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Intro

It's all about attracting in new customers and making them
come back again




Three ways to attract new customers
01 Counter the negative publicity



01 Counter the negative publicity

Relentless negative publicity about the on trade

BINGE BRITAIN

% Yesterday Mr Blair
i defended 24-hour
N drinking by saying
| that those who go to
- the theatre and want
' anightcap should not
be ‘inconvenienced'.

Look at these pictures
and ask yourselves
what planet he's on
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01 Counter the negative publicity

Media myths and the facts/1

LUNACY'OF  camansneeemer
24-HOUR  frgporereoro =2
DRINKING

Only 470 pubs and bars have got
24 hour licences

judgas and pnln—:e warn of a terrifying descent inte brutality and barharrsm

BlNGE % of men % of women
|BRITAIN drink_ing 21+ drink_ing 14+

units pw units pw
29% 17%
23% 12%

Source: National Statistics Office
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01 Counter the negative publicity

Media myths and the facts/2

MP calls for smaller wine glasses

Pubs, bars and restaurants
should be forced to start
selling smaller glasses of
wine again, an MP says.

Liberal Cemocrat Greg
rMulholland is to propose a bill in 8
the House of Commaons calling .
for the reinstatement of
traditional 125ml measures,

"Small" wine measures are getting
bigger in many pubs

DAILY i EXPRESS

THE WORLD'S GREATEST NEWSPAPER

'CRIME SOARS AMID 24-HOUR DRINKING'

D Have your say(3)

Police officers are facing thousands
more alcohol-related crimes a month
than they did before 24-hour licensing
laws were introduced, it was reported.
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SUpPer-sizing

ISsamyth

Only 24% of pubs offer 250ml|
glass, 30% still use 125ml glass

DCMS Evaluation — March 2008

Reaction of 27 police forces about
crime and disorder since
Introduction of Licensing Act

13 — improved
13 — mixed/neutral
1 — worse



01 Counter the negative publicity

More drunken behaviour? The Government’s own figures
suggest not

Number of drunkenness offenders in the UK
(1975-2005)

115,457

80,697

Source:

Home Office,
Scottish Office
Home and
Health Dept

44,084

24,987

1975 1985 1995 2005
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01 Counter the negative publicity

Don’t believe that price and trouble are linked/1

Social clubs, local pubs Night clubs, young venues
Early evening Late evening

Midweek Weekend

Mixed age profile Younger age profile

= CHEAPER PRICES = HIGHER PRICES

= LESS TROUBLE? = MORE TROUBLE?
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01 Counter the negative publicity

Don’t believe that price and trouble are linked/2

Average price of a pint of lager in the on trade

France (I </ 22

ltaly
Switzerland

Japan

Source:
www.pintprice.com UK

Australia
Netherlands
Germany

USA

Spain | £1.89
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Rowdy
places
because of
cheaper
drink prices?



Three ways to attract new customers

02 Know how consumers “read” pubs from outside



02 Know how consumers “read” pubs from outside

2. Know how consumers “read” pubs from outside

What pubs look like from the
outside is important to:

= passing trade

= potential local customers

= current customers

Consumers make instant
judgements about pubs — they
“thin slice” all the signals to form
Impressions

Consumers read the signals not
the signs
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02 Know how consumers “read” pubs from outside

Consumers “thin slice” all the signs and signals on a pubs
external to reach an impression
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Architecture and setting tell you about outlet type
= Take the family
= Big Night Out
= Locals pub etc...

Condition tells you if the pub is any good

= Condition of the building, the garden, the car park, the
signs, the hanging baskets etc...

= How well looked after outside = quality of service inside

Signals refine expectations

= How many signs, how they integrate with architecture,
how written, materials, colours, filigree etc...

= [ncludes fixed signs, blackboards, banner, stickers

12



02 Know how consumers “read” pubs from outside

Example of how consumers “thin slice” the signals

1310272007

13/02/2ﬁﬂ?
Step 1: Architecture and setting: Both local pubs

Step 2: Condition: Both okay but A looks slightly more “tired” than B
Step 3: Signals:

A has banners, satellite dish, “brewery” signage, pub tables =
mainstream blue collar local expectations

B lacks signage but what there is integrates with building =
more premium pub, more diners as well as drinkers



02 Know how consumers “read” pubs from outside

Condition is the key factor...too many pubs look uninviting from
outside




02 Know how consumers “read” pubs from outside

How the number of signs tells consumers about the pub

13/0272007

Basic = few signs Mid-market = more signs Premium = no signs
Consumer assumptions: Consumer assumptions: Consumer assumptions:

Pool, darts etc Mixed consumer profile  More special
Standard drinks portfolio Drinkers and diners More premium brands
Basic food (if any) More developed food Home cooked food

Male clientele offer (incl. children’s) More expensive
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02 Know how consumers “read” pubs from outside

Blackboards can set expectations about the food

Consumer assumption
= Basic, micro-waved food
Because

= Coloured chalks

= Perma pens

= Hyperbole

Pub expectation

= Wipe clean menus, formulaic
decor

© Copyright 2008 Cardinal Research | 2008
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Consumer assumption

= Home cooked food
Because

= White chalk

= Hand written

= Descriptive

Pub expectation

= Changing menu, individual
decor



02 Know how consumers “read” pubs from outside

How consumers read pubs from the outside

So what?

© Copyright 2008 Cardinal Research | 2008

Think hard about external retail standards

= |t affects what consumers think about your pub
= |t arguably drives perceptions of the industry as a whole

External appearance should be consistent with the pub
offer

= Don’'t undersell a premium offer or oversell a basic one
= Don’t send mixed signals

Remember that consumers read signals not signs

= Publicans and Pub Co’s need a Signals strategy
= Think about what your pub looks like from 50 yards away

17



Three ways to attract new customers

03 Traffic building consumer promotions and brand support



03 Brand owners and retailers in partnership to maximise consumer promotions

Consumer facing promotions in the on trade can be fertile
ground for brand owners

Recruit new drinkers

Say something new

Communicate/
educate

Build brand identity

Drive traffic into
bars

Drive
distribution

© Copyright 2008 Cardinal Research | 2008
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Reward existing drinkers

Reinforce brand identity

Increase/ maintain
brand saliency

Build/ maintain sales

Reward existing
customers

Maintain relationships
with existing accounts



03 Brand owners and retailers in partnership to maximise consumer promotions

But brand owner interests and retailer interests are not aligned
In to0 many cases

Brand owner interests Retailer interests

® Brand sales = Margin benefits

= Brand reputation m Does it drive traffic?

m Effect on other company brands?  ®m Does it keep customers happy?

® Above the line schedules ® [mpact on speed of service?

= How well brand is displayed? = \Who tidies up afterwards?

m Staff doing it properly? ® Does the brand fit with my outlet?
= One size fits all = Next week

m Consistency of execution ® |s the promo tailored to my bar?

m Retailer as conduit = \What do | get from this?
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03 Brand owners and retailers in partnership to maximise consumer promotions

Retailers want traffic building promotions

eg. Bacardi Lime Sampling

-

>
¥

eg. Budweiser DayFresh
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03 Brand owners and retailers in partnership to maximise consumer promotions

Licensees recognise that traffic building and brand building
require different mechanics

%
- 00000___]
Events 3 o1
: I -

Price deals 31
I .

Happy Hour 5 W ...encouraging

drinkers to come
" . 11
Competitions/prize draws _7 to your outlet?

I 5

Collector schemes "

- ...get.ting drinkers
Gift with purchase Y to switch from
their usual brand?

Scratchcards

None of these 28 Source: The Cardinal Licensees Panel (April 2008)

Base: 100 licensees
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03 Brand owners and retailers in partnership to maximise consumer promotions

Example of event style activity that can be popular with
licensees

e.g.
“Foster’s Australia
Dayﬂ

© Copyright 2008 Cardinal Research | 2008
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03 Brand owners and retailers in partnership to maximise consumer promotions

Making on trade consumer promotions more effective by
aligning brand owner and retailer interests

© Copyright 2008 Cardinal Research | 2008

Brand promotions have lots of potential for attracting new
customers to pub
= But only if they are designed as such

Too many promotions don’t think about retailer interests
= So implementation and effectiveness is often disappointing
for brand owners and retailers

If brand owners and retailers work together it's potentially
a win:win situation for both
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Three ways to attract new customers

01 Counter the negative publicity
02 Know how consumers “read” pubs from outside
03 Traffic building consumer promotions and brand support



Three ways to keep customers coming back
01 Cask ale



01 Cask ale

You can’t get cask ale in supermarkets

Sept 2007 report highlighted the
potential for cask ale

“THE
| _INTELLIGENT

CHOICE”

i THETRUE
~ STATE OF THE
Jl‘:. .MARKET FOR

' » CASKALE
% IN 2007

P
PETE Eﬁm
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01 Cask ale

Category decline has probably bottomed out
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01 Cask ale

Cask ale drinkers are older and more upmarket

Age group By social class
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SOURCE: CAMRA, ThE, STORM _ANTERN, IUKE 2007 SOURCE: CAMRA, THS, STORM LANTERN, JUME 2007
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01 Cask ale

Cask ale fits with the growing interest in local provenance and
carbon footprints

CaSk ale fitS Wlth the trend s thie Stock Market Cetting Too Ml = Thie Gobipus Joses Tanb
towards regional/local produce |

= Local provenance

= Supports local economy

* Ingredients have travelled
c600 miles cf. 24,000 for import

lager*

» Returnable packaging

* Ethical Consumer (2002)
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01 Cask ale

Cask ale sends positive signals about the pub as a whole

Cask ale sends a positive signal
to consumers about the whole
pub

= Quality

= Professionalism

= Retall standards

* Food quality

GUINNESS
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Three ways to keep customers coming back

02 Serve innovation



02 Serve innovation

Lots of examples of serve innovation driving category
performance and consumer interest in the on trade

i 7

© Copyright 2008 Cardinal Researc

FOS+LR'S SUPeR ChiLLed

A mmw.rmmgmm

..,iu A Extra C0|d m’i

h | 2008

Smooth beers

33

W
GUINNESS

Draught wine in JDW




02 Serve innovation

Branded glassware works for consumers, retailers and brand
owners

Branded glassware can enhance
consumer perceptions of the
drink and the pub and ultimately
the whole experience

81% of licensees agreed that:
“My customers like branded
glassware” **

64% of licensees agreed that:
“Branded glassware improves
the quality of the pint” **

** Cardinal Panel, April 2008, 100 licensees
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02 Serve innovation

Future serve innovation ideas/1

Cask ale - St Edmunds Soft drinks

Variable dispense gives “Beer style” font to improve serve
consumers the option of a pint perception of post mix and make
with a Northern or Southern style soft drinks seem less apologetic

head
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02 Serve innovation

Future serve innovation ideas/2

Beer giraffe

= Three litres of beer served into
a tall container, inserted into a
tap unit and placed on table for
consumer self serve

= \Very contagious

© Copyright 2008 Cardinal Research | 2008
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Ultraflow

= “Queue busting” technology
means multiple pints served in
less than five seconds

= 30,000 pints in 15 minutes at
the Emirates stadium



Three ways to keep customers coming back

03 Use premium outlets for free NPD ideas



03 Use premium outlets for free NPD ideas

Retail development tends to be cyclical and brand/sector
performance can reflect this

1970’s 1980'’s 1990’s 2000’s

Retail = Fun pubs,

theme bars,
wine bars

Brands and = Keg beer

sectors
® Babycham

m Standard
draught lager

© Copyright 2008 Cardinal Research | 2008

m Back to

traditional/ pub

values

aT&J
Bernard

sChef &
Brewer

«JDW
m Cask ale
® Guinness

® Premium
draught lager

38

m Rise of
branded bars

= Yates’s

= All Bar One

= Walkabout

= Bottled lager
m Alcopops

m Caffreys

= \Vodka

® Return to pub
values

=“Gastro”
pubs,

= Contemp-
orary pubs

= \Wine
® |[mport Lagers
m Coffee

® Gin



03 Use premium outlets for free NPD ideas

The “reborn pub” being recognized in the media - Arena
Magazine: April 2005

i Henaissanc:

':I-"-EI"HJFPJ I‘.l'pI Idmhhl style bars on every bigh streat comss, s hecoms
U muw-mmm-m;mmwm@m
Sty choy e B, B‘u:l-‘ln prowe iLArens soanned the country for our

prmilm L Ared et Buckwdt in & trucker can in sight

any Mayior Pholoorashy by James Hamis

9

The Unlconm
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03 Use premium outlets for free NPD ideas

Retail development evolves in stages with each stage learning
from the previous

Progression to

mainstream...the
rise of “bars” again
eg. Eagle, Farringdon
Major retailers

recognise, copy
and develop

Individual retailers (and

smaller groups) <
commercialise

the proposition

Reaction to bars,
availability of suitable
property, macro trends

1990'’s 2000’'s 2077
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03 Use premium outlets for free NPD ideas

Because retall development is cyclical and brands reflect this —
the “early adopter” pubs represent free NPD

...... will end up here ...and

learning from it quickly provides \
potential competitive advantage

Much of what is |
happening here in terms \

of brands and décor......

Progression to
mainstream...the
rise of “bars” again

Major retailers
recognise, copy
and develop

Individual retailers (and
smaller groups)
commercialise

the proposition

Reaction to bars,
availability of suitable
property, macro trends

1990's 2000’s 2077
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03 Use premium outlets for free NPD ideas

Example: The Station in Framlingham (Suffolk) — pictures taken

In 2005

A

n

Free NPD

h ‘-:-' I,"'r ILDREN
ALLOWED
AT BAR
~THANK You

Peroni, cask ale

e Local — food, ales

 Portfolio — Aspalls,

© Copyrignt 2UUs Carainal researcn | Zuug

1 UNCH Sﬂ.lq; Meny ¢

SHANARY WITH

Por oF MIXED OLIVES 210 .-FT"; FACED RokeT &

Fork PIE AND CHUTNEY

J—;I-f

Lotr SfoLK CAGN T W00 UPEN SUFFOLE 1AM

SP-SEE MAas Budfy 3495
CHARGRALLED STEMK A

WITH CHUTNE
- THREE
DWicH 550



03 Use premium outlets for free NPD ideas

The underlying values underlying the rise of contemporary pubs
have implications

Underlying values of Drink sectors _ Design and service
contemporary pubs compatible with this Jcompatible with this

= Traditional with a = Genuine imported = Decent food offer —
contemporary twist lagers menu, condiments,
cutlery etc
= Real = Real ale _
= Real fires
= Smaller = | ocal brands

i : . = No loud music
m Positive value/quality = Real wine (not

equation branded wine) ® itbox rather than
. AWP’s
= | ow energy = Gin
m Sofas
= Comfort = Golden rum _
. . m |[nformal staff outfits
m Casual dining = Interesting good value _
soft drinks m | ocalism
m Beer with food = Comfort outside and

inside
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Three ways to keep customers coming back

01 Cask ale
02 Serve innovation
03 Use premium outlets for free NPD ideas



Publican Conference 2008

In conclusion
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Fight the negativity

Get behind real ale .
The consumer
External appearance = Change
Use quality outlets as - gt:]'tUdeS
free NPD - ange
behaviour
Serve innovation l

Traffic building promotions
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CARDINAL BAR

Thank you




