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Methodology

Utilising a combination of CGA’s consumer and sales data to provide a
holistic view of the GB cocktail market to inform your cocktail strategy...

Online survey of 1000 nationally Volumetric sales data

representative GB On Trade From over 60,000 outlets

cocktail drinkers
Survey in field October 2022
Exploring how cocktail consumers are engaging with

CGA BrandTrack

5,000 nationally representative

GB On Trade consumers
the On-Premise. Deep diving into their habits,

preferences, drivers, and expectations by channel

and occasion.

CGA
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Contents:

Cocktail Market Overview
Overview of the GB cocktail market looking at how cocktails
have performed in the On-Premise since market re-opening

Premiumisation and Polarisation
Insight into the premiumisation trend seen in the cocktail market
and the impact this is having on cocktail habits and preferences

Cocktail Consumers
Understanding who the cocktail consumer is and how they are
engaging with the category in the out-of-home market

Channel Interaction and Occasions

Insight into engagement with cocktails across different channels
and types of outlets, and a look at best-fit occasions for cocktail
consumption

Cocktail Drivers and Path to Purchase
Insight into the influential factors at play when navigating the
category and why consumers choose to engage with cocktails

Cocktail Trends

Exploring wider trends within the mixed drinks

category as well as pre-batched and draught
CGA
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The Cocktail Market

CGA
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The cocktail market has experienced a significant increase in sales over the past
12 months with value more than doubling, and outlet stocking levels and share
of spirits rising off the back of a full year without restrictions

Cocktails in the GB On Trade
MAT to end of Q3 2022 | YOY Chg. vs. Q3 2021

£686m 44.5k 7.3%

Value of Number of outlets Share of
cocktails in GB stocked in total spirits

CGA Mixed Drinks Q3 2021-2022 - Volumetric sales data




But in the shorter term, cocktails have slowed and
struggled to outperform the successes of a year

ago...

12 week value of GB On Trade cocktail market Q3 2022 |
YoY % Chg

-3.8%

CGA
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For the first time since Q1 2018, cocktail penetration appears to have plateaued,
indicating whilst outlet stocking has maintained, a potential ceiling has been hit

Number of outlets stocking cocktails:

44,576
43,501 44,541

41,938 42,228

39,475 39,291

Q1 Q3 Q1 Q3 Q1 Q3 Q1 Q3 Q1 Q3 Q1 Q3 Q1 Q3 QT Q3 QT Q3
2014 2014 2015 2015 2016 2016 2017 2017 2018 2018 2019 2019 2020 2020 2021 2021 2022 2022

CGA
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Dark spirits and Speciality drinks increase their share of serve, while Non
Cream Liqueurs have also grown and are now included in half of all cocktails

Category share of cocktail ingredients:
Indexed vs Q3 2021

56.0%
50.4%

32.5%

28.4%

26.0%

12.7%

9.3%
5.1% 9
_ B e
Vodka Non Cream Specialities White Rum Sparkling Wine Tequila olden Rum Dark Rum Imported Whiskey
Liqueurs
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+0.2pp +1.8pp +1.3pp -0.1pp -0.1pp +0.5pp +1.9pp = +0.1pp +0.4pp

CGA Mixed Drinks Q3 2021-2022 - Volumetric sales data




Staple classic cocktails decline in their overall share, while Spritz serves
continue to grow in popularity with Aperol Spritz breaking back into the top 10

Top 10 mainstream cocktails based on share of serve:
Indexed vs Q3 2021

Pornstar Sex On The Mojito  Flavoured Iced Tea  Daiquiri Spritz Espresso  Aperol Pina
Martini Beach Martini Martini Spritz Colada
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15.5% 7.0% 67% 63% 60% 87% 853% 48% 41% 3.5%

Rank

+1 -1 N/A -1 - = -2 +3 -2

% -2.5% -0.4% -0.8% N/A -0.6% -0.4% 0.5% -0.3% 1.6% -0.8%
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Aside from Aperol Spritz gaining considerable favour,
Tequila and “bubble” based cocktails too lead sales
gains making them a key menu consideration

Top 3 cocktails in terms of share change versus Q3 2021|
Chg versus Q3 2021

Aperol Spritz Margarita Sparkling Cocktail
+1.6pp +0.7pp +0.3pp

CGA
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Tequila based cocktails have experienced growth
over the past year, now being included in almost 1
in 10 cocktails

Of GB cocktails contain Of GB cocktail sales
Tequila are a Margarita serve

+1.9pp vs Q3 2021 +0.7pp vs Q3 2021

Consumers typically  Of consumers typically
drink a Tequila based drink a Margarita

cocktails +3pp vs Q3 2021

; CGA Mixed Drinks Q3 2021-2022 - Volumetric sales data C GA

Consumer survey sample size: 1004
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Consumers have on
average

cocktails in their
repertoire

+0.4 vs Q3 2021

Sample size: 1004



37%

of consumers purchase
cocktails that they have
tried before and know they
like the taste of

+6pp VS 03 2021
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Classic cocktails grow in popularity as consumers look for serves that they
know and trust and shift away from experimentation

When ordering cocktails...

277

Of consumers try adrink  Try a new spirit brand in a
category that they don’t cocktail every time or
typically drink (e.g. Gin, almost every time
Rum, Tequila) every time or
almost every time

-7pp -7pp

CGA
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67%

of consumers have a ‘go-to’
cocktail

+5pp vs Q3 2021

Sample size: 1004

Consumers increasingly have ‘go-to’ cocktail options
so operators should ensure those most popular are
listed within their offering

The top 5 ‘go-to’ cocktails: Rank indexed vs
share of serve:

# -I Pornstar Martini _
E] #2 Mojito +1
! #3 Sex on the Beach -1

#4 Pina Colada +6
Y
! #5 Daiquiri +1

CGA
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Cocktail Market Summary

A After a period of 12 months where minimal restrictions have been imposed, the cocktail market has
doubled in value YoY and grown share of spirits, affirming the category’s importance to the GB On Trade

A In the short term picture however, cocktail performance has slowed, with outlet stocking levels plateauing
for the first time since Q1 2018 and 12-week value dropping 3.8% versus the equivalent period in 2021

A Pornstar Martini remains the No.1 based on share of serves, with staple classic cocktails in decline while
Spritz serves continue to grow in popularity, and Aperol Spritz breaks back into the top 10

A Tequila based cocktails have been in demand, with their share of serve increasing to just under 10% of
cocktail serves, which has led to 1 in 3 consumers now having a Tequila based cocktail in their repertoire

A In contrast to dynamics last year, consumers move away from experimental cocktails and instead purchase
tried and trusted serves, which has translated into a growing preference for classics and “go to’” serves

A Ensuring operators stock the “go-to” options is vital with over 2 in 3 stating they have one in their
repertoires, so understanding what these are and how to optimise them is key to success

CGA
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Premiumisation and Polarisation




The flavours included in cocktails and trust in
their quality are key, while consumers are also
interested in finding value through promotions

Important factors when choosing a particular cocktail:

# 1 The flavour(s) of the cocktail

#2 If it is a cocktail | have tried before and know
| like the taste of

#3 The ingredients in the cocktail

#4 Flavour descriptions/ tasting notes
Whether the particular cocktail is on

#5 promotion (e.g. 2 for 1)

CGA

Powered by NielsenlQ

Sample size: 1004



There is increasing demand for value cocktails so operators must ensure they
articulate these credentials within their offering via marketing communications

Would you say the cocktail(s) you typically drink are mostly...

28%

Premium

high-quality
cocktails

Sample size: 1004



