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SUMMARY: TOPLINE VISITATION & INTENTION

Consumers general visitation rate for food-led visits has.remained consistent, with a slight decrease in drink-led
visits.

There has been an increase in the proportion of consumers visiting the On Premise on Thursday and Friday.

Those who are visiting more frequently and spending more continue to be driven by the desire to treat
themselves.

Planned behaviour differed from actual behaviour in Dry January, with a 68% drop out rate. However; for those
that have taken part, moderation of alcohol is a habit consumers are keen to continue past January.

Dry January saw consumers drinking soft drinks, mocktails and no/ low categories more frequently and also
provided an opportunity for consumers to trial no/low categories and mocktails in for the first time.

The cost-of-living crisis is still the major reason for consumers going out less. When comparing its effect in
Germany, Italy and France, Italian consumers are the least worried about its impact over the next 3 months, while
France is the most pessimistic.

Chain restaurants are a key channel to target, with 3 in 5 consumers having visited a chain restaurant in the last 3
Months.

Food deals and promotions as well as new and innovative.food options are the top two incentives which would
encourage consumers to visit chain restaurantsimore frequently.

There is opportunity for bottled water and soft drinks in chain restaurants, being the top two drinks categories
consumed when visiting.



CGA’'S MONTHLY CONSUMER
PULSE

A This monthly On-Premise Consumer Pulse report is intended to capture consumers
consumption patterns and how they fluctuate in the transition period from December 2023
to January 2024 in France.

A This study looks into consumer’s On-Premise behaviour over the past month and
tests visit intention for the month ahead.

A In other countries, this monthly check-in has become a staple for beverage suppliers
and other businesses interested in the channel.

A These monthly updates will help interested parties to stay close to the
consumer’s intentions and behaviours for our beloved On Premise channel.

A For this January 2024 issue, we surveyed 750 consumers (aged 18+) between the 22nd -
29th January 2024. These consumers were situated across all French regions and must
typically visit On Premise venues at least once within a 3-month period.

A This report touches upon hot topics including Dry January results, the cost-of-living crisis
as well as chain restaurants.
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LOOKING BACK

FREQUENCY VISITING THE ON PREMISE OVER THESE
LAST MONTHS

Visits to the On Premise this month
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S L OOKING AHEAD
VISITATION PLANS FOR THE ON PREMISE MONTH 4 |

3867%

Plan to go out to eat
in the next month
-Tpp vs December

527%

Plan to go out to drink
in the next month
vs December

3% don’t plan to visit the
on premise next month
vs December
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HOW DOES YOUR CURRENT BEHAVIOUR COMPARE
TO HOW FREQUENTLY YOU USUALLY GO OUT?

21% 43% 36%

Going out more Going out the Going out less

often same often
-3pp Vs +5pp vs -2pp Vs
December December December

SOURCE: CGA MONTHLY ON PREMISE CONSUMER PULSE REPORT JANUARY 2023 - SAMPLE: 750 7
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ON WHICH DAY (S) OF THE WEEK HAVE YOU VISITED
RESTAURANT OR OTHER SIMILAR VENUE OVER THI
MONTH?

Days of the week visited

+4pp

+3pp
-3pp
Monday Tuesday Wednesday Thursday Friday Saturday Sunday
SOURCE: CGA MONTHLY ON PREMISE CONSUMER PULSE REPORT JANUARY 2023 - SAMPLE: 722 8
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HOW OFTEN HAVE YOU VISITED BARS, RESTAURAN
OTHER SIMILAR VENUES OVER THE PAST MON

Visiting habits (vs December)

_2pp

3-5 times a week B +3pp

Everyday / almost
everyday

Once or twice a
week

Once or twice a
month

9
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Those visiting the on premise more frequently than usual are typically younger, more likely to
be located within the city / town centre and with a lower average household income than those
who are visiting less often

Going out more

Age groups Gender

o0 %~ 50%
d 50% 950/

50%
23% 27%
18-34 35-54 55+
m Going out more Going out less
Location of residence Typically visits the On-Premise...

66% Average household income At least weekly 68%
City centre / town centre €28,41 3

i HmE 34% At least monthly 32%

Rural / suburban

CGA SOURCE: CGA MONTHLY ON PREMISE CONSUMER PULSE REPORT JANUARY 2023 - SAMPLE: 272 154 10
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YOU HAVE SAID THAT YOU ARE CURRENTLY GOING OUT MORE FREQUENTL
USUAL, WHY IS THIS?

Reasons for going out to the on premise more frequently than usual (vs December)

| have been treating mysel ||, o7 -1er
To make up for missed occasions previously _ 25%
There have been more events than usual _ 19%  2pp
| have been able to save money recently _ 19%  +3pp
There are new places that | have wanted to try _ 18% _16pp
| feel safe in hospitality venues now _ 17% +2pp
| am visiting while | have enough disposable income _ 15% -4pp
| am no longer concerned about COVID-19 _ 12%
| want to support the hospitality sector _ 11%

The time of year (e.g. Autumn/Winter) _ 10% -8pp

| want to support local businesses 6% -6pp

SOURCE: CGA MONTHLY ON PREMISE CONSUMER PULSE REPORT JANUARY 2023 - SAMPLE: 182,156 12
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YOU SAID THAT YOU ARE CURRENTLY GOING OUT LESS FREQUENTLY THAN U
IS THIS?

Reasons for going out to the on premise less frequently than usual (vs December)

Cost of living increases 60% +1pp

Price increases in eating and drinking out

42% =Upp

33% =0pp \
20% +8pp -
Rising cost of
Livin
19% -8pp &

14% -2pp

| have less disposable income than usual

The weather

| am spending money on other things

My friends / family aren't going out as much as usual

The time of year (e.g. Autumn/Winter) 12% -2pp

Concerns around COVID-19 6% -1pp

The atmosphere isn't as good as usual when out 5% -2pp

SOURCE: CGA MONTHLY ON PREMISE CONSUMER PULSE REPORT JANUARY 2023 - SAMPLE: 284, 273 13
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HAVE YOOUHANGED YOUR BEHAVIONURNY OF THE FOLLOWING WAYS OVEHRIHE
MONTH, COMPARED TO USUAL, IN BARS, RESTAURANTS AND SIMILAR VENI

NET
Change in on premise behaviours Change

How much | spend when out per visit

How much | spend on eating and drinking out
overall

B Increased M Stayed the same M Decreased

SOURCE: CGA MONTHLY ON PREMISE CONSUMER PULSE REPORT JANAURY 2023 - SAMPLE: 750 14
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WHICH IF ANY OF THE FOLLOWING ARE REASONS WHY YOU ARE SPENDINC
NOW WHEN OUT PER VISIT IN BARS, RESTAURANTS AND SIMILAR VENUE

Reasons for increased spend per visit (vs December)

53% -3pp

The price of food is more expensive

The price of drinks is more expensive 48%  -3pp

| have been treating myself more 42% +4pp

| am buying higher quality food when out 18% -2pp

| have more expendable income 17%  +2pp

| am going out less often so treating myself when | do 16%  -6pp

| have been celebrating more special occasions 14%  -2pp

| have been having more drinks during visits 13% -1ppP

9% =0pp

| am buying more premium drinks brands when out

SOURCE: CGA MONTHLY ON PREMISE CONSUMER PULSE REPORT JANUARY 2023 - SAMPLE: 180
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WHICH IF ANY OF THE FOLLOWING ARE REASONS WHY YOU ARE SPENDING |
WHEN OUT PER VISIT IN BARS, RESTAURANTS AND OTHER SIMILAR VENL

Reasons for decreased spend per visit (vs December)

| am watching what | spend 749, T4PP

| am trying to save money _ 46%4pp
| am drinking fewer drinks when out _ 32%
| am no longer choosing additional food items _ 29% *7PP
| am choosing cheaper food options _ 28%
| am choosing cheaper drink options _ 21% +1pp
| am opting for non-alcoholic options instead of alcohol - 12% -3pp

CGA SOURCE: CGA MONTHLY ON PREMISE CONSUMER PULSE REPORT JANUARY 2023 - SAMPLE: 222, 219
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WHICH OF THE FOLLOWING HAVE YOU HAD IN BARS, RESTAURANTS AND S|
VENUES IN THE PAST MONTH?

Hot drinks 39%

Beer 37% +1pp

Wine (including sparkling wine) 33% +3pp
Aperitifs 32% pmtls
Cocktails plel/ +1pp

Soft drinks 26% B

No / low alcohol options 12% B

Ready to drink alcohol 11% ERisls

Digestifs

Energy drinks 8 -1pp

!I

Spirits 7% S

Cider 6% IS

CGA SOURCE: CGA MONTHLY ON PREMISE CONSUMER PULSE REPORT JANAURY 2023 - SAMPLE: 724 - 722
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WHICH STRENGTH OF BEER HAVE YOU HAD IN B/
RESTAURANTS AND SIMILAR VENUES IN THE PA
MONTH? PLEASE SELECT ALL THAT APPLY

Strengths of beer consumers have drunk in the past month
(vs December)

righ strength (5.5%) | 26 +4vo
Normal strength (4.5% - .

5.5%) I, <% +1pp

Mid strength (3.5% - 4.5%) | <0 +17»

Light strength (1% - 3.5%) || Gz 14% 5rr

Low alcohol (0% - 1%) -7% -5pp

No alcohol (0%) [} 6% -6rp

SOURCE: CGA MONTHLY ON PREMISE CONSUMER PULSE REPORT JANUARY 2023 - SAMPLE: 267, 256 18
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HOW OFTEN DO YOU PLAN TO VISIT BARS, RESTAU
OR OTHER SIMILAR VENUES OVER THE NEXT MOTI

B Less frequently
As frequently
® More frequently

+12pp for Gen Z

SOURCE: CGA MONTHLY ON PREMISE CONSUMER PULSE REPORT JANAURY 2023 - SAMPLE: 748, 19
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Hot Topic -

Dry January
Results




CHANGE IN DRY-JANUARY PARTICIPATION RATE

Visitors who planned to participate in Visitors who are taking par_t Lo LI
Dry-January when surveyed in January when surveyed in late

December January

68% Drop-Out rate for

Dry January
Participants

Do you plan on participating in dry january Are you currently taking part in dry janaury

B Yes B No

SOURCE: CGA MONTHLY ON PREMISE CONSUMER PULSE REPORT JANUARY 2023 - SAMPLE: 750 21
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WHICH OF THE FOLLOWING DO YOU PLAN TO DO (

DRY JANUARY ENDS?

m | will increase my alcohol
consumption in the short
term

m | will go back to my
normal alcohol
consumption

| will drink alcohol again
but will continue to
moderate how much |

drink _
m Continue to not drink for

the foreseeable future

SOURCE: CGA MONTHLY ON PREMISE CONSUMER PULSE REPORT JANUARY 2023 - SAMPLE: 138

© 2023 Nielsen Consumer LLC. All Rights Reserved.

CGA




HAVE YOU DRANK ANY OF THE FOLLOWING DURING DRY JANUARY?

Mocktails/ No alcohol cocktails 24%
No alcohol spirits 21%
No alcohol beer 24%
No alcohol wine 22%
m | drank this more frequently during Dry January | drank this the same amount as usual in Dry January
m | drank this less frequently during Dry January m | tried this for the first time during Dry January
SOURCE: CGA MONTHLY ON PREMISE CONSUMER PULSE REPORT JANUARY 2023 - SAMPLE: 119-116 23
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HAVE YOU DRANK ANY OF THE FOLLOWING DURINC
JANUARY?

Soft drinks Bottled water

44%
More

More

Same as frequently
usual

frequent...

39%
Same as
usual

SOURCE: CGA MONTHLY ON PREMISE CONSUMER PULSE REPORT JANUARY 2023 - SAMPLE: 116-119 24
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Hot Topic -
Cost of Living
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COST OF LIVING CRISIS PRESENT IMPACT AND PRED

B How much is the cost of living crisis impacting you at the moment?2

B How much do you think the cost of living will be impacting you in three months time?

35%
Severely
37%

33%
34%

Moderately

25%

A little

23%

5%
4%

Very little

| B¥
I -

Not at all

SOURCE: CGA MONTHLY ON PREMISE CONSUMER PULSE REPORT JANUARY 2023 - SAMPLE: 746-742 26
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HOW MUCH DO YOU THINK THE €D TVING CRISIS
WILL BE IMPACTING YOU IN 3 MONTHS' TIME?

ltaly m Germany = France

15%
Severely  [IEEE— 30%
. Jy¥

40%
Moderately | EEE— N 32%
L3496

35%
Alittle  IEE— 28%
T — 23%

8%
Very little NS 7%
I 4%

1%
Notatall | 3%
B 2%

SOURCE: CGA MONTHLY ON PREMISE CONSUMER PULSE REPORT JANUARY 2023 - SAMPLE: 751-996 27
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Hot Topic -

Chain
Restaurants
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HOW OFTEN DO YOU TYPICALLY VISIT A CHAIN
RESTAURANT IN AMONTH PERIOD?

SOURCE: CGA MONTHLY - -
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