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What do you do in your leisure time
instead of going to the pub?  

Staying in

Shopping

Walking

Restaurants

Cinema

Theatre

Café

Concerts/gigs

Gym

Sports

Bowling

Live sporting events

Ice-skating

Club

 Driving people 
into more pubs  
 Drawing on consumer insights from its OnTrack 2010 and Driving Footfall  Into 
Pubs surveys, retail consultancy him! highlights areas that could help pubs  increase 
footfall, loyalty and sales. Tara Benjamin, him!’s programmes director, reports  

Chart 1

What are the three main reasons why you don’t 
visit a pub/bar more than once a month?  

Drinks too expensive
Too noisy

Too crowded
Not suitable for families

Food too expensive
Inconvenient location

Don’t drink alcohol
Loud/rubbish music

Too much sport on
Don’t like the other pub customers

Intimidating atmosphere
Horrible toilets

Not enough seating
Poor quality food

Poor selection of food
Too many children

Poor quality service
Unclean/untidy

Poor selection of drinks
Poor decor
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 S
ell more stuff to more peo-
ple more often: it’s one of 
the most basic business 
and marketing principles. 
However, the pub industry, 

which has seen around 4,000 pubs 
close since 2008, has been strug-
gling to get people through the doors 
for the  past few years, let alone more 
of them, more often. 

Drawing on insights from our 
OnTrack 2010 survey of more than 
4,000 pub customers and  our Driving 
Footfall  Into Pubs survey of 500 infre-
quent pub-goers , we have been able to 
study customer attitudes towards 
pubs to give pointers on how pub land-
lords can boost trade and footfall. 

We have also been able to explore 
how both operators and manufac-
turers can improve the services they 
offer to the pub trade to help encour-
age more people into pubs, more 
often. 

 1 Why do people not visit 
pubs/bars more often?  
According to our research, the main 
reasons low-frequency customers 
don’t visit more often is because they 
think the drinks are too expensive 
and that pubs/bars are too noisy and 
crowded. If this is the case, it is under-
standable that they are looking for 
cheaper and quieter alternatives  for 
their free time. 

Those with children say they don’t 
visit frequently because  pubs are not 
suitable for families. Parents go on to 
say that if pubs/bars were to offer 
children’s menus, more healthy 
options and unlimited refill on soft 
drinks , they would be likely to visit 
pubs/bars on a more regular basis. 
Indoor and outdoor activity areas 
would also attract this type of cus-
tomer as well as some form of enter-
tainment to keep their children busy, 
such as activity packs.  

 2 Where do those who 
don’t visit pubs/bars 
regularly spend their time 
 and money ?  
“Staying in” is the main way infre-
quent pub customers spend their lei-
sure time. 

The other ways consumers are 
spending their time and money  are 
other leisure activities and pastimes 
such as walking, cinema and going to 
the theatre. 

Whether those customers are 
staying in with their partner, 
having friends around for a party, or 
taking the kids out for a family 
evening , there is definitely an oppor-
tunity to pull some of this spend 
back into pubs. 

Those pubs that haven’t moved 
with the times and no longer fulfil 
customers’ needs are destined for 
terminal hard times unless they do 
something to change.

50% 
say they don’t visit pubs 

more regularly  because the 

drinks are too expensive

40%
of those with families say  pubs 

are not suitable for them

78% 
of infrequent pub-goers say they 

spend their free time staying in

75%
say the appearance of pubs/

bars hasn’t improved
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Comedy nights

Pub quiz

Live music

Charity events

Movie showings

Market sales in the car park

Sport on TV

Mother & baby groups

Business networking

Speed dating

Poker tournaments

Which of the following events would encourage 
you to visit the pub/bar more?  

Chart 4

Microwaved

Good value

Uninspiring

Unhealthy

Tasty

Expensive

Boring

Fatty

Fresh

Seasonal

Healthy

Horrible

Diverse

Delicious

Disgusting

Exciting

Which of the following words best describe what you 
think of the food offered in the average pub/bar? 

 3 How can events and 
atmosphere encourage more 
footfall? 
Only one  in four consumers thinks 
 the appearance of pubs/bars is 
improving in  line with other leisure 
industries  they spend their money 

Consumers told us  they currently 
view pubs/bars as “noisy” places but 
ones with a “friendly and relaxed” 
feel. Pubs need to work on making 
the atmosphere “more inviting” if 
they are to encourage more visits 
and, in turn, more spend.

The large majority of those  we 
spoke to don’t think pubs do events 
well. 

Comedy, quizzes, live music, char-
ity nights and film nights were the 
most popular choices that low visit-
frequency pub-goers said  would 

on. If these other leisure channels 
are improving their appearance  and 
becoming nicer environments than 
pubs, then the fact that consumers 
appear to be spending more time 
and money in these alternatives is 
understandable. 

Hub of activity: the successful pub caters for its 

customers’ needs and communicates effectively 
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Home-made food

Cheaper prices

Healthier options

Locally-sourced produce

Promotions

Kids� meals

Organic produce

Ethically-aware produce

Branded food

Chart 6

Strongly agree

Agree

Disagree

Strongly disagree

Don�t know

make them want to visit pubs/bars 
more frequently. 

In addition, pubs should  offer 
more themed food nights to  increase 
regular visits.  Events such as curry 
or pizza nights, as well as  barbecues 
on hot summer days, are what today•s 
customers want. Why not try wine- 
tasting evenings too? This is also a 
good opportunity to encourage trial 
of NPD or trade up into more pre-
mium wines. Beer festivals particu-
larly appeal to men and cocktail-
making lessons to those under 35 
years old. 

This shows the importance of pubs 
knowing their customer base well 
and attending to  its needs. Fish 
where the fish are: concentrate your 
efforts on consumers who are will-
ing and able to visit more often  „ and 
deliver what they really want.

 4 What facilities & services do 
customers want? 
A large proportion of respondents 
said table service would encourage 
them to visit more often „ this is 
slightly higher for men and those 
under 35 years  old. The latter 
group, and those with kids, also said 
they would visit more often if self-
service soft drinks and snacks were 
available. Sameness doesn•t sell. The 
value of a pub•s offer will be deter-
mined by its differentiation from the 
competition in ways that are relevant 
to consumers.

Of those who hold business meet-
ings outside of the office , 80% said 
they would consider holding a meet-
ing in a pub . But are facilities 
designed for this? These customers 
also said that, in order to use pubs as 
a venue for  meetings, they would like 

options and us e locally-sourced 
ingredients  „ and  communicating 
this to your customers. 

Promotions can also be a good 
way of encouraging new people and 
incremental visits. The restaurant 
industry did very well in the  past 18 
months because of the constant 
stream of vouchers and multi-buy 
promotions  „ so why not pubs too? 
A total of 70% of the people we spoke 
to said a • two meals for a reduced 

2%
3%

To what extent do you agree or disagree with the 
following statement: Bar sta�f are e��icient and serve 
customers quickly  

Which of the following would encourage you 
to eat out in pubs/bars more often?  

6%

58%

31%

quiet areas available „ even private 
rooms  „ and  a good standard of 
cleanliness with  Wi-Fi  access. Think 
of  the additional spend this would 
drive (all on company credit cards ), 
particularly  during quiet times of 
the day , such as mornings.

 5 What role does food play?  
Food is a footfall driver to pubs and 
serving good food encourages cus-
tomers to  stay longer and therefore 
spend more money in the pub/bar. 
In many cases it is the pubs and bars 
 selling good food  that have survived 
the recession and come out on top 
over the  past 18 months. 

So how do we get more customers 
more often? Well, considering infre-
quent pub customers use words such 
as •microwavedŽ, •uninspiringŽ and 
•unhealthyŽ to describe pub meals , 
this could be the big one to address. 

Consumers said they would be 
encouraged to eat more pub meals 
more often if the food was •home-
made, included healthier options 
and was locally sourcedŽ. This 
doesn•t mean sacking the kitchen 
staff and employing a top chef, but 
it does mean changing menus to 
offer simple meals that can be 
cooked easily and quickly from 
scratch, using fresh ingredients or 
spending more time coming up 
with recipes that give healthy 

priceŽ promotion would encourage 
them to eat in pubs more often. This 
is an encouragingly high figure.

 6 Are customers impressed 
by bar sta�f? 
Our research showed that 75% of 
those surveyed think  bar staff are 
unfriendly and unhelpful , while two-
thirds believe  bar staff don•t serve 
customers quickly or efficiently.  Hav-
ing friendly and efficient staff is basic 

38%
proportion of respondents who 
said that food in pubs is best 
described as •microwavedŽ

38%
proportion of customers 
who said table service 
would de�initely make them 
visit pubs more often


