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CONSUMER COUNTDOWN TO 

REOPENING SERIES
Part 2 ðBehavioural shifts in a reopened On Premise 

Spanning across two nationally representative samples of 5000 and 1000 GB On Premise 
consumers, CGA³s Part 2 of the CONSUMER COUNTDOWN TO REOPENING SERIES 
explores planned behavioural changes in On Premise users. The report also highlights the 
role of ethical credentials and locality of venues and products on decision making. Results 
were collected between the 26th Feb ·15th March and 2nd·11th of March.



With the GB out of home marketõs roadmap to reopening outlined, 

CGAõs Consumer Countdown to Reopening Series delves into consumersõ plans for 

reopening, changing behavioural patterns & sentiment, hospitality predictions & factors for 

successful On Premise visits.

The exclusive series of reports offer insight across key topics impacting the sector, with 

further detail available on request.

To access the full range of topics included within the series, or for more information, contact: 

charlie.mitchell@cga.co.uk

INTRODUCTION 
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Optimism and excitement to return to hospitality venues is high, with over a fifth of 
GB consumers planning spend more time and money in the On Premise

CONSUMER COUNTDOWN TO REOPENING SERIES

Sample size: 913

27%
Of GB plan to go out more often

than they typically would have pre-

COVID-19

Vs 19% who plan to go out less 

often

22%
Of GB stated they plan to spend more 

than they typically would have when out 

pre-COVID-19

Vs 13% who plan to spend less



The affect of COVID-19 on consumersõ financial situation is polarised, with 
consumers experiencing both positive and negative impacts
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Sample size: 1002

Which of following statements about the impact of COVID-19 on your financial situation apply to you? 

I am facing 

financial hardship 

due to the impact 

of COVID-19

My disposable 

income has 

decreased due to 

COVID-19

I have been able 

to save money 

generally 

I have saved

money I would 

usually spend on 

eating & drinking 

out

I have spent

money I would 

usually spend on 

eating & drinking 

out on different 

things 

None of these 

apply 

14% 22% 32% 31% 20% 8%
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Sample size: Avg GB: 917, Go out less: 171, Spend less: 117

Of those who plan to go out less often,

22% 
are facing financial hardship 

+8pp vs avgGB

30% 
have experienced a decrease 

in disposable income 

+8pp vs avg GB 

Of those who plan to spend less,

28% 
are facing financial hardship 

+14pp vs avgGB

31% 
have experienced a decrease 

in disposable income 

+9pp vs avg GB 

Those who plan to spend less time and money in the reopened market are more 
likely to have been negatively impacted finically  by COVID-19
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Sample size: Go out more: 247, Spend more: 201, Go out less: 171, Spend less: 117

Of those who plan to go out more often,

22% 
have been able to save money generally 

+4pp vs those who plan to go out less

30% 
have saved money they would usually 

spend on eating and/or drinking out 

+4pp vs those who plan to go out less

Of those who plan to spend more,

28% 
have been able to save money generally 

+7pp vs those who plan to spend less

31%
have saved money they would usually 

spend on eating and/or drinking out 

+9pp vs those who plan to spend less

Whilst those who plan to spend more time and money in the reopened market are 
more likely to have saved money during the pandemic 



CGA Wine Report Three ðThe Future of Fizz

AvgGBI Plan to go out more oftenI Plan to spend more

34% 31%
36%

53%

26%
20%

54%

29%
17%

18-34 35-54 55+

Age groups

Gender

49% 39% 45%

51% 61% 55%

£83 £87 £95

Average monthly spend on 

eating and drinking out

£39.0k £42.1k £40.9k

Average household income

54% 67% 71%

% visiting On Premise at 

least weekly

Sample size: GB: 919, Go out more: 249, Spend more: 201 

Consumers who intend to make the most of the On Premise are 
more likely to be 18-34 years old and were more engaged with the 
market pre-COVID-19
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18% 26% 28%

% who live in a city centre

43% 48% 50%

% who are in white collar 

professions



CGA Wine Report Three ðThe Future of Fizz

AvgGBI Plan to go out less often I Plan to spend less

34% 31%
36%

25%

40%
35%

29%

44%

27%

18-34 35-54 55+

Age groups

Gender

49% 49% 47%

51% 50% 52%

£83 £78 £77

Average monthly spend on 

eating and drinking out

£39.0k £38.1k £37.4k

Average household income

54% 44% 43%

% visiting On Premise at 

least weekly

Sample size: GB: 919, Go out less: 171, Spend less: 117 

Whilst consumers who plan to spend less time and money in the On 
Premise are less affluent and are most likely to be between 35-54 
years old
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18% 18% 19%

% who live in a city centre

43% 45% 45%

% who are in white collar 

professions



Sample size: Go out more: 249, GB: 919

70% of consumers who plan to go out more intend to visit restaurants more often 
than they did previously 
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Of consumers who plan to go out more often, the channels they intend to visit more frequently than they did pre-COVID-19 are: 
(Top 5, Indexed vs Avg GB)

Restaurants Pubs Bars
Other leisure 

venues
Nightclubs

70% 53% 36% 33% 25%
+23pp +19pp +16pp +16pp +16pp



In October 2020,

17%
of the average channels 

visited since the market 

reopened in summer were 

up/market premium venues

Consumers mostly intend to visit mainstream/ inexpensive venues when the market 
reopens, with marginally fewer consumers planning to visit premium outlets than what 
we saw after the first lockdown 
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Sample size: Oct 2020: 2645, Feb 2021: 2485

When pubs, bars and restaurants reopen, which type of venue are you most likely to visit?

49.5%

15.3%

35.3%

Inexpensive/

mainstream venues

Premium/ upmarket

venues

A mixture of both



12%
Of GB predict they will drink more alcohol 

when out compared to pre-COVID-19

Sample size: Avg GB: 914 18-24:  311, 35-54: 282, 65+: 328

2 in 9 18-34 year olds plan on drinking more alcohol in the On Premise than they 
did before the outbreak

22% amongst 18-34 year olds 

9% amongst 35-44 year olds

5% amongst 65+ year olds
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The opportunity for low or non-alcoholic drinks is also evident, with 31% of GB 
planning to drink less or no alcohol in the On Premise when venues reopen 
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Sample size: 921

18%
Of GB predict they will drink less alcohol 

when out compared to pre-COVID-19

3%
Will cut alcohol out completely 

10%
Don³t drink alcohol



28%
Local to your place of 

residence

Vs 12% less often

20%
City/Town Centre

Vs 21% less often

17%
Local to your place of 

work

Vs 16% less often

Consumers are over three times more likely to visit local venues more often than they 
are less often when the market reopens

CONSUMER COUNTDOWN TO REOPENING SERIES

Sample size: City Centre: 902, Residence: 912, Work: 588

Locations consumers are planning to visit hospitality venues more often than they would have pre COVID-19:



ôLocalõ is more likely to be understood as venues within walking distance in 35+ year 
olds, but generally means within a 10-20 minute journey across age groups

Sample size: 18-34: 693, 35-54: 866, 55+: 884 

29%

45%

19%

4% 2%

38%
43%

15%

3% 1%

35%

48%

13%
3% 1%

Venues within walking/

cycling distance

Venues within a 10 - 20

minute journey via transport

(e.g. car, train, tube)

Within a 20 - 30 minute

journey via transport (e.g. car,

train, tube)

Within 30 minute - 1 hour

journey via transport (e.g. car,

train, tube)

Over 1 hour journey via

transport

18-34 35-54 55+
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When thinking about supporting òlocal hospitality businessesó, what does local mean to you?



After months of lockdown, consumers are now wanting to travel further than 
walking distance when the market reopens 

Pubs Bars
Café/coffee 

shops

Late night 

bars / 

nightclubs

Fast food 

venues

Other leisure 

venues
Restaurants 

37% 37% 32% 29% 27% 19% 18%

-4pp -3pp -1pp -3pp -3pp -3pp -5pp

Sample size: Feb 2021: 1964-4854, June 2020: 2107-4837
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Proportion of GB consumers who will only travel within walking/ cycling distanceto the following channels when outlets reopen: 

(Indexed vs June 2020)



Compared to lockdown in June 2020, more consumers are willing to travel a 10-20 
minute journey to visit fastfood venues, pubs andbars

Fast food 

venues

Café/coffee 

shops
Pubs Bars Restaurants

Other leisure 

venues

Late night 

bars/ 

nightclubs 

51% 45% 43% 41% 40% 37% 32%

+2pp = +5pp +3pp -1pp -2pp -1pp

Sample size: Feb 2021: 1964-4854, June 2020: 2107-4837
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Proportion of GB consumers who are willing to travel a 10 -20 minute journey via transportto the following channels when outlets reopen: 

(Indexed vs June 2020)



Other leisure venues, restaurants and late night venues are the channels 
consumers are willing to travel the furthest for when the market reopens 

Other leisure 

venues
Restaurants

Late night 

bars/ 

nightclubs 

Café/coffee 

shops
Bars

Fast food 

venues
Pubs

44% 43% 39% 23% 22% 21% 19%

+5pp +7pp +4pp +1pp = = -1pp

Sample size: Feb 2021: 1964-4854, June 2020: 2107-4837
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Proportion of GB consumers who are willing to travel a 20 minute -1 hour journey via transportto the following channels when outlets reopen: 

(Indexed vs June 2020)



Sample size: 911

20%
Of consumers will drink local 

drink brands when they return to 

hospitality venues
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11%
Of consumers will drink 

world/imported brands when 

they return to hospitality venues

Nearly double the proportion of consumers intend to drink local drink brands over 
imported ones when they return to the market  



Consumer demand for local produce is also evident versus a year ago  
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Sample size: 993

26%
Of GB are buying more local produce

than they were a year ago


