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Current State of Global On Premise / Alcohol Markets

Global Trends: How are people drinking worldwide

Local Landscape: What's Happening in Australia

What This Means for Pubs
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Global Retail

Global Beverage Performance Drivers — quarterly trajectory

Total excl. CGA on premise

Beve rage grOWth Non-Alcoholic Beverages (61%) Alcoholic Beverages (39%)
continues to be led G22024 Q32024 Q42024 Q12025 Q22024 Q32024 Q42024 Q1 2025
by Non-Alcoholic 67 69 T o,

Beverages — 40 39 51 ,q

Demand (volume) is 20 29 45 22
falling for Alcoholic 29 28 25 30
beverages D O mpy e

B \/olume growth Price Effect Value Growth




On Premise $ Trends by Region

North America

Europe

% decline

-1.3%

% decline

-0.1%
)

-1 01 O

change vs
year ago

APAC
MEA .
% decline
Latin America

-0.1%
% growth
+19.3%

% decline

-5.0%

Global 20 markets: Europe (6 markets), North America (2 markets), Latin America (4 markets), Asia Pacific and China (4 markets), Africa Middle East (4 markets)
Source: RMS data for On premise as of Mar'25 (11 markets), CGA OPM data as of P04 (9 markets)




Global On Premise Health: By Numbers

o
of S>n3su{(:ers -3 .4%

typically visit the Total occasions to
On Premise in a the On Premise
3-month period compared to 1YA

vs 1YA

25%

of consumers expect
visitation to increase

over the next year

vs. 19% who will
decrease

$127.06

is the average

58%

are likely to pay
extra for a better-
quality drink

-1.1%

in value sales™
vs 1YA

monthly
consumer spend

+0.24% vs 1YA +2pp vs 1YA

*Based on NIQ data from 19 global markets © 2024 Nielsen Consumer LLC. All Rights Reserved.




driving changing brand dynamics

N
Stability

in global consumer financial position
during past six months

Current consumer financial position
% respondents, global

%

37%
34%

-

Mid-2022 Jan. 2023 Mid-2023 Jan. 2024 Mid-2024 Jan. 2025

34%

Worse off —e—Better off

- )

4 )

Confidence

in future state of affairs

Expected financial position by end of 2025
% respondents, global

46%

Better off = Unchanged = Worse off

Source: NIQ 2025 Private Label & Branded Products report global survey

Recent financial stability, confidence, and spending flexibility could be

-

Spending flexibility

has increased

Spending mentality
% respondents, global

\

Free spenders Comfortable Basics only
“I'm able to “I'live “I'only have
spend freely” comfortably” enough for the
basics”

Mid-2024 mJan. 25

~N

NIQ



On top of financial headwinds — healthy lifestyles are influencing
consumers relationship with alcohol

Which of the following statements best describes your
relationship with alcohol currently?

63% of consumers are moderating

Of consumers would say
IS

one of the most important
areas of their life

#2 most important m | enjoy drinking alcohol and see no reason to change

@ ® | drink occasionally but am more mindful of my consumption now
< | used to drink regularly but now choose to drink less
® | no longer drink alcohol

H | never drank alcohol to begin with




(# In the On Premise, spirits continue to lose share to Beer/Cider/RTD

Value share

46.4%

Value share

53.6%

Value: Volume:

-2.6% -5.2% -0.8% -3.2%

© 2024 Nielsen Consumer LLC. All Rights Reserved.



Beer’s success is driven by its strong value-for-money perception
and its reputation for reliability, particularly in contrast to spirits

Consumer perceptions of categories based on On Premise experiences...

Wine Hard No/ low Cider

Cocktails seltzers alternatives

Beer

Value for Money #5

#2  #3 #H6 #4

#3

Being consistently served to a high standard H#H2 rd ) #O #4

Being a trustworthy/ reliable drink category #3 #H2 #0 #5 #4

Source: CGA REACH Global April - May 2025. Sample:33,201

© 2025 Nielsen Consumer LLC. All Rights Reserved.



On Premise
Opportunities: It’s
All About Balance...

s
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Consumers are involved in a delicate
balancing act that drives their behaviour

Consumers seek high quality
food, drinks, and activities

Consumers are cost-conscious
and seek value for money

Consumers seek out healthier
products, experiences and
lifestyles

Balancing their health,
wellness and happiness

Consumers like to indulge and
let off steam

Consumers are increasingly Consumers demand authentic

reliant on technology and
digital world

Balancing connection
and disconnection

and unique physical
experiences

Confidential and proprietary © 2025 Nielsen Consumer LLC. All Rights Reserved. Vi



Consumers are involved in a delicate
balancing act that drives their behaviour

Consumers seek high quality
food, drinks, and activities

Consumers are cost-conscious

and seek value for money

Confidential and proprietary © 2025 Nielsen Consumer LLC. All Rights Reserved.

13



Value for money continues to drive On Premise venue

Balancing finances S i :
- choice in Australia. But this does not mean cheap.

Top 5 factors influencing choice of Based on what | spend when | eat
venue when eating or drinking out and drink out, value for money is
62% Something that is worth its cost ||| GGG 402
56% 8% "
48% 46% 47% A good deal | /0%
40%
Something that is good quality _ 35%
Something cheaper than expected _ 21%
Something well served _ 20%
Value for Quality of food Good customer Range of food Atmosphere / A cheap option _ 20%
money on offer service on offer ambience
m2022 m2025 Something on offer/discounted || 19%

NIQ OPUS 2025

N I Q Confidential and proprietary © 2025 Nielsen Consumer LLC. All Rights Reserved.
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Example: Leading with value and affordability @ Kr'an(_'i&;
enues

“Our demographics are really searching
Tom Francis, Francis Venues . People can’t afford going to restaurants which are $100 a head,
but they can come to the pub and

“Increasing the of dishes on the menu”

“The achievements in
has been really good”

"It's a rewards system that gives returning
customers ’

”Great way for key supplier partners to put on
deals for new products,
and the like.

Erancis Ven f n providin li nd value - Australian Hotelier



https://theshout.com.au/australian-hotelier/francis-venues-focused-on-providing-quality-and-value/
https://theshout.com.au/australian-hotelier/francis-venues-focused-on-providing-quality-and-value/
https://theshout.com.au/australian-hotelier/francis-venues-focused-on-providing-quality-and-value/

Taste, and quality are key drivers in defining good value;
making serve quality and menu guidance crucial

Factors consumers consider when determining a drink in
each category is good value

Spirits Cocktails
M 47% | The taste of the drink 54%| The taste of the drink 42% M 50% w 37%
drink - | drink — drink —
It ’; rsaz c‘,"’j:’ :r’;"‘,’,‘:" 0 359 High quality 32% High quality 31% High quality 40% | High quality 23%
High quality ~ 31% | 'éfafm‘j"’ce)",';jkrri‘:ll"’ N oogyl M 'tt)fai(‘j"’g'r"dkrri‘r‘]’ll"’ N 24%| Sizeofthedrink  33% | Sizeofthedrink  23%
Size of the drink 26% If itis a Ioca_l brand or 20% Size of the drink 299, Well served/perfect 26% If it's a weII-kpown 20%
local links serve brand or drink
ABV (alcohol 19% Size of the drink 20% Cheapest available 21% If it's a well-known 239, If it's on offer or 18%
content) option brand or drink promotion

Source: CGA by NIQ REACH Australia 2025, Sample size: 141 - 287

NiQ &D .




- Perceived value for money and quality credentials can
Balancing finances only be realised if the price is right — making it essential
to meet consumer expectations in pubs

Factors influencing drink choice when visiting pubs

The price 48% +3pp vs YA

Special offers / discounts 30%

Friends / family recommendations 21%
A previous experience in this type of venue 18%
Recommendations from the bartender / server 15%

Recommendations on the menu 12%

Pictures of the drinks on the menu 11%

NIQ OPUS 2025

© 2025 Nielsen Consumer LLC. All Rights Reserved. 17




- Price is particularly challenging for spirits, cocktails and
Balancing finances RTDs — making It crucial to tailor menus, POSM and
bartender training to ‘value’ translation

Reasons for drinking each category less frequently now

52%
50%

44%
40% 289870 39% -
36% B7% Vodka and Gin suffer more from moderators
0,
28%28% 30% 8 207 1> 1
23%
0,
» 16% 16% 18%18% 16%

"12% o0, 12% [ 10% 11@10% 12% 13%
II I I8/o 8% 8/0 8% 8% 9% I

It's become too |l am drinking less| | pick more value/ [I'm picking more  Itisn't my go-to
expensive alcohol overall | cheap drinks now health-conscious drink anymore
options

m Cocktails mWhiskey mRTD m®mVodka mRum ®mGin m®Tequila

NIQ OPUS 2025

N I Q CGA © 2025 Nielsen Consumer LLC. All Rights Reserved. 18
Powered by NIQ




Consumers are involved in a delicate
balancing act that drives their behaviour

Consumers like to indulge and Balancing their health, Consumers seek out healthier

let off steam wellness and happiness

products, experiences and
lifestyles

Confidential and proprietary © 2025 Nielsen Consumer LLC. All Rights Reserved. 19



CEIENEL R CHdicE M Less but better approach also bleeds into a consumer
and wellness increasingly involved in moderation

Which of the following statements best describes your relationship with alcohol

currently?
| drink occasionally but am more mindful of my
consumption now
| enjoy drinking alcohol and see no reason to
change
| used to drink regularly but now choose to drink _
less
)
| never drank alcohol to begin with

62% of Australia On Premise consumers
are moderating their consumption

| no longer drink alcohol

N l Q Source . OPUS Austfalia © 2025 Nielsen Consumer LLC. All Rights Reserved. 20



Balancing their health Despite most consumers moderating in day-to-day
and wellness life, the On Premise is still where they will seek out
a treat and deter from their usual routine

of Australian consumers agree that
despite prioritising their health, they still
see
, and so
when out in the On
Premise

Source: CGA REACH Global April - May 2025. Sample: 16,486




Balancing their health Australians are reengaging with the On Premise.
and wellness Confirming moderation does not mean not going out.

—| have visited the On Premise in the past 3 months 2022 m2023 m2024 m2025
—| have visited the On Premise in the past 6 months

86% 87% 84%

44% /4:%
399 0%
83% 83% 81% /
29%
27%
24%
21%
2023 2024 2025

Eating Out Weekly Drinking Out Weekly

SOURCE: CGA OPUS and REACH 2025

© 2024 Nielsen Consumer LLC. All Rights Reserved.



CEIELOERGEIEEELLEN  Moderating behaviour in Australia shows in the form of a

and wellness drop in intensity of drinking for high volume occasions
Intensity Average number of drinks consumed when out for an occasion
58 NA m 2024 m2025
5.2 \
4.4 40
3.5
I I I I Il
Hightempo Watching live After work Relaxed/quiet  Special Formal meal Casual meal
drinks sport drinks drinks occasion

Source: OPUS Australia October 2023, March 2024, September 2024, March 2025; Sample size: 124 — 2438

NIQ




Balancing their health Part of the desire to moderate has come from the
and wellness increasing popularity of health, fithess, and sleep tracking

WIN a a Garmin watch.

Exercise regularly available. L | e
HowGood. | ™

-
/-2 . E | New Challenge Alert!
Ice baths f <Y Run 100kms for your chance to

97%

Ensure I get quality 48%

sleep 35 65 14

1523

- 5 9 0/0 HAI:N T

Increase in running club
memberships in 2024 vs YA

6.9M +45% vs 2YA in Retail

B <mart watches sold +22% vs 2YA in On Premise
last 4 years in AU

e )



https://press.strava.com/articles/strava-releases-annual-year-in-sport-trend
https://press.strava.com/articles/strava-releases-annual-year-in-sport-trend
https://press.strava.com/articles/strava-releases-annual-year-in-sport-trend
https://press.strava.com/articles/strava-releases-annual-year-in-sport-trend
https://press.strava.com/articles/strava-releases-annual-year-in-sport-trend
https://press.strava.com/articles/strava-releases-annual-year-in-sport-trend
https://press.strava.com/articles/strava-releases-annual-year-in-sport-trend
https://press.strava.com/articles/strava-releases-annual-year-in-sport-trend
https://press.strava.com/articles/strava-releases-annual-year-in-sport-trend
https://press.strava.com/articles/strava-releases-annual-year-in-sport-trend
https://press.strava.com/articles/strava-releases-annual-year-in-sport-trend
https://press.strava.com/articles/strava-releases-annual-year-in-sport-trend
https://press.strava.com/articles/strava-releases-annual-year-in-sport-trend

SClEUMNCRUEITIEELUEE  Soft drinks and no/low can play key roles for moderators.
But consumers are also flexible in their choices

and wellness

When you want to moderate what you drink or drink less when
out, what do you do?

37% 37%

35% m Australia m Global Average
31%
267% 25%
19%, 19% 0
II ) )

| choose soft drinks | choose the same | alternate between | choose no/low | alternate between
drink as always but alcoholic drinks and a  alcohol options alcoholic drinks and
drink less of it soft drink/water no/low alcohol

options

Source: CGA REACH Gilobal April - May 2025. Sample: 20,696




Balancing their health

e Venue Case Study: Tap into the healthier consumer

harbordhotel and 3 others
Original audio

@ T 1 e ——— Partnered with local run club ‘morning club’ to
We've partnering with our mates at @themorningclub._ for a 5km p ut 0 n regu Iar events that i n CI Ud ed grou p ru n y
fun run on Sat 28 June. Not your vibe? We've got mat pilates - - -
happening in Bombies with @bodylove.pilates. PI Iates, Icelsau n a an d fo Odld rl n ks

Then it's recovery. Harbord will be decked out with ice baths,
saunas & compression boots from @rcvri_au. PLUS, all the brekkie
essentials...

& Tunes from @duanandonly__

f Sausage sizzle

& Sips from @drinkhyro, @barrelonecoffeeroasters &
@beforeyouspeakcoffee

Qv W

207 likes
18 June

@ Add a comment...

Harbord Hotel branches out to _
tap into the northern beaches Unlocked new dayparts to engage with

. consumers and grow share of occasions
running club craze : g :
outside of typical operating hours

NIQ

26



Consumers are involved in a delicate
balancing act that drives their behaviour

Consumers are increasingly Consumers demand authentic

reliant on technology and
digital world

Balancing connection
and disconnection

and unique physical
experiences

Confidential and proprietary © 2025 Nielsen Consumer LLC. All Rights Reserved. 27



dre

gaining share
of total On
Premise
occasions

Source: OPUS Australia March 2024 March 2025; Sample size:

528 - 4470

Total On Premise Occasions Share change vs YA

After work drinks +1 4pp

An event in a venue (Quiz, Bingo) +O_ 8pp
Themed event (Halloween, St. Patricks Day) +O8pp
Ticketed event (DJ, Comedy, Bands.) +O6pp
Business meeting +0. 5pp

Live music +0.5pp

Total On Premise Occasions Share change vs YA

Before / after shopping or another event _03pp

Before/during/after watching live sport in a stadium -0 4pp

Romantic meal _06pp

On the go / whilst travelling -1 Opp

Special occasion -1.1 PP

Quick bite to eat -1 2pp




Balancing connection

and disconnection

focus on occasions to drive continued visits

Occasions consumers visit Pubs for

Demand drops for casual pub visits. showing the need to

70%
64% Casual visitors decline
48%
44 %
40%
I 0%
Casual meal Relaxed / quiet Quick bite to ea
drinks

Experience-led holds steady

Special occasion

24% 24%

Live music

21% 21%

m 2023

15% 15%

After work drinks Live sporting event

Romantic meal

m 2025

15% 15% 13% 13%

live sport stadium

99, 11%

Before/during/after An eventin a venue

NIQ

29



SR ENER e With shifting occasions brings different drink preferences.
and disconnection RTDs and Ginger beers big winner.

General On Premise category consumer penetration 2025 vs 2023

\ a Do you drink alcoholic ready-to-drink beverages when out? - YES
44%
> 42% 4\ -
. 38‘7 0% 389% 60/
; S 34% 48% 53%
31% 30%
4‘7
II 0%' 11%12%
Beer Soft/hot drinks  Wine (mcludlng Spirits Cocktails Cider Alcoholic ginger No/low alcohol
sparkling wine) beer alternatives

m2023 m2025

Source: OPUS Australia March 2022-2025, Sample size: 4000 — 4004

NIQ




RTDs play well into activity/experience-led visits, Older
consumers and package/serve innovations have driven
increased engagement and availability of RTDs

Appeal of RTD serve format
On Premise RTD penetration (vs YA)

60%

18-34 35-54 55+

74% 63% 24%

+1pp +4pp +7pp

Can Glass bottle  Tap / draught
w2023 = 2025

Source: OPUS Australia

NIQ

© 2024 Nielsen Consumer LLC. All Rights Reserved.



The top 10 most

valuable days of 2024
made up

+opp

more of the yearly total
sales than in 2023

Source: CGA EPOS Data US & UK

© 2025 Nielsen Consumer LLC. All Rights Reserved



The growing desire for connection is fuelling Balancing connection
and disconnection

the rise of disconnection bars

48% ®

of consumers find . . . -
disconnection bars Screen time, not health fears, behind drop in alcohol sales, = iy

very appealing/slightly says Asahi CEO
appealing

NEWS

vs. 14% unappealing

Gaming, streaming and social media are eating into alcohol’s share of consumer leisure time, says the

+13pp for consumers usin
PP 9 head of Japanese drinks giant Asahi.

social media more for food/drink

© 2025 Nielsen Consumer LLC. All Rights Reserved.



DIGITAL DETOX

In the spirit of Digital Detox, we are pleased to offer 1 bottle of Maia Wine
Pinot Noir fo every couple who chooses to store their smartphones in our
shared box and 1 bottle for every 4 people for groups. '

DISCOVER THE MENU

Al Condominio, Verona

$'l|

.l ‘l.u 4 a®

The Palace, NYC 3\,




@ et
r o)
9

t bar !atmg NOW. T =—=—

© 2025 Nielsen Consumer LLC. All Rights Reserved. 35




Closing thoughts

NIQ

Confidential and proprietary
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Emphasize
quality and

value in your
drink's menu

Value for money is
contextual and
perceived.

Understanding and
translating this is
crucial to driving

spend.

Serve execution and
menu mechanics
crucial.

Future-proofing your pub for success

Re-think
spirits
serve/menu
strategy

Opportunity for spirits,
cocktails and RTDs to
better translate
value-for-money and
drive higher spend.

Focus on taste,
quality and
experiential,
elements to drive
perceived value.

Ensure drinks
menus are fit
for different

types of
moderators

Moderation is here to
stay but isn’t a
barrier to visitation.

Winners will show they
accommodate for
flexible health seekers.

Host
alternative/
wellness
aligned
events

Create
intentional,
tech-free
experiences

Experience-led
occasions driving more
footfall.

Opportunity outside
traditional pub
dayparts to engage
with shifting
lifestyles.

Create and market
unique events
calendar to attract
Look for partnerships experience seekers.
or opportunities to
appeal to new

consumer segments.

Review drinks offer
to ensure fit for
emerging occasions.

NIQ

Confidential and proprietary © 2025 Nielsen Consumer LLC. All Rights Reserved. 37



Tell us what you think of
the insights from
todays session...

Thank you!

Confidential and proprietary
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