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CGA by NIQ Impact Reports

On Premise Impact Reports help suppliers, brokers, and operators across food and beverage keep a pulse of the industry by
featuring current insights derived from a variety of our best-in-class tools.

Subscription Access: $9,000* CAD

4 PPT reports sent per month — with unlimited member access included in subscription
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2 Sales Impact Reports

Provides sales velocity, ticket count,
and check value trends drilling into
specific provinces to measure bar and
restaurant sales performance

(CGA_

1 Consumer Impact Report

Gauging perception of On Premise

visitors nationally on trends that are
taking place in the channel. Subjected

topics change with each month for
fresh, relevant content.

1 OPM Impact Report

The latest category share data with
deep dives into various markets each
month, detailing shifts in performance

across Beer & Spirits.

*All contracted CGA clients gain full access to Impact Reports within their subscription to core CGA services at no additional cost
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CGA by NIQ Sales Impact Reports

Total Canada Market Sales: Velocity

Total Canada velocity is at the same level as last year

$ VELOCITY BY WEEK

——2022 —==2023

@ * Exact dates can be found in the appendix N.B. Incomplete data for week 38 in 2022 & week 12, 26 & 29 in 2023
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Total Canada Market Sales: Ticket Counts

Ticket counts are down -5% vs 2023

TICKET COUNT BY WEEK

@ ' Exact dates can be found in the appendix N.B. Incomplete data for week 38 in 2022 & week 12, 26 & 29 in 2023
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Ontario

Velocity Ticket Check Value

1,272 $73.44
7% +3%

v February 18 2023

E « Y NEE} EE

Alberta

Velocity Ticket Check Value

-5% +7%

v February 18 2023
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A by NIQ Consumer Impact Reports

LOOKING BACK

.Y HOW MUCH HAVE YOU BEEN VISITING THE BELOW VENUES
j 'y, COMPARED TO A YEAR AGO?

Asked to those who have visited each channel in the past 3 months

(-2pp vs. January 2024)

Of the 21% visiting MORE often than usual....

REASONS FOR VISITING MORE OFTEN

A ON PREMISE PULSE R

umers that visited venues in past 3 months

an

SOURCE: CGA BY NIQ FEBRUARY 2024 CANADA ON PREMISE PULSE
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Hotel Premium bars  Neighbourhood bars Fine dining Independently Sports bars Casual dining chains
of consumers have been out bars/restaurants restaurants owned restaurants
for a drink in the past month
HOTEL
(+1pp vs. January 2024) { ; " 1;-.-.\ avh
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40% 47% 41% 32% I
Alberta C::Z':;a Ontario  Quebec
= More than a year ago = Aboul the same as a year ago W Less than a year ago = | am no longer visiting this type of venue
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HOW DOES YOUR CURRENT BEHAVIOUR COMPARE TO HOW FREQUENTLY
YOU USUALLY GO OUT?

< -
My group of friends have been going out more 37% m o vs Jan 2024
frequently 2 0, o,
21% 32%
| have been treating myself 35% e less ofteh
There are new places that | have wanted to try 25% A
There have been more events than usual 22%
| want to support local businesses 17%
The time of year (e.g. Summer/Winter) 16% | am going out | am going out | am oing out | am going out | am going out
much more often slightly more often going slightly less often much less often
| have been able to save money recently 15% than usual than usual than usual than usual
| am visiting while | have enough disposable income 15%
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Topics covered in the 2023 Consumer Pulse Reports

Dry January

Valentine’s Day

BeVAl in takeout/delivery

Visitation behaviour to new venues

Festivals

Impact of Cost of Living

On Premise satisfaction

Impact of Local

Changes in consumption vs 12 months ago

Cocktail size trade-up

Engagement with wine & beer cocktails
Larger cocktail serve sizes

Importance of flavour

Hard seltzer bases

Holiday season visitation
New Year's Eve visitation intentions
Takeout/delivery

Health Canada drinking guidelines
Category consumption vs 12 months ago
Value for money in the On Premise

St Patrick’s Day

Cross category & brand switching
Premium mixers deep-dive
Premium vs value exploration
Path to purchase

Importance of sustainability & ethical
practices

Day of the week visitation

Premium vs value exploration

Health Canada drinking guidelines
Category consumption vs 12 months ago
Value for money in the On Premise

St Patrick’s Day

Specific channel visitation changes
Cocktail consumption vs 12 month ago
BevAl and food in the On Premise
Cross category & brand switching

Stanley Cup Playoffs
Patio season
Deep-dive into softs & non-alc

Importance of brand presence in the On
Premise
NHL Week 1

Thanksgiving
Halloween
Seasonal drink categories




CGA by NIQ OPM Impact Reports

TOTAL
CANADA

TOTAL

CANADA
2l {
CANADA'S ON PREMISE SPIRITS VALUE RISES,
WHILE VOLUMES AND DISTRIBUTION TRAIL

OPM not only reports nationally, but also across major provinces to benchmark brand,
category, and manufacturer performance, \
n Alk

lower in Queb

takes its highest share of spirits sales (26

s YA. Whiskey’s share is much

Over the last 52 weeks, less spirit volume was sold, largely due to a decline in distribution. On a
more positive note, ell in the outlets they are stocked in, being driven by

Vodka, Tequila anc

ts are selling w

key categories.

Market: Total Canada Whiskey Share

Total Canada
(Value) $ % Chg YA o,
(Volume) 9L EQ % Chg YA 17.6%
VEVA trend (Distribution)TDP % Chg YA
(Volume Rate of Sale)
9L EQ/TDP % Chg YA British Columbia
: Total Spirits Vol % chg: -7.79
Avg Price % Chg YA Giabe
Whiskey Vol % chg: -6.9% Total Spirits Vol % chg: +4

Whiskey Share of Spirits : 17%
7 Whiskey Vol % chg: +
Whiskey Share of Spirits : 15%

\

Alberta

Total Spirits Vol % chg: Ontaro
Whiskey Vol % ch Total Spicts Vol Xchg; Prairies & Atlantic
—_ Jlar Spirit, with a 22,1 _eeeee Whiskey Share of Spirits : 26% e/ VoL % e A Territories also
y and Te chieved growth of +0 respectively, with all Whiskey Share of Spirits : 18% reported.on

other categories in experiencing declines

C:‘r’\ga Vodka  Whiskey  Cordials  Tequila Gin Rum '::':::.Yé
Volume -
share of 22.1% 17.6% 15.4% 14.6% 14.3% 13.6% 1.3% P N ' -
Spirits - ?-‘ ‘ t -

voume 918K 732K 640K 608K 593K 565K 56K ‘ X ‘1 -
Volume % 7

A, 404 +0.8 0.9% -25%  -1.0%  -49%
- [ - [ ] e For further details on CGA's On Premise Measurement solutions,
"H i along with support in understanding trends at category, segment
o and brand level within the On Premise, contact Mitch Stefani at
o L N .
-y d or download more information
(-
Tonien  74%  72%  92%  79%  83%  77%  -85%

@ Sign up to receive On Premise news & Insights for the Canadian market, here
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Contact Us

To learn more or to speak to a member of the team,
please feel free to get in touch:

MITCH STEFANI MATT CROMPTON FREDERIQUE CHARRON
Client Solutions Director - Canada Regional Director - North America Client Solutions Manager - Canada
mitch.x.stefani@nielseniqg.com matthew.crompton@nielsenig.com Frederique.charron@nielsenig.com

CGA
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