



Core Lager remained the most valuable sub category, however it did lose share as drinkers trade up
Into more premium categories. World lager was the biggest winner, with Premium 4% also gaining

share.

P10 2020
SN L2 (n e 5 - P A o\
Core Lager Premium 4% Premium World Lager Discovery/Craft NAB/LAB
N IS 1 Lager Lager v « Lager
}”_"’l;""e 972,164 292,783 224,588 499,895 99,239 8,889
' -33.0% -31.7% -32.7% -29.2% -34.0% -44.9%
o Vo @ 46.3% 14.0% 10.7% 23.8% 4.7% 0.4%
Share of
Lager (-0.6pp) (+0.1pp) (-0.1pp) (+0.9pp) (-0.1pp) (-0.1pp)

CGA OPMS Data 12-Weeks to 2020P10 — 03/10/2020 WWW.Cga.co.uk 13
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Key Focus Areas for Re-Opening:

SAFETY FIRST @

Educate your guests regarding
what to expect at your outlet(s)
and reassure them that their
safety and wellbeing is being
taken care of. Safety continues
to be a key concern for
consumers, so you cannot do oo
much to offer reassurance o
existing and potential guests.

MEMORABLE EXPERIENCES @

Making the best of the new rules
& restrictions and delivering
exceptional service and creating
a memorable experience —we've
seen some great examples of this,
INncluding creative use of outdoor
spaces and PPE for staff.

MOLSON

Give people reasons 1o visit and
adapt your offer to unlock new
occasions. Reasons to visit could
INnclude championing existing
events and/or running promotions
to encourage people to visit af
quieter times.

Adjusting to people’s different
working patterns and challenges
around consumer confidence
can enable you to unlock new
opportunities — examples include
opening earlier in the day to
compensate for lost late-night
trade and creating working
spaces for those wanting @
change of scenery.

MAXIMISING SPEND

Think creatively to ensure that
opportunities to allow guests to
spend are maximised. Examples
could include having a tfakeaway
offer, optimising menu features,
running offers which encourage
trade up and/or drinks & food
matching etc.

With trade levels likely to be much
lower than usual due to
restrictions ranges should reflect
that. Ranging appropriately from
the start will deliver better quality
for drinkers and reduced wastage
leading to better margins for you.
Customers anticipate smaller
ranges given the complexity 19
surrounding re-opening




Safety First
Educate your guests regarding what to expect at your outlet(s) and reassure them that their safety and
wellbeing is being taken care of. Safety continues to be a key concern for consumers...

EDUCATE

F The Anvil Shifnal v

9o REMINDER OF LOCAL ¥ e DEEP CLEANING

Just a polite reminder that you need to wear a face covering when

entering and moving around the pub. Once seated it can be G U I D E LI N Es Throwback pic & <l ,' i

removed..... BCOVID-19URPDATES

We won't be able to keep supplying them to our customers so please ) g ; , '
come prepared as we don't want to have to turn you away As of today, there will be 3 slight adjustment to our opening hours. We

Also a big thank you to our customers over the past two days who will be closing our doors at 10pm =veryday going forwards.

have complied with the new laws and made our job a lot easier... Other than this, nothing much else has changed!
We are still carrying out the following steps to ensure the safest

environment for you to visit
oo\l s N1 5 0 PLEASE WEAR MASKS Sconent £
- » Sccially distanced seating

» PPE for all staff

» Hand Sanitiser at all check points

Hungry Horse (Cuckoo Oak, Telford) - B ;
24-@ Stay safe and see you soon @

We're azking our customers to download the NHS Covid-19 app to

help with contact tracing it's the simplest way for us zll to help protect i

those we love. Download the app using the links below . g
Here's how we's

2NHSCOWVIND1Qann
#FINFLOVIDIYapp

Android - https://rb.gy/odtpyr p—— - = ’ﬁ}’

J A S T et et
Apple - https://rb.gy/ddxwfp

‘a The Birch Tree g8 ' O N I_I N E

4d-Q@

Hi Everyone we have now set up the new NHS Covid 19 App to check 2 . < : ‘. - COMM U N ICATI O Ns

in with us. There is a link below on how to use the NHS track and trace

app and information surrounding its privacy. If you have the e
technology then this is what you should please use to check in with us GREENE KING
from now on. However, If you don't have the capabilities then you are

still required to sign in with your details with us with our usual good (A ’f\)
PU

DESIGNATED PLEASE RESPECT
ENTRANCE & EXIT SOCIAL DISTANCING

old fashioned pen and paper when you visit us. A

B

We look forward to seeing you soon . | SAFE ! 4
. | AR
Jamie, Sara & The Team % P

NHS COVID-19 app - download it today e
YOUTUBE.COM
NHS COVID-19 app - download it today GREENE KING

Find out more;: https://covid19.nhs.uk : % = T S5 10, NEW LAYOUT TO HAND SANITISER
o / SUPPORTS : - j - ¥ SOCIALISE SAFELY STATIONS

= o AT ! : A 3 s ¢
: 1 AN 2l g Ly e e e
COVID-19 APP : o E7 N B T IR @ TS JB o mg L R
’ — OUR RESPON E )
& UR HSTIRY Pubs across the UK closed their doors for rore than 100 days in 2020, from 20 March until 4
COV|D'19' - D O W N LO A D N H s A P P July and avarnight our business came to almost a complete sandstill with the vast majority of

& UNDERSTAMDING OLR SUSINESS
& OUP RESPONSE T CSVD-8 our teams furloughed. ENHANCED CLEANING PAY BY CARD
ST EVERY 60 MINUTES IF YOU CAN




Driving Fooffall
Give people reasons to visit and adapt your offer o unlock new occasions...

REASONS TO VISIT

&’:\ The Anvil Shifnal \ Th " - U W
. / e Crown Wergs is at The Crown Wergs. Stamford Arms Groby updated their cover photo. R F D \/\/ O O 1)
-~

gy 24-Q
2d-Tettenhall - &
@ i S 29 August at 16:54 - @
SPORTS PUB AND KITCHEN

CASK ALE WEEK!!
e = :: R| Ayl
As it is Cask ale week we really should showcase our ales!!! "

We probably don't share these enough as they are always on the bar --lc_,SJ m;:-:r.‘d :-'s-e J‘.mg..: get :io’q bt batelr Sl Y L i A AR [
selected champagne and Proseccol 4 4wy = g .1{ Az 7 -, - LIVE SPORTS MENUS BOOK CONTACT

See more
We are open from 12pm s=rving 23ll your favourites, so why not come

slong and have 3 cocktall (or 2)? @ |

We would also liks to remind guests to continue to be respectiul of

our new guidelines including the wearing of face masks when not at D EALS _ FIZZ ‘: q :"“\’;.‘ i ] : el EA R LY EV E N I N G U F F E R

/‘“\ your table, and the closure at 10pm. |
CASKALE | ‘ l FRIDAY 20% O . o L

- WEEK - | | : exrsun:n THROUGH SEPTEMBER

\‘E P OFF S®  25% DISCOUNT

CHAMPAGNE g ey ' EXTENDED
& PROSECCO P £OTHO DEALS

24 SEP - 4 OCT 2020

; NEW HAPPY HOUR/
~— we're starting the wee « wilh 25% or! . | EARLY EVENING
. food & alcoholic drinks! | : OFFERS

d-9

) ] ‘ 3 ] { '." g
E5 e J R Starting from Monday we're welcoming you back to work with our 2- 1 Up 10 £5 per person, every . ! -
for-1ons -I: ted cocktails & 50% off selected draught beer, available § A R N : '
SUPPORTING OCCASIONS - : Monday-Wednesdzy, Spm-7om. Monday, Tuesday & Wednesday. .
¢ available at Didsbun :-Jl - ‘

You can drop by the Yard, but as slways we recommend tooking 3

CASK ALE WEEK o | | GSeseuE
f —— e e o
| o hwn WITH A START TIME BETWEEN 4PM
e 1 - 6.30PM
| ——  \ MONDAY - FRIDAY.
AFTER WORK 2|y g— FROM 24TH SEPTEMBER.

DRINKS OFFERS

COORS _ L S

» COORS =y




Maximising Spend
Think creatively to ensure that opportunities to allow guests to spend are maximised. Examples could
Include having a takeaway offer, optimising menu features, offers to drive spend, food matching etc.

TAKEAWAY OFFER
.@) The 3’°"”" Wergs ?:TMA e ABOUT  THEBAR CONTACT LATEST OFFERS < PARK DEAN RESO RTS

« 56 99 EXCITING NEWS # 6% o California Cliffs, Great Yarmouth

B
We understand that desling with all the new guidelines is difficult, so G LHG |BF¥EW9UB @ —
S s O elarit e g e Home Delivery S LEFT HANDED GIANT Q
ze2nding xclusive treats to sveryons signed our mailing list! ABL
. nding out exclusive treats t ryone signed up to our mailing AVAIL, ‘T . - BREWPUB, BRISTOL>

f you are not signad up, you have until 30th September to do so!

B AR S s Y e i e o ot o b il b o ol oo bl acthiaa oo it o 0 ‘- » : - D ht
. ~ BEER & WINE DELIVERY o WY raug

Here's 3 picture of our famous dirty burger to tempt you even further! - ; ' ESCAPE TO FREIGHT

' TO YO U R DOO R ; 5 ¥ These items are available for sit in only.
Remember that we are starting 3 Call & Collect service from Monday s R R~ 3 Is I_AN D' MA N C H ESTE R v

Coln /M ; . . . - ) avoid delays in your delivery.
Sth October as well so you Can enjoy all your Lrown favourites from
}':L.r own home Bt For any queries please contact Lee on 07889 388 994

18:01r
- ?I F - A
- Mail ' All Cider Dark IPA Lager Pale

8 goodeats.io o

Platform 15 Bar @

Go online to book your table!' ™ HEER DELIVERY MENU WiNE DELVERY MENL

Sour Stout Wheat Beer

MENU CHANGED TO FACILITATE ' O Searchfor an e orcategon
TAKEAWAY - EVERYTHING MADE FOOD MATCHING

Natural/ Orange Wines (3)

IN 2OMINS. COVERS GONE . Dravght (10) M  ADD T0 CART
FROM 80 PRE-COVID IN THE | PR T e
RESTAURANT TO 320 PER WEEK. 3Py Vg opparbers Cider @ oo

| BOtt'ES & CEHS (1é] it's not just our sunny italtan food but also the

Ialsan wines we re known for that are available to
take out.

| CDthﬂIIS [8] Tuck indo our mouth-walering range of plzzas or
pair our best-sefling medium-dry Glumsra
Grecano with a grande sharing board of classic
TAKEAWAY & TABLE ORDERING | G&T Cocktails (&) Icl:lnmu\flf:uu or ::t::;:u;?xm s;:mm
organic vegan red wine.

KIDS EAT As well a5 being available 1o ciick and collect, out

| Kapparberg EEItzer [h} menu = also available on Uber Eels and Deliveroo,

In the coming weeks we will alsa be putting some

PREMIUM COUNTRY PUBS . & WY | spirit & Mixer (20 el [T/ |
CALL & COLLECT SERVICE SEINEsign —5 | Soft Drinks (25

| - AAILABLE WEEEoAYS VEENO - FOOD & WINE
STARTING MONDAY 5TH = P AIRING

OCTOBER TR Sl T CLICK & COLLECT




Memorable Experiences

Making the best of the new rules & restrictions and delivering exceptional service — great staff can make all
the ditfferencel

R . e P Stamford Arms Groby
~ ‘: ’ '.. - - , -A‘_v;'. 5 - » : e ’ -} d . e
: & ".,~- gl AR IO ¥ A
-y : :"--‘-‘ "’ R ,‘: T TN ; ‘o -
~‘: > '. ‘\‘ '- ) ) -

Fancy a nice big Sunday Roast today in one of our special outside [ T — T ST —
dining pods? Just pop down, we have a few available, or call us on R ) , R sy 'g i : El 5 STAFF P PE
01162875616 ' ' : ;

Sunday lunches served until 5pm today, also available pizzas, tapas and \ b S-Sy & : 1 INCEPTION GROUP
- ¥ " ; o g n 14 ol |

our Chefs specials.

HEATED OUTDOOR BENCHES
WHITE RABBIT - OXFORD

TEEPEE ~-WORSLEY OLD HALL , f-’- o 1 W - (DRAGON BENCH)
BRUNNING & PRICE S LR =

BOWLING GREEN WOODEN HUTS OUTDOORS
CONVERTED TO STAMFORD ARMS, EVERARDS A (SRt 8
MARQUEES & SEATING. FARMERS BOY, LONGHOPE Vv ity
RED LION, STOCKTON S R
HEATH - MARSTONS

PUSH BACK FROM
BOWLERS, BUT THIS IS
DELIVERING MORE VALUE T Iy |
THAN BOWLERS (WHO e N N : SELF DISPENSE
BROUGHT OWN DRINKS EDINBURGH CORN EXCHANGE
WITH THEM!) E B Al E BAR




Adapting Your Offer

Adjusting to the new frading hours, consumers working patterns and challenges around consumer
confidence can enable you to unlock new opportunifies...

NORDIE

BREWHOUSE & Some news this week - we're open again
The neXt three I‘eStCIUfCI nts KITCH EN on Wednesdays from 4pm (& now

. . Thursd Iso) thi ktot d
Ilned Up for Commun“y corl:\rSeré:Z:tZ ?;)r th:l:)Vsesein ;terZSSening

KitCheI‘l on the S vuare are.. o Vo ‘ s i 3 trade. Hopefully we can open on
q : i Ak RE LR PN _ WORK'NG SPACE Tuesdays again if there is demand mid

L vy S T Y o VR 5 AVAILABLE i
& PRINTING
AVAILABLE

® /BARS

ADAPTED OFFERS TRADING TIMES

NUMBLR AND Osif

11chan your office with our new "work spaca” tabla bookings!

THE CONFIDENTIALS J Wa've got designated quict spots with wili and power sockets available to pre-bock. Printing is clso available and you can now place orders from your table via your
mobile so you can s:ay focused on the task ot hand.

There's a varlety of great lunch options avatlable and you are able to take advaniage of uniimitad hot/draught soft drinks from £3*

The ever changing, alfresco pop-up

With a choice of 22 different venues. open daily unnl lote. Brewhouse & Kitchen offers a great spacs for mestings or working away from the office or homa! N O R D I E
-‘ restaurant is keeping us on our toes n '3 n . We also planned to launch a full evening
2 menu from Thursday-Saturday however

due to the forever changing rules we're

COMMUNITY KITCHEN ON THE SQUARE - il focusing:on @ bar plates menuito

BOOK YOUR WORK PASS showcase some of the food we want to

MANCH ESTER do iffwhen things get a little more stable

in the future...

WORK at Ducie Street Warehouse offers a relaxed, comfortable, co-working space, with a

PROVIDES A POP-UP SPACE FOR LOCAL rostaiose oflopar Commpkiy ocking o frl S e PReisirte of itk e N or
BUSI N Ess Es' WEEKLY-CHANGI NG' 3-4 DAY DUCI E ;.IXEECTI.ﬁSATREERHOUS E ::yt:: - £12pp, this includes £10 credit on all items at Counter (inc wine/beer & take home ‘ :\:"(s) :]:nIUEShomd be available mid-
TAKEOVERS ALLOWING RESTAURANTS WITH S

October to compliment our drinks g
Weekly Pass - £50pp, this includes £10 credit per day on all items at Counter (inc wine/beer +/

LIMITED OUTDOOR SPACE OF THEIR OWN TO POP ko oo o) |
UP AND SAFELY SERVE THEIR FANTASTIC FOOD TO BOOK A WORK PASS, UPFRONT e e NORDIE, LEVENSHULME
THE WIDER COMMUNITY. ALL DINERS RECEIVE COST DEDUCATBLE FROM S OPENING EARLIER IN WEEK

TABLE SERVICE TO REDUCE CLOSE CONTACT AND FOOD & DRINK IN OUTLET MR | TO COMPENSATE FOR LOST

AI D SO( IA L D ISTA N ( I N G o There's no need to book unless you're looking at bringing along a group of more than 6
friends, (space is first come first served). We also have meeting and smail event facilities - LAT E - N I G H T T RA D E

for all enquiries please contact:




Ranging

Top Tips for choosing a successful Draught Beer & Cider Range:

1. Match range size to available throughputs

2.Ensure you have the right balance across your range

3.Back the most popular brands which have broad appeal 1

MOLSON
s &% COORS boperese

Details correct at time of writing, 12/5/20




1. Match range size to available throughputs

* Choosing the right number of draught beer & cider brands to stock is a
crifical part of ensuring great quality. Too many brands on the bar
means beer & cider is on sale for too long, which ultimately means higher
wastage, reduced margins and/or lower quality for your guests

* You should aim to be seling a minimum of 1 x keg per week for all
draught keg beers & ciders, whilst for Cask Ales, the live & fresh nature of
the product means that they should be on sale for a maximum of 3 days

— if you're selling firkins, this means your rate of sale needs to be 24+ pints
per day for every cask brand on the bar

» Since It's expected that trade will be lower than normal at the point of re-
opening,, you should adjust your range size accordingly

MOLSON
‘i » COORS

Details correct at time of writing, 12/5/20




COMMUNICATION

UNDERPINNING ALL OF THIS IS COMMUNICATION

Communications fo customers need 1o reassure but also encourage opftimism.

Consider communicatior

across all areas — Online, Outside Outlet & Inside Outlet

3 Tips For Communicating With Customers

1. Reassure - If you are going to all the effort of putlting these measures in place - tell
your customers about it! Demonsirate the rules and reassure them in a simple way

3. Reignite -Give them hope! Remind people what they love about your pub and
inspire them to come back!

MOLSON



MOLSON
COORS =y




Summary

o m"rer a ’rolugh year people are excited to get back to pulbs, with many looking to return as soon as
ey can!

e There is pent up demand for drinks that cannot be recreated at home - I.e. draught beer & cider

* Previousinvestment in safety & cleaning measures has not been wasted! Many people feel
comfortable visiting covid secure venues even without a vaccine, due to the precautions put in
place last year

o Safety isstill the #1 priority for consumers, but should not be your only focus

e |Tis likely that you will have had to adapt your offer, really consider how you can maximise this to
deliver the biggest returns with in restrictions... this willmean making the most of outdoor areas &
new technologies

e When ranging customer experience & quality should be priorifised over an extensive range.

o Communication underpins everything, use every opportunity fo keep customers informed e.g.
opening fimes, booking processes, safety procedures & events!

MOLSON
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