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Welcome to TWC Trends Autumn Edition 2021 twc
@Trends

This report is part of the TWC Trends/Autumn 2021 series, conducted by TWC —
the data and insight experts for UK wholesale, convenience retail and hospitality.

A nationally robust and representative sample of 1,000 UK consumers were
interviewed online between 5™ and 8™ November 2021.

This section of the study focuses on ‘(Re)-Emerging Behaviours’

Should you wish to receive further (free) reports from the TWC Trends/Autumn
2021 series, please contact sandy@wsale.co.uk
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45% of UK consumers think the worst of the pandemic is behind us twc

and many are returning to pre-covid behaviours @ Trends
e A third of the population disagree * Research from Ketst CNC shows that Brits are now
e But very large numbers are comfortable meeting people almost equally split between wanting to ‘limit the
face-to-face, using public transport again and returning to spread of the virus’ compared to ‘protecting the
the workplace. economy’ —the gap has virtually closed.
Agree Disagree The proportion of people who would protect the economy
over limiting the spread of Covid Is at Its highest since the
pandemic began
The worst of The Pandemic is behind us 45% Limit the SDIEHd # Protect the economy
80%
I'm comfortable meeting people face to 60
face 67%
40
I'm comfortable using public transport 50% 20 f e __-_—___,.---—-"
I'm comfortable going into place of work 0
(those employed) 52% 0 ——— —
2020 2021
I'm comfortable attending indoor events 44% Source: Kekst CNC

where there are 50+ people

As reported in The Sunday Times, 21 November 2021
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83% of the UK population say they went to a hospitality outlet in the
previous month — which is more than went to a supermarket (80%)

twc

@Trends

Coffee Shops and restaurants have the highest penetration as they attract a broader demographic. Many of the other
outlets are biased towards a younger consumer.

In the last month, have you...?

Gone to a coffee shop for drinks/food 48% Brits of all ages are heading back out into hospitality outlets —
83% say they visited one in the previous month.
Gone to a restaurant for a meal 46%
Gone to a pub/bar for a meal (and o The age break-downs are as follows:
drinks) 39%
Gone to a pub/bar for drinks 38% e 91% of 18-34 year olds
Gone to a show at a theatre/film at a 20%  83% of 35-54 year olds
. (o]
cinema

77% of 55+ year olds

Stayed in a hotel in the UK for
pleasure

16%

Gonetoa pub/baTrvto watch sport on 14% Summary:

Gone to a hotel for a meal and/or People of all ages are returning to hospitality

drinks 11% outlets. Turnover is calculated by penetration x
Gone to watch a sports team play in a 8% frequency x spend. Penetration is looking good, less
stadium than 4 months after lockdown fully ended (in
Stayed in a hotel in the UK for work 7% England/WaIes) on 19 JUly 2021
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Turnover = penetration x frequency x spend twc
@Trends

83(y of the UK population say they visited a hospitality outlet in the previous month (ie early
(0 October 2021 — early November 2021)

o of the UK population say they visited a supermarket in the previous
80 A) month (ie early October 2021 — early November 2021)

>

FREQUENCY
33% = the % of UK adults who say they go out to a restaurant, pub or bar once
a week or more (early October 2021 to early November 2021)
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Socialising with friends/family is the key reason for visiting hospitality

twc

@Trends

For what reasons did you visit the
pub/bar/restaurant in the last month?

Social drink with friends/family

Social meal with friends/family

For a celebration (birthday,
anniversary, new job)

Socialising with work colleagues/clients

Other social occasion or function (eg,
quiz night, a comedy show, wake)

Use it to fill time (eg ‘had some spare
time so popped to the pub/bar’)

Go for a quiet drink on my own

To use it to work in /study in

Have a business meeting

Local Community event (eg mums and
tots, wine tasting, listen to someone...

66%
>9% Say they feel comfortable going
26% 6 5% to pubs, f)ars and restaurants
(v 19% disagree)
12%
11%
9% '‘Making up for lost time’ is still a key driver of
consumer behaviour
9%
7% Say they want to make up
7% 54% for lost time
(v 19% disagree)
3%
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Market different occasions for different age groups tQWT cd
Older consumers are more likely to drink socially with friends or drink alone. Meanwhile younger rends
consumers are more likely to go out for a celebration, to fill time or to study/work in a venue.

AGE
% UNDER 34
80%

_/ \_ 30% 40% 50% 60% 70% 80% 90%

75%

Socialising with work @) Have a business meeting
70% colleagues/clients Other social occasion or
. . . ;;_.-" . . .
Soc.lal drink V\‘/Ith Go for a quiet drink ///4;, function (eg, quiz night, a
0 friends/family comedy show, wake)
65% =7 ON My OWN

For a celebration (birthday,

(o)
60% anniversary, new job)

Social meal with
Use it to fill time (eg ‘had

55% friends/famil
/ y &) some spare time so )
popped to the pub/bar’) To use it to work
50% in /study in

4s AFFLUENCE
% ABC1

Size of each bubble representatives the size of the occasion to hospitality outlets
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It won’t come as a surprise that younger, affluent and urban dwellers headed out

for more occasions than ‘the norm’

For what reasons did you visit the
pub/bar/restaurant in the last month?

Social drink with friends/family

Social meal with friends/family
For a celebration (birthday,
anniversary, new job)

Socialising with work
colleagues/clients

Other social occasion or function

(eg, quiz night, a comedy show,...

Use it to fill time (eg ‘had some
spare time so popped to the...

Go for a quiet drink on my own

To use it to work in /study in

Have a business meeting

Local Community event (eg mums
and tots, wine tasting, listen to...

66%

59%

26%

12%

11%

9%

9%

7%

7%

3%

How many different occasions
did consumers go out to a pub

% going out for 2 or
more occasions in the 18-34

last month 0
33% 49%

% going out for 3 or
more occasions in the 18-34

last month 0
17% 29%

twc

@Trends

from the list on the left)
bar/restaurant for?

ABC1 URBAN

36% 39%

ABC1 URBAN

20% 23%
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But people have also entertained at home in large numbers. tWC

@Trends
In the last month...
of the population (= c.35 million
people) said they have entertained
| have entertained friends/family at their home ’in the last
friends/family at my home for 43% month’ for at least one of these reasons:
drinks (hot, cold, soft, alcoholic) . Drinks
. Food/Meal of the population
_ said that they have
) Sport/Movie/TV show entertained friends at
j‘> home for food, drinks/
_ I'have entertained sports or movie in the last
frlends/f?(r;rcl:‘ljy/:tmrr;glhome for 41% month AND/OR plan to

do in the next month.

Key fact:

More people were entertaining
at home (‘in the previous
month’) than the percentage
who met friends/family in a pub

| have entertained
friends/family at my home to 21%
watch sport, a movie, a tv show
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High future intent to entertain at home offers opportunity for retail and twc
foodservice @ Trends

Our TWC Trends/Autumn 2021 covers these
issues (and much more). Want to be the first to

| plan to entertain friends/family at receive newly released insight?
my home in the next month (for 30%
drinks, a meal or both) . .
Register your interest here W(:

Trends

At home entertaining with food from restaurants appeals to
all age groups:
* 26% GenZ
* 27% Millennials
| would consider ordering food from j‘> e GenX27%
a restaurant to have at my home 25% e Boomers 23%

when | entertain friends/family

At home entertaining provides opportunities for
foodservice operators and retailers (online, physical, local).
Who will win?
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Businesses who know their customers better/best are likely to win. t@chd
Consumers views on data collection rends

5 3(y = the % of UK adults who say they are happy for businesses to collect data about their spending habits if they
0 personalise their offer better in return

480/ = the % of UK adults who say pubs should collect and use customer data to offer personalised products
0 and promotions*

= the % of UK adults who say pubs should launch some kind of membership/club/loyalty programme*

(o)
46 A) = the % of UK adults who say convenience stores should launch some kind of membership/club/loyalty
programme*

4O(y = the % of UK adults who say convenience stores should collect and use customer data to offer
personalised products and promotions
o lised products and tions*

* From TWC Trends Spring 2021 TWC Trends Autumn Edition 2021 |



TWC Thoughts twc
@Trends

83% of the population say that they have visited a hospitality outlet in the last month — that’s more than
say they have visited a supermarket (80%)

So even though there is still some caution amongst the older generation, penetration has returned.
Many old habits are returning

What may not have returned is the same level of frequency and the same level of spend (per customer
over a period of time, not just transaction spend) —as more consumers opt to entertain at home

Outlets need to think about marketing new occasions through deals and promotions and driving loyalty
with customers

Knowing your customer better than your competitors (know their customers) will help the winners, win.
Data plays a pivotal role in this.

53% of the population are happy for businesses to collect data. Those businesses that aren’t close to
their customers will be the ones that lose out. You can be sure that if you aren’t targeting your
customers with personalised offers, the outlet down down the road or Deliveroo will be. (This applies to
B2B/RTM too, not just B2C)
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Coming soon.....
& @Trends
Further downloads from TWC Trends Autumn Edition 2021

twc Small format retail (convenience and the specialists)

Online consumer behaviour
@ Trends

Register your interest to receive downloads from these reports FREE OF CHARGE: sign up here

Financially struggling consumers

How else can we help?

TALK TO TWC Consultancy if you want to undertake more detailed tW‘ :

research on any of the topics covered in this presentation, or if you .
want help analysing the direct impact on your business. g Consultlng

t wc We also offer reporting solutions for wholesalers, operators and suppliers.
Visit our easy-to-use reporting platforms to understand the sales impact of

@ TeChrIO'Ogy changing consumer behaviour through the supply chain.
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Get in touch!

Call 07481 822031
or email sandy@twcgroup.net

Website:

twc

Harnessing data,
empowering wholesale.


https://twcgroup.net/

