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Project Details
Objective, Methodology & Sample

Powered by NIQ

Research Objective:

To better understand the pub accommodation and UK stay market to inform the sector,
grow the important revenue stream and drive ongoing strategic development.

Methodology & Sample:

Via two online surveys launched in January 2023, we spoke to two groups:

LL'IJ g 3,523 Consumers 177 Licensees & Operators

‘04. = We spoke to those who have stayed in pub We spoke to operators to establish
accommodation previously, at least once in their profiles of pub accommodation, as well
lives, and understand their preferences, habits and as understand the current state of play

booking process when staying overnight in the UK. and their key operational areas.







Hotels have the biggest share of market in terms of general accommodation
behaviours, though pub accommodation is #2 and ahead of the other styles

In the last 24 months, have you stayed overnight in the UK in any of the following?

79%

60%

50%

33%
24%

4%

Hotels Pub Accommodation Self-Catering, Lodges, Chalets, Bed & Breakfast/Guest House Camping, Caravanning, None of these
Serviced Apartments Glamping, Shepherd Huts
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Base: Consumer Survey, 2549



Pub accommodation is chosen less frequently than hotels, and so ways to
Increase repeat attendance should be explored through incentives such as loyalty
schemes and giveaways alongside consistent communication to advertise them

In the last 24 months how many times, have you stayed overnight in the UK in one of the following?

Avg. Number
of Visits

mi1-3 m4-6 7-9 m 10+
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Base: Consumer Survey, Pub Accommodation 1508, Hotels 1974



Consumers choose to stay in pub accommodation for no specific reason, which
shows an extent of flexibility when planning their stay, this indicates that there’s
an opportunity to pull share away from hotels and other accommodation types

What was the reason for your stay?

69% 20% Specific Event 4%

58%

18%

10% 10% 9% 8% 8% 9
6% 4% 4% 2%
- [ ] | — — —
Short Visiting Birthday For a change Sightseeing Treat/ Wedding, Music event / Sporting event  Business  Cultural event
Break/Holiday Friends and of scenery celebration Party, or Theatre
Family another social
event
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Base: Consumer Survey, 2222



KEY INSIGHT #1

Hotels are the biggest competitor to pub accommodation,
not only are they the most popular choice, but have the
largest visitation frequency. There is thus opportunity for
more consumers to choose pub accommodation in the place
of hotels with prominent promotions and messaging, as it's
not asking them to change their behaviour but instead
continuing their behaviour in a different accommodation

type.




Consumers choose pub accommodation based on the value it provides and the
atmosphere they expect from the venues

Why do you choose to stay in pub accommodation? (Top 10)

90%

Of consumers referred to pub

o accommodation as 'cheaper' in 2019
44% 43% .
36%
30% 29%
24%
20%

60%

Accommodation More character More friendly / Food is Usually nearer Usually easier Drinks are More likely to Food is better Drinks are
is good value better available to where | want to park available be value better quality
atmosphere to be independently
owned
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Base: Consumer Survey, 1296



Wider CGA research confirms that consumers don’t equate value for money as a
cheap’ option, but something that is high quality and worth the cost, indicating that
the investment in accommodation quality has led to a shift in consumer perception

/

Based on what | spend when | eat and drink out, value for money is...

Something that is worth its cost [ 3 9%
Something that is good quality |G 35%
A good deal | 3 7%

The experience that | receive 23%

#1 perception of pub
accommodation to consumers
has shifted in the past 4-years:

Something well served 20%
Something I'm happy to spend more on 19%
Something cheaper than expected 18%

Something on offer/discounted 16%

r
|
|
I
|
|
|
|
!
|
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|
|
!

Dependent on the venue 14%

A cheap option 14%
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Source: CGA REACH survey, 1035



38%

14%

Base: Consumer Survey, 659

There is no definitive barrier to pub accommodation for most people, choice of
other accommodation tends to be habitual, or suited better due to location and

cost factors

Why do you typically choose not to stay in pub accommodation? (Top 10)
Asked to those who have never stayed in pub accommodation before

“I have to be honest, | would just never of
thought of staying in a pub. | automatically
enter hotels in the area | am visiting.”

13%

10%

7% 7%

“If the cost was the same I’'d go for the hotel,
I don’t know why really. | will consider pub
accommodation in the future.”

6% 5% 5% 5%
Q7 N <
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NB: Asked to those who have never stayed in pub accommodation
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25 There is appetite for pub accommoda
the future amongst a new audienc

59% - =

Of those who haven’t stayed in pub
accommodation say they’d be likely
to do so in the future

(vs. 5% unlikely)

eeeee I Baose: Consumer Survey, 683



“Tends not to come up on
internet searches so don't
get it at an option.”

~N

Consumers don’t know where to look for pub
accommodation and don’t easily find available
options when searching for accommodation

Why do you typically choose not to stay in pub accommodation?
Asked to those who have never stayed in pub accommodation before

-

“Not generally
advertised as having
accommodation.”

\

NB: Asked to those who have never stayed in pub accommodation

Y74 V4 \
I've seen
fewer offers
for them.”
v
“I didn’t know
where to look.”
v
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Those who have stayed in pub accommodation before would choose to stay
in that accommodation type again if price or location were not a factor, showing
that once consumers try it the experience speaks for itself

For the same £ spend on accommodation in the same area, which would you prefer to stay in?

#1
Pub Hotels Self-Catering, Bed & Camping,
Accommodation Lodges, Chalets, Breakfast/Guest Caravanning,
Serviced House Glamping,
Have stayed in pub North GB = +4pp Apartments Shepherd Huts
accommodation before

+7pp vs. 2019
+12pp vs. 2016

+19pp vs 2013

#3
Pub

Accommodation

Have not stayed in pub #1 - Hotels
accommodation before #2 - Self Catering

NB: Asked to those who have never -
stayed in pub accommodation 16%

Base: Consumer Survey, 1285 | 614

CGA
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KEY INSIGHT #2

Pub accommodation is attractive to consumers
due to its perceived value, and the character and
atmosphere the property’s provide to its guests,

and once they try it, they see the USPs and are
likely to visit again. Championing these themes in

messaging and showcasing quality as well will
cement this belief in existing and new audiences.




Online sources were utilised by consumers fol
UK stay - so online presence and SEO is ess
capture their attention when seeking out acco

When you stayed in a pub, how did you find your che
accommodation ahead of this stay?

Search engine e.g., Google

Online travel agent e.g., Booking.com

Online review site e.g., TripAdvisor
Recommended by Someone/Word of Mouth
Online directory, article, or listing online
Social media (Specify in next Q)

Drove past

Directory, article, or guide (printed)
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Base: Consumer Survey, 2091
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Limited use of SEO or paid advertising to promote pub accommodation, with
operators taking advantage of social media platforms instead

What marketing methods do you use to promote your accommodation?

67%
53%
26% 25%
17% 16%
Social media (posting, Third party sales Search Engine Paid advertising on  Google Ads (Paid Search) None of these
stories, reels) channels and OTAs Optimisation social media e.g,,
Facebook, Instagram
(Specity)

Sample size: 123




o

ot Word of mouth is considered a powerful tool for booking and custom by
operators, with perhaps too much reliance on it

Which of the following are most influential to attaining customers?

Word of mouth 82%
Tourist Boards and or destination marketing organisations _ 35%
Remember
Email campaigns _ 33% Just 15% of consumers
used word of mouth to find
Online listings and guides _ 26% out about places to stay.

Off-line media

24%

Other digital display ads

8%

Reliance on pub company for centralised marketing activity 5%

CGA
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Sample size: 120



Accommodation website is one of their biggest assets for attracting consumers,
so investment in the websites aesthetic, functionality and ensuring it contains
the most up to date information will be useful to attract new consumers

When you stayed in a pub, before booking which of these did you do?

67%

49%
39%
12%
8%
Looked at property’s own Checked reviews online Checked alternative booking Contacted the property by Visited local destination
website including social media e.g., sites for prices phone website e.g., Tourist Board

TripAdvisor, Google Reviews
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Base: Consumer Survey, 2091



KEY INSIGHT #3

Online sources are vital for consumers and the
website Is biggest asset - it's the #1 source
consumers go to in their research stage of the
journey, and is one of the most influential drivers to
them before making booking. Operators must
ensure content is accurate and up to date to
capitalise on this.




Reviews are an important tool for consumers
and have a big role in influencing decisions

Q4%

Of consumers say that comments and
reviews of accommodation are important
in their decision to book

+44pp vs. 2019
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Base: Consumer Survey, 2292




Q2%

Of operators' state that
their customer reviews are
very important or
important to their
business

‘ l -w/"ﬁp N

Sample size: 118




TripAdvisor is the main source of accommodation ratings and so guests should
be encouraged at various touchpoints to leave feedback there to maximise
visibility

Have you ever used any of the following?

TripAdvisor Trustpilot Google Ratings AA Feefo
Y
Google || |44
tripadvisor Uil Reviews g feefo

+50pp vs. 2019

d by NIQ

Base: Consumer Survey, 2462
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e TripAdvisor is by far the most prominent customer review website that operators
choose to list their business on, though when comparing to the number of
consumers who use it, Trustpilot is currently underutilized by operators

Is your pub listed on any of the following customer review websites?

oo %

TripAdvisor Google My Business Trustpilot

Remember

83% 75% 8% 65% of consumers

use Trustpilot

CGA
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Sample size: 118



Please rank 1-5 what is most important to the success of your business?

#1

#2

#3

#4

#5

Sample size: 118

s Despite labelling official star ratings as the most important to success of

business, over two thirds of operators do not hold any ratings

Official star ratings and accreditations

Social media comments and reviews

Customer reviews through a third party

Customer testimonials

Word of Mouth

69%

Of pub operators do not have any
current official star ratings or
accreditations
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KEY INSIGHT #4

Online reviews and official accreditations go hand in hand
for consumers, as both offer different types of
reassurance. As well as prioritising responding to online
reviews to create engagement and amplify positive
messages, operators should consider gaining star ratings or
other accreditations to reassure consumers of quality and
stand out vs. competitors.




The majority of consumers choose to book
though third party booking websites

When you stayed in pub accommodation, how did
you eventually book your stay?

Via a booking Direct with the Someone else .
website pub booked it

3/% 12%

64% of those who use a booking website go

to Booking.com - Pubs should ensure all

information about properties contained on _—
this source is accessible via owned channels. =
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Base: Consumer Survey, 2,068 —_—




For those who choose to book directly with the pub, this is another example of
how vital the website is as a consumer touchpoint

When you booked directly with the pub, how did you complete this booking for?

Pub's own website

4% Consumers visit the property website earlier
in the booking journey, commonly when
conducting their research and to get a feel
for the general ‘vibe’ of the accommodation.

By phone 32%

Investment into your website to ensure the
user experience is seamless will encourage
more consumers to book directly with the
pub and not seek out third party websites.

By email 18%

In person 1%

Base: Consumer Survey, 841



Bookings are most commonly processed via
third parties over direct methods, so more
needs to be done for owned channels

How are your room bookings taken?

Via third parties 45%
Direct via own website 31%
Direct by phone 28%
Direct via email 18%
Direct via social media 9%

CGA

Powered by NIQ

Sample size: 108



KEY INSIGHT #5

Owned and operated websites are pub
accommodation’s biggest asset and should be
leveraged more to encourage consumers to
make their booking while visiting as part of their
research, instead of seeking out third party
websites.




Around a third of total occupancy potential is available at peak times. Can
promotions be used at lower priority times to boost occupancy and retarget
those people to return at peak times or recommend to others?

What proportion (%) of your total occupancy do you achieve during the following timeframes?

South GB =-2pp

Low season Weekdays

40% 02 %

South GB = -2pp
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On average, consumers stay

in pub accommodation for

Base: Consumer Survey, 2,020



CGA
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for their stay in pub
accommodation
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/1%

Of consumers had lunch
or dinner at their pub

accommodation venue /

On average, consumers paid

39

Per person for lunch or dinner
at pub accommodation

--------



KEY INSIGHT #6

There is opportunity to enhance the consumer’s
overall experience at your property and unlock
additional spend potential by offering food,
developing the menu for both meals and drinks
will encourage more consumers to stay on-site
and attach strong memories to the property.




Operators feel optimistic for future revenue potential, with 59% expecting
revenue growth for the future

+3pp Vs.
2019

32%

+6pp vs. 2019

|
O
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>

Grow Decline i@

Powere d by NIQ



A

767

Of operators are not planning to
increase the number of bedrooms
on their premises in the next 12
months

62%

Of operators are planning to

complete refurbishments on

their premises in the next 12
months

69% already have in the last
24 months

Powered by NIQ
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" Current economic situation is having the biggest strain on business’, with less
concern around environmental and social impacts

On a scale of 1-10 what impact do you think [issue] has had on your business?
0 is extremely negative and 10 extremely positive

Brexit
3.63

> < 1 2 3 4 5 6 V 8 9 10 @

Environmental concerns
4.62

CGA
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Sample size: 106



KEY INSIGHT #7

Pubs are focussing on enhancements to their
property now over expansion, which, if
communicated and publicised will help to attract
new customers who have concerns around the
quality they’ll receive from pub accommodation.




Contact Us

To learn more or to speak to a member of the team,
please feel free to get in touch:

Andy Dean

Client Director

Andrew.Dean@cgastrategy.com

CGA
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