Actions Page

1. Heavily communicate social
distancing measures prior to
opening
2. Use customer loyalty promotion to
retain customer base
3. Continue to offer all categories
across BWS
4. Strategically time any food or drink
deals

5. Offer a premium experience
6. Pair food and drink to enhance
flavour
7. Implement social distancing
measures
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Where are we now?

The vast
majority of
countries
across the
globe have
‘restricted
living’
measures in
places.
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Where is
the UK?
Insight
China is the only country to have reached
stage 6, and is living ‘a new normal’.
At this stage staying healthy still remains a
top priority for consumers.
Action 1
On-trade outlets will need to heavily
communicate, any and all, disinfecting
and social distancing measures taken, to
ensure optimal staff and consumer safety.
For Example, Pret A Manger Instagram
Post

What have we learnt from the
2008 recession?

The 2008
recession made a
lasting
impression on
consumer buying
habits
Insight
To make savings, consumers are
attracted to any promotions on offer, are
inclined to shop around and discover
cheaper alternatives. These habits
continued post recession with the rise
of the ‘savvy shopper’.
Action 2
Where some consumers have become
more ‘savvy shoppers’, outlets could
introduce, or revive, a customer loyalty
promotion.
Eg, Nandos ‘Craving’ Promotion
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Insight
Overall category preferences across
BWS have remained constant.
Indicating that a reduction in disposable
income does not encourage consumers
to change to cheaper categories, but
rather seek cheaper alternatives of their
favourites.

O v e r a l l s p l i t a c r o s s b e e r, w i n e
and spirits sales has remained
constant since 2008

Action 3
On-trade outlets should continue to offer
a clear variety to consumers across
BWS. But for example, offer food and
drink deals or, cheaper alternatives, of
certain categories to consumers.
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Vo l u m e s a l e s s h i f t e d t o
the off-trade during the
2008 recession
Insight

As consumers sought to save money
during the 2008 recession, many
transferred a proportion of their BWS
consumption to the off-trade.
This was already an existing trend,
however the 2008 recession did increase
the difference YOY.
Action 4
On-trade outlets can attract these
consumers by offering drinks deals at
strategic times and with meals. Eg, Turtle
Bay ‘2 4 1’ cocktails – offered daily until
7pm and again from 9:30pm to close.
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B e e r : Va l u e g r e w
ahead of volume and
unit sales
Insight
The trend of consumers opting for more
premium beers, but drinking less,
continued throughout the recession.
Action 5
In order to justify the price (apart from
taste) on-trade outlets need to focus on
offering a premium experience around
the drink. Eg, Stella Artois – Perfect pour
ritual
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The rise of craft and
bottle sales
Craft Beer

All Bottled Beer

Insight
Craft beer and bottle sales all grew YOY in both
the on-trade and off-trade following the 2008
recession. Meaning taste and quality has
becoming increasingly important to consumers.
Action 6
On-trade outlets should seek to enhance the
consumer experience by encouraging them to
really notice the ‘tasting notes’ of their drink and
how it can help enhance the flavours in their
food.
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What next?

How will the on-trade
re-open?
Key Insight
Even when the on-trade re-opens there is likely to be
some reluctance to gather outside the home.
With a vaccine not expected until 2021, it is likely that
some on-trade occasions will move to the off-trade
with family and friends socializing in the safety of their
own homes.
Action 7
To ensure consumers feel ‘safe’ visiting on-trade
outlets in Spain (top left) and Italy (bottom image),
protective plastic screens have been installed on
tables and at the bar areas. Measures such as these
could potentially allow outlets to host more consumers
and encourage nervous consumers back into the ontrade.
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