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Nearly two thirds of nightclub visitors are aged 18-34. With 79% visiting the On
Premise weekly and spending £32 more a month on average, nightclub visitors are
a highly lucrative consumer for drinks brands to target

Nightclub visitors | AVG consumers

Age groups
‘ ‘ Gender
N S 4on @ o1n
L = . 49% 51%
18-34yrs 35-54yrs 55+yrs

Visit On Premise weekly

City centre resident

79% 48%

i o o
FI: m)i 35 /o 1 8 /O Average household income
Average monthly spend eating/drinking out

White collar professional £38’238
e s 999 £123 £91@

Sample size: nightclub visitor: 443, AVG consumer: 5036



Nightclubs account for /7% of all visits to the
On Premise

O Bar / late night bar

B Casual dining restaurant (informal dining)
B Restaurant (forrr:zjl dining)

O Hotel

@ Pubs with a food focus

@ Drinking pub (with limited no or food options)

@ Nightclub




10% of all On Premise visitors go to nightclubs, rising to 19%
of 18-34 year olds, making nightclubs an ideal channel to
engage this demographic

Which venues would you typically visitin a 3 month period? Please select all that apply

18-34-year-old age range indexed vs AVG consumer

Casual dining Pubs with a food focus  Restaurant (formal Drinking pub (with Bar / late night bar Nightclu Hotel
restaurant (informal dining) limited no or food
dining) options)

B AVG consumer W 18-34

Sample size: 5036, 18-34: 1446 @



The pandemic has driven a pent-up demand for
nightclubs with 22% of consumers stating that
they will visit the channel more often than they
did in 2019, rising to 34% of 18-34-year-olds

Compared to 2019, how often do you hope to visit nightclubs over the

next 12 months? ;
22% ‘ ‘ 34 o/
O
14% 14% ' Of 18-34-year olds plan
“2 to visit nightclubs more
% often comparedto 2019

Nightclub Hotel Bar / late Restaurant Drinking pub Pubs with a Casual dining
night bar  (formal dining) (with limited  food focus restaurant »
no or food informal
m More often : ( .
options) dining)

@ Sample size: 5036




Whilst nightclubs have been sorely missed, consumers recognise the
channel as a great place to reconnect with friends and a place to
create meaningful memories

You said you plan to visit nightclubs and late night bars more than you did before COVID-19 in the first
2 months that they reopen, why is that?

| am more excited Nightclubs and late  Ive missed them  To make up for lost Because lintend to  To celebrate the To unwind Nightclubs and late
about going to night bars are a time splash out with the  end of COVID-19 night bars are a
nightclubs and late great place to money | saved over restrictions great place to meet
night bars than | was  reconnect with the past year new people
pre-COVID-19 friends

Sample size: Consumer Pulse - 92 @






Whilst nightclubs are the go-to channel
for high tempo drink occasions, they
also attract consumers for special
occasions and after work drinks

When visiting venues for the following occasions, where do you typically
go? (Nightclubs)

S0 36%
sl 28%

High tempo Special After work Formal meal Casual meal  Relaxed/
drinks occasion drinks quiet drinks

(CGA




Nightclub visitors are more likely to look for venues with a
great range of drinks that are high quality

Which of these are important factors in your choice of where to eat or drink out?
Nightclub visitors indexed vs the Avg GB consumer

-11pp  -1opp .
49% e 7Pp -2pp +17pp -2pp
° 42% -10pp -11pp +13pp
39% 37% 37% . o

alue for money Quality of food Good customer Range of food Atmosphere/ Range of drinks The quality of My previous Hygiene The quality of
on offer service on offer ambience the experience visits have been standards of the drinks on offer

consistently venue (e.g. the
good availability of

premium

brands)

Sample size: nightclub visitor: 206, AVG consumer: 5036 @






Sample size:441




C@] What is OPUS?

OPUS is a nationally representative survey of
5,000 GB On Premise Users, designed to help
you understand where and how to reach your
target consumers.

OPUS provides size of the prize opportunities
for drinks categories & brands by occasion &
channel, so that you can shape your brand,
marketing & sales strategy around the most
profitable On Premise visits.

+ Available twice a year
+ 2x 5000 consumers
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Benefits

Channel Strategy

Understand which of these channels are most aligned to
your brands and categories; where to focus your
resources and what are the essential consumer
preferences and behaviours within each channel

2 Brand & Category Insight

Maximise revenue through clearly understanding the
category in which you play, to ensure a focused and
informed brand strategy.

3 Occasion Deep Dive

Quantify the size of the prize by occasion. Position you
brands in the right place to win share and drive
penetration

Key Examples of Uses

You want to do a distribution drive for Brand X, although you are unsure of where to focus
resource and what support to offer to maximise results.

Understand what channels are most aligned to your brands and categories, know where to
target and how consumers interact with your category/brand within each channel, so that you
can shape your strategy to achieve maximum customer and consumer engagement

You are getting ready for brand planning for your brand. You know your category has
changed, but don’t know to what extent and where consumer tastes have shifted.

Dive into the category to identify the areas of opportunities, the consumer need states and
drivers to each category, the occasion and day part on which they are purchased

You want to drive consumption of your brand in outlet.
Deep-dive into an occasion to understand why consumer choose to drink

specific drink categories on that occasion and what drives them to do so.
This allows you to position the rights brands in the right outlets and market

them in the right way to drive spend



Get in touch to learn more

This is just a snapshot of the in-depth insights that CGA’s OPUS research can provide into the consumer occasions that take
place in On Premise channels. With the ability to deep dive into each drink category, this research can shape successful
brand strategies by ensuring suppliers link their brands with the most profitable On Premise opportunities, and help brand
owners to tailor sales stories by occasion and channel.

RACHEL WELLER
DIRECTOR OF CONSUMER RESEARCH & MARKETING
rachel.weller@cgastrategy.com
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