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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 

Category?

Key Focus Areas for Re-Opening: 

The importance of Safety, Communication & 

Customer Experience

Countdown to Re-opening:

4 Week Plan 

7 Day Plan

Agenda
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Consumer 
Confidence



of GB consumers agree that they

“can’t wait to go out again”

26% of GB consumers 

strongly agree with this statement

Only 18% disagree

62021 Hospitality Consumer Forecast

CGA  Reviewing The On Trade Landscape and Looking to 2021

Consumer future outlook



Of GB stated they would return to a venue 

within the first few weeks of it reopening

7

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

2021 Hospitality Consumer Forecast

CGA  Reviewing The On Trade Landscape and Looking to 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)

82021 Hospitality Consumer Forecast
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Consumer future outlook



Of GB already feel comfortable visiting 

COVID-secure venues without a vaccine

9

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

2021 Hospitality Consumer Forecast

45% amongst 18-34 year olds 

35% amongst 35-54 year olds

23% amongst 55+ year olds

CGA  Reviewing The On Trade Landscape and Looking to 2021

Current Confidence in the Sector



State of the Nation





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

CGA’s On Premise Measurement Service

Share of Total Drinks Value – QTR to 03/10/2020
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Volume 

(HL)

% Vol 

Share of 

Lager

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

972,164 292,783 224,588 499,895 99,239 8,889 
-33.0% -31.7% -32.7% -29.2% -34.0% -44.9%

46.3% 14.0% 10.7% 23.8% 4.7% 0.4%
(-0.6pp) (+0.1pp) (-0.1pp) (+0.9pp) (-0.1pp) (-0.1pp)

Core Lager Premium 

Lager

Premium 4% 

Lager
NAB/LAB

Discovery/Craft 

Lager
World Lager

www.cga.co.uk  13CGA OPMS Data 12-Weeks to 2020P10  – 03/10/2020

CGA’s On Premise Measurement Service



Key Focus Areas 
For Re-Opening
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MAXIMISING SPEND

Key Focus Areas for Re-Opening:

SAFETY FIRST  DRIVING FOOTFALL

MEMORABLE EXPERIENCES ADAPTING YOUR OFFER

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 too 

much to offer reassurance to 

existing and potential guests. 

Give people reasons to visit and 

adapt your offer to unlock new 

occasions.  Reasons to visit could 

include championing existing 

events and/or running promotions 

to encourage people to visit at 

quieter times.

Think creatively to ensure that 

opportunities to allow guests to 

spend are maximised.  Examples 

could include having a takeaway 

offer, optimising menu features, 

running offers which encourage 

trade up and/or drinks & food 

matching etc.

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, 

including creative use of outdoor 

spaces and PPE for staff. 

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 a 

change of scenery.

RANGING

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 

surrounding re-opening
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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 REASSURE

REMINDER OF LOCAL 

GUIDELINES

DOWNLOAD NHS APP

PLEASE WEAR MASKS

DEEP CLEANING

ONLINE 

COMMUNICATIONS
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Driving Footfall 
Give people reasons to visit and adapt your offer to unlock new occasions…

REASONS TO VISIT NEW OCCASIONS

SUPPORTING OCCASIONS –

CASK ALE WEEK

DEALS – FIZZ 

FRIDAY 20% 

OFF 

CHAMPAGNE 

& PROSECCO

AFTER WORK 

DRINKS OFFERS

NEW HAPPY HOUR/ 

EARLY EVENING 

OFFERS

EXTENDED 

EOTHO DEALS
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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

PREMIUM COUNTRY PUBS 

CALL & COLLECT SERVICE 

STARTING MONDAY 5TH 

OCTOBER 

MENU CHANGED TO FACILITATE 

TAKEAWAY - EVERYTHING MADE 

IN 20MINS. COVERS GONE 

FROM 80 PRE-COVID IN THE 

RESTAURANT  TO 320 PER WEEK.

BEER & WINE DELIVERY 

TO YOUR DOOR

DRIVING SPEND THROUGH APPS

FOOD MATCHING

VEENO – FOOD & WINE 

PAIRING 

CLICK & COLLECT

◄PARK DEAN RESORTS

LEFT HANDED GIANT 

BREWPUB, BRISTOL►

ESCAPE TO FREIGHT 

ISLAND, MANCHESTER▼
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Memorable Experiences
Making the best of the new rules & restrictions and delivering exceptional service – great staff can make all 
the difference! 

OUTDOOR SPACES INNOVATION

TEEPEE –WORSLEY OLD HALL

BRUNNING & PRICE

BOWLING GREEN 

CONVERTED TO 

MARQUEES & SEATING. 

RED LION, STOCKTON 

HEATH – MARSTONS

PUSH BACK FROM 
BOWLERS, BUT THIS IS 

DELIVERING MORE VALUE 
THAN BOWLERS (WHO 

BROUGHT OWN DRINKS 
WITH THEM!)

WOODEN HUTS OUTDOORS

STAMFORD ARMS, EVERARDS ▲
FARMERS BOY, LONGHOPE ▼

STAFF PPE 

INCEPTION GROUP

SELF DISPENSE

EDINBURGH CORN EXCHANGE

E BAR

HEATED OUTDOOR BENCHES

WHITE RABBIT – OXFORD

(DRAGON BENCH)
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Adapting Your Offer
Adjusting to the new trading hours, consumers working patterns and challenges around consumer 
confidence can enable you to unlock new opportunities…

ADAPTED OFFERS TRADING TIMES

BREWHOUSE & 

KITCHEN 

WORKING SPACE 

AVAILABLE 

WFI, POWER OUTLETS 

& PRINTING 

AVAILABLE

DUCIE STREET WAREHOUSE 

MANCHESTER

BOOK A WORK PASS, UPFRONT 

COST DEDUCATBLE FROM 

FOOD & DRINK IN OUTLET

COMMUNITY KITCHEN ON THE SQUARE –
MANCHESTER. 

PROVIDES A POP-UP SPACE FOR LOCAL 
BUSINESSES. WEEKLY-CHANGING, 3-4 DAY 
TAKEOVERS ALLOWING RESTAURANTS WITH 

LIMITED OUTDOOR SPACE OF THEIR OWN TO POP 
UP AND SAFELY SERVE THEIR FANTASTIC FOOD TO 

THE WIDER COMMUNITY. ALL DINERS RECEIVE 
TABLE SERVICE TO REDUCE CLOSE CONTACT AND 

AID SOCIAL DISTANCING.

WORKING SPACES

NORDIE, LEVENSHULME

OPENING EARLIER IN WEEK 

TO COMPENSATE FOR LOST 

LATE-NIGHT TRADE 







UNDERPINNING ALL OF THIS IS COMMUNICATION

COMMUNICATION

1. Reassure - If you are going to all the effort of putting these measures in place – tell 

your customers about it! Demonstrate the rules and reassure them in a simple way

2. Reassess - Be clear about your offer including any recent changes e.g. takeaway 

& delivery options

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

inspire them to come back! 

Communications to customers need to reassure but also encourage optimism. 

Consider communication across all areas – Online, Outside Outlet & Inside Outlet 

3 Tips For Communicating With Customers



Summary



Summary
• After a tough year people are excited to get back to pubs, with many looking to return as soon as 

they can!

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

• Previous investment 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

• Safety is still the #1 priority for consumers, but should not be your only focus

• It is 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 will mean making the most of outdoor areas & 
new technologies

• When ranging customer experience & quality should be prioritised over an extensive range. 

• Communication underpins everything, use every opportunity to keep customers informed e.g. 
opening times, booking processes, safety procedures & events!




