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CGA’S MONTHLY CONSUMER PULSE

This monthly On Premise Consumer Pulse report is intended to be a fast-turnaround 
‘temperature check’ of the channel and the consumers who visit bars and restaurants in 
Germany.

This study looks into their On Premise behaviour over the past month and tests 
visit intention for the month ahead.

In other countries, this monthly check-in has become a staple for beverage suppliers and 
other businesses interested in the channel.

These monthly updates will help interested parties to stay close to the consumer’s 
intentions and behaviours for our beloved On Premise channel.

For this October 2023 issue, we surveyed 1000 consumers (aged 18+) between 23rd – 26th 
October. These consumers were situated across all German regions and must typically 
visit On Premise venues at least once within a 3-month period.

This report touches upon hot topics such as spirits, high tempo occasions and experience 
led venues.



SUMMARY: TOPLINE VISITATION & INTENTION

• The intention to visit the hospitality industry in the next month is down slightly compared to this month, which is particularly 
noticeable among consumers who only go out to drink (-2%). This is in line with the change in visit frequency from weekly to monthly 
visits. 

• GenZ are the consumer group to watch considering their On Premise visitation frequency as well as their On Premise spend. 

• Catching up on missed opportunities (+10%) and visiting places that consumers have been looking forward to for a long time (+6%) 
are the main factors driving consumers to visit more often.  

• While the price increase and the cost of living crisis are the main reason for the lower frequency of visits, spending per visit has 
increased, suggesting that consumers prefer to reduce the frequency of their visits rather than the amount they spend.  

• Consumption of wine and hot drinks has increased over the last month, in line with the current season. While beer has seen a 
decline, which could be due to the recent beer events in Germany. 



KEY METRICS / ON PREMISE VISITATION



SOURCE: CGA MONTHLY ON PREMISE CONSUMER PULSE REPORT OCTOBER 2023 – SAMPLE: 1000, 1003

LOOKING BACK 

3% haven’t visited the on 
premise this month
-2pp vs September

VISITATION IN THE ON PREMISE OVER THE PAST MONTH

46%
Have been out for a 

drink in the last month
-1pp vs September

92%
Have been out to eat 

in the last month
+2pp vs September 



LOOKING AHEAD 

VISITATION PLANS FOR THE ON PREMISE MONTH AHEAD

5% don’t plan to visit the on 
premise next month
+1pp vs September

52%
Plan to go out for a 

drink in the next 
month

-2pp vs September

88%
Plan to go out to eat in 

the next month
=0pp vs September

SOURCE: CGA MONTHLY ON PREMISE CONSUMER PULSE REPORT OCTOBER 2023 – SAMPLE: 1000, 1003



ON WHICH DAY(S) OF THE WEEK HAVE YOU VISITED A BAR, 
RESTAURANT OR OTHER SIMILAR VENUE OVER THE PAST 

MONTH?

SOURCE: CGA MONTHLY ON PREMISE CONSUMER PULSE REPORT OCTOBER 2023 – SAMPLE: 968

8% 11%
14% 14%

47%

59%

22%

Monday Tuesday Wednesday Thursday Friday Saturday Sunday

Days of the week visited



SOURCE: CGA MONTHLY ON PREMISE CONSUMER PULSE REPORT OCTOBER 2023 – SAMPLE: 962, 968

H O W  O F T E N  H A V E  Y O U  V I S I T E D  B A R S ,  
R E S T A U R A N T S  A N D  O T H E R  S I M I L A R  V E N U E S  

O V E R  T H E  P A S T  M O N T H ?

3%

11%

27%

59%

Everyday / almost
everyday

3-5 times a week

Once or twice a week

Once or twice a month

Visiting habits (vs September)

0pp

0pp

-4pp

+4pp



HOW DOES YOUR CURRENT BEHAVIOUR COMPARE TO 
HOW FREQUENTLY YOU USUALLY GO OUT?

19%
Going out more 

often

43%
Going out the 

same

38%
Going out less 

often

SOURCE: CGA MONTHLY ON PREMISE CONSUMER PULSE REPORT OCTOBER  2023  – SAMPLE: 1000, 1003

Change in frequency of visitation

-1pp vs 
September

-6pp vs 
September

+7pp vs 
September



Going out more | Going out less

Average household income

Gender

Location of residence Typically visits the On-Premise…

67%  43%

33%  57%

City centre / town centre

 50%

42%

 49%

58%

75%  18%
€47,433

€42,150
Rural / suburban

At least weekly

57%

27%
16%18%

34%
49%

18-34 35-54 55+

Going out more Going out less

Age groups

SOURCE: CGA MONTHLY ON PREMISE CONSUMER PULSE REPORT OCTOBER 2023  – SAMPLE: 375, 194

Those visiting the on premise more frequently than usual are typically younger, more likely to be 
located within the city / town centre and with a higher average household income than those 

who are visiting less often, as well as typically more engaged with the On Premise



47%
Of Gen Z are going out 
more often this month

+28pp vs average 
consumer

31%
Of Gen Z are spending 
more overall on eating 
and drinking out this 

month
+2pp vs average 

consumer 
SOURCE: CGA MONTHLY ON PREMISE CONSUMER PULSE REPORT OCTOBER 2023  – SAMPLE: 140



YOU HAVE SAID THAT YOU ARE CURRENTLY GOING OUT MORE FREQUENTLY THAN USUAL, 
WHY IS THIS?

SOURCE: CGA MONTHLY ON PREMISE CONSUMER PULSE REPORT OCTOBER  2023 – SAMPLE: 194

13%

16%

17%

18%

18%

20%

21%

25%

26%

26%

39%

I want to support local businesses

There have been more events than usual

I feel safe in hospitality venues now

I have been able to save money recently

I want to support the hospitality sector

I am no longer concerned about COVID-19

I am visiting while I have enough disposable income

The time of year (e.g. summer)

There are new places that I have wanted to try

To make up for missed occasions previously

I have been treating myself

Reasons for going out to the On Premise more frequently than usual (vs Sep)

+9pp

+1pp

+4pp

+1pp

-2pp

-17pp

-4pp

+4pp

+10pp

-4pp

+6pp



3%

7%

9%

10%

16%

21%

35%

65%

67%

The atmosphere isnâ€™t as good as usual when out

The time of year (e.g. summer)

The weather

My friends / family arenâ€™t going out as much as usual

I am spending money on other things

I have less disposable income than usual

Price increases in eating and drinking out

Cost of living increases

Gestiegene Lebenshaltungskosten

Reasons for going out to the on premise less frequently than usual (vs Sep)

+4pp

YOU SAID THAT YOU ARE CURRENTLY GOING OUT LESS FREQUENTLY THAN USUAL, WHY IS 
THIS?

SOURCE: CGA MONTHLY ON PREMISE CONSUMER PULSE REPORT OCTOBER 2023 – SAMPLE: 375

Rising cost of
living 

-3pp

-3pp

+2pp

-1pp

+5pp

+7pp

+5pp

+2pp



SOURCE: CGA MONTHLY ON PREMISE CONSUMER PULSE REPORT OCTOBER 2023 – SAMPLE: 1000

HAVE YOU CHANGED YOUR BEHAVIOUR IN ANY OF THE FOLLOWING WAYS OVER THE PAST 
MONTH, COMPARED TO USUAL, IN BARS, RESTAURANTS AND SIMILAR VENUES?

29%

29%

49%

46%

23%

26%

How much I spend when out per visit

How much I spend on eating and drinking out
overall

Change in on premise behaviours

Increased Stayed the same Decreased

NET 
Change

+6pp

+3pp



WHICH IF ANY OF THE FOLLOWING ARE REASONS WHY YOU ARE SPENDING MORE NOW 
WHEN OUT PER VISIT IN BARS, RESTAURANTS AND SIMILAR VENUES?

SOURCE: CGA MONTHLY ON PREMISE CONSUMER PULSE REPORT OCTOBER 2023 – SAMPLE: 288, 319

+6pp

-1pp

+1pp

-3pp

+3pp

=

+1pp5%

9%

10%

10%

10%

13%

21%

66%

78%

Ich kaufe jetzt mehr Premium-Getränkemarken,
wenn ich ausgehe

Ich trinke jetzt mehr, wenn ich ausgehe

Es gibt mehr besondere Anlässe zum Feiern

Ich verfüge jetzt über mehr entbehrliches Einkommen

Ich kaufe jetzt hochwertigeres Essen, wenn ich
ausgehe

Ich gehe immer seltener aus und gönne mir dann
etwas, wenn ich es tue

Ich gönne mir häufiger etwas

Die Preise für Getränke sind gestiegen

Die Preise für Essen sind gestiegen

Reasons for increased spend per visit (vs (Sep)

+1pp

=



WHICH IF ANY OF THE FOLLOWING ARE REASONS WHY YOU ARE SPENDING LESS NOW WHEN 
OUT PER VISIT IN BARS, RESTAURANTS AND OTHER SIMILAR VENUES?

SOURCE: CGA MONTHLY ON PREMISE CONSUMER PULSE REPORT OCTOBER 2023 – SAMPLE: 183, 227

15%

25%

37%

39%

44%

61%

63%

I am opting for non-alcoholic options instead of alcohol

I am choosing cheaper drink options

I am choosing cheaper food options

I am no longer choosing additional food items (e.g. starters / desserts /
sides)

I am drinking fewer drinks when out

I am watching what I spend

I am trying to save money

Reasons for decreased spend per visit (vs Sep)

=

+9pp

+9pp

=

+3pp

-1pp

+1pp



SOURCE: CGA MONTHLY ON PREMISE CONSUMER PULSE REPORT OCTOBER 2023 – SAMPLE: 962, 968

W H I C H  O F  T H E  F O L L O W I N G  H A V E  Y O U  H A D  I N  B A R S ,  R E S T A U R A N T S  A N D  
S I M I L A R  V E N U E S  I N  T H E  P A S T  M O N T H ?

1%
4%

5%
9%
10%

11%
12%

18%
20%

25%
26%

28%
30%

44%

Hard Seltzers

Cider

Digestifs

Ready to drink alcohol (i.e. single serve drink…

No / low alcohol options (i.e. under 3% ABV,…

Aperitifs

Energy drinks

Spirits (including with a mixer, neat, or as a…

Schorle

Wine (including sparkling wine)

Cocktails

Hot drinks

Soft drinks

Beer

Drink choice of those who have visited the On Premise in the past month (vs Sep) 

+2pp

+1pp

+2pp

=

-2pp

=

=

=

-2pp

=

+1pp

+2pp

-2pp

-2pp



W H I C H  S T R E N G T H  O F  B E E R  H A V E  Y O U  
H A D  I N  B A R S ,  R E S T A U R A N T S  A N D  

S I M I L A R  V E N U E S  I N  T H E  P A S T  M O N T H ?  
P L E A S E  S E L E C T  A L L  T H A T  A P P L Y

S t r e n g t h s  o f  b e e r  c o n s u m e r s  h a v e  d r u n k  i n  t h e  
p a s t  m o n t h  ( v s  a v e r a g e  o v e r  p a s t  m o n t h )

SOURCE: CGA MONTHLY ON PREMISE CONSUMER PULSE REPORT OCTOBER 2023 – SAMPLE: 430, 461

10%

5%

20%

29%

49%

9%

No alcohol (0%)

Low alcohol (0% - 1%)

Light strength (1% - 3.5%)

Mid strength (3.5% - 4.5%)

Normal strength (4.5% -
5.5%)

High strength (5.5%+) +1pp

-2pp

=

+2pp

=

=



W H I C H  O F  T H E  F O L L O W I N G  B E E R  
T Y P E S  H A V E  Y O U  H A D  I N  B A R S ,  

R E S T A U R A N T S  A N D  S I M I L A R  V E N U E S  I N  
T H E  P A S T  M O N T H ?

T y p e s  o f  b e e r  c o n s u m e r s  h a v e  h a d  i n  t h e  p a s t  
m o n t h  ( v s  S e p )

SOURCE: CGA MONTHLY ON PREMISE CONSUMER PULSE REPORT OCTOBER 2023 – SAMPLE: 441, 229

5%

12%

28%

45%

61%

Craft Beer

Imported Beer

Radler

Local Beer

Beer from one of the bigger
German breweries +7pp

-10pp

-1pp

-1pp

-2pp



14%

58%

27%

Less frequently

As frequently

More frequently

F r e q u e n c y  o f  p l a n n i n g  t o  v i s i t  b a r s ,  
r e s t a u r a n t s  o r  o t h e r  s i m i l a r  v e n u e s  o v e r  t h e  

n e x t  m o n t h

H O W  O F T E N  D O  Y O U  P L A N  T O  V I S I T  B A R S ,  
R E S T A U R A N T S  O R  O T H E R  S I M I L A R  V E N U E S  O V E R  

T H E  N E X T  M O N T H ?

SOURCE: CGA MONTHLY ON PREMISE CONSUMER PULSE REPORT OCTOBER 2023  – SAMPLE: 999

+26pp Gen Z



HOT TOPICS 



HOT TOPICS…

• Food pairing attracts 1/3 of the consumer and whilst not essential for the majority could attract a slightly different 
consumer group and can influence the drink choices of 38% of consumers.

• The planned reduction in Spirit consumption is hitting the rum, tequila and Aperitif market the hardest. 

• The treat aspect as well as the variety of cocktails on offer are the biggest driver to cocktail consumption whilst 
value for money an important factor is for spirit consumption.

• High tempo occasions are offering an accessible way to engage with the future on Premise consumer. Using their 
desire to have fun could be the first step to consumer loyalty .



Hot topic – Food Pairings



HOW ESSENTIAL DO YOU SEE FOOD PAIRINGS TO BE WHEN CHOOSING WHAT 
TO DRINK IN VENUES, HOW LIKLEY WOULD YOU BE TO BASE YOUR DRINK 

SELECTION ON A SUGGESTED FOOD PAIRING?

I expect to see food parings when out 35%

I do not expect to see food pairings when out 
but they are nice to have 40%

I do not think food pairings are necessary to 
see when out 25%

38%
Of consumers are likely to 

base their drink choice on a 
suggested food pairing

36% neither likely nor unlikely 
26% unlikely 

How likely would you be to base your drink selection 
on a suggested food pairing?

How essential do you see food pairings to be when choosing 
what to drink in bars, restaurants, and other similar venues?

SOURCE: CGA MONTHLY ON PREMISE CONSUMER PULSE REPORT OCTOBER 2023  – SAMPLE: 1000



Hot Topics – Spirits and Cocktails



When visiting bars, restaurants or similar venues, are you 
drinking the following categories more, the same or less than 6 

months ago? 

SOURCE: CGA MONTHLY ON PREMISE CONSUMER PULSE REPORT OCTOBER 2023  – SAMPLE: 172

TBQCD
TBQCD

13% 15%

39% 37%

27% 30%

Less

The same

More

Frequency drinking compared to 6 months ago:

Spirits and mixer 
drinks

Cocktails



SOURCE: CGA MONTHLY ON PREMISE CONSUMER PULSE REPORT OCTOBER 2023  – SAMPLE: 172

When visiting bars, restaurants or similar venues, are you drinking the following categories more, 
the same or less than 6 months ago? 

10%

9%

8%

12%

8%

8%

12%

15%

34%

27%

26%

42%

31%

24%

31%

33%

27%

23%

19%

27%

24%

23%

25%

22%

Aperitif (Wine based, Aniseed, Bitter)

Brandy

Gin

Liqueurs

Rum

Tequila

Vodka

Whiskey

More The same Less

Net decrease

-7pp

-13pp

-15pp

-16pp

-15pp

-11pp

-14pp

-17pp



Which of the following statements best describes how you are behaving in bars, restaurants or similar 
venues?

33 %
Are choosing 

Cocktails over 
spirit and 

mixers

28 %
Are choosing 
Spirits and 
Mixers over 

cocktails

39 %
Are choosing 
none of these

SOURCE: CGA MONTHLY ON PREMISE CONSUMER PULSE REPORT OCTOBER 2023  – SAMPLE: 868

What visitors are choosing



Which of the following are reasons why you are 
choosing cocktails over spirit and mixer drinks 

when at bars, restaurants or similar venues? Please 
select all that apply

12%

18%

22%

26%

28%

36%

42%

49%

It's what venues I've been visiting specialize
in

I enjoy the premium nature and quality

They offer better value than other drinks

I trust the bartender/mixologist to make high
quality cocktails

It fits the types of venue I've been visiting

Happy hour/other deals and offers

I want to treat myself

Good choice of cocktails available

SOURCE: CGA MONTHLY ON PREMISE CONSUMER PULSE REPORT OCTOBER 2023  – SAMPLE: 289

TBQCDTBQCD
TBQCD

Reasons for choosing Cocktails



37%

28%

27%

25%

24%

23%

19%

17%

12%

I want to treat myself

They offer better value than other drinks

Good choice/range of different brands…

Happy hour/other deals and offers

Spirit and mixer drinks are usually…

I enjoy the premium nature and quality

I am trying to reduce my spend in bars…

I wanted a simple serve I could trust

It's what has been available at the venue

SOURCE: CGA MONTHLY ON PREMISE CONSUMER PULSE REPORT OCTOBER 2023  – SAMPLE: 244

Which of the following are reasons why you are choosing 
spirit and mixer drinks over cocktails when at bars, 

restaurants or similar venues? Please select all that apply.

Reasons for choosing Spirits and mixers



Hot Topics – High Tempo Occasions and 
Experience led venues



SOURCE: CGA MONTHLY ON PREMISE CONSUMER PULSE REPORT OCTOBER 2023  – SAMPLE: 1000

Thinking about the past 3 months, how often have you 
been out for high-tempo occasions?

37 %
Have been going out 

monthly to high tempo 
occasions in the last 3 

months 

15 %
Have been going out 
weekly to high tempo 
occasions in the last 3 

months 

15% are visiting high 
tempo occasions more 

often than usual 
vs 44% who are visiting 

less often

+19pp for Gen Z



11%

13%

18%

18%

18%

19%

19%

20%

24%

24%

30%

To 'release' steam in the energetic environment

I want to support local businesses

To make up for previously missed occasions

I feel safe in hospitality venues now

There have been more events than usual

I am visiting while I have enough disposable income

The time of year (Autumn)

I want to support the hospitality sector

I have been able to save money recently

There are new places that I have wanted to try

To have fun/socialise

Reasons for going out for high tempo occasions more frequently

You have said that you have been going out for high-tempo occasions more frequently than 
usual. Why is this? Please select all that apply.

SOURCE: CGA MONTHLY ON PREMISE CONSUMER PULSE REPORT OCTOBER 2023  – SAMPLE: 148



6%

10%

11%

13%

15%

19%

21%

23%

24%

47%

48%

The atmosphere isnâ€™t as good as usual when out

There are fewer high-tempo venues near me

The weather

The time of year (e.g. winter)

I donâ€™t have interest in going out for high tempo …

Health reasons

I am spending money on other things

My friends/family arenâ€™t going out as much as …

I have less disposable income than usual

Price increases

Cost of living increases

Reasons for going out for high tempo occasions less frequently

You have said that you have been going out for high-tempo occasions less frequently than 
usual. Why is this? Please select all that apply.

SOURCE: CGA MONTHLY ON PREMISE CONSUMER PULSE REPORT OCTOBER 2023  – SAMPLE: 440



10%

31%

37%
Never

Less frequently

As frequently

More frequently

F r e q u e n c y  o f  v i s i t i n g  l e i s u r e  v e n u e s  o v e r  
t h e  p a s t  3  m o n t h s

H A V E  Y O U  B E E N  V I S I T I N G  L E I S U R E  V E N U E S  
M O R E  O R  L E S S  F R E Q U E N T L Y  O V E R  T H E  P A S T  3  

M O N T H S ?

SOURCE: CGA MONTHLY ON PREMISE CONSUMER PULSE REPORT OCTOBER 2023 – SAMPLE: 1000

21%

+15pp for Gen Z



Going out for high tempo occasions more | Going out for high tempo occasions less

Average household income

Gender

Location of residence Typically visits the On-Premise…

71%  45%

29%  55%

City centre / town centre

 54%

47%

 45%

53%

78  25%
€45,169

€38,682
Rural / suburban

At least weekly

56%

32%
12%15%

31%

53%

18-34 35-54 55+

Going out more Going out less

Age groups

SOURCE: CGA MONTHLY ON PREMISE CONSUMER PULSE REPORT OCTOBER 2023  – SAMPLE: 440, 148

Those going out for high tempo occasions more frequently than usual are typically younger, 
more likely to be located within the city / town centre and with a higher average household 
income than those who are visiting less often, as well as typically more engaged with the On 

Premise



48 %

9 %

36 %

17%

25 %

32 %

17 %

Aperitif drinks

High tempo drinks (e.g a big night out)

Formal meal

None of these

After work drinks

Special occasion

Relaxed / quiet drinks

% of those who have visited leisure venues over the past 3 months

HAVE YOU BEEN VISITING LEISURE VENUES FOR ANY OF THE FOLLOWING OCCASIONS 
MORE FREQUENTLY OVER THE PAST 3 MONTHS?

SOURCE: CGA MONTHLY ON PREMISE CONSUMER PULSE REPORT OCTOBER 2023 – SAMPLE: 779



12%

13 %

18%

20 %

13 %

20%

17 %

23%

16 %

15 %

They have better drinks deals/promotions

Something new/unique

More convenient location

Better activity for large groups

An exciting experience

They have been recommended by family/friends

An engaging activity for a date

I have been using these occasions to relax and de-
stress

An engaging activity with friends/family

Something fun

Offerings of leisure venues | Top 10

WHAT DO LEISURE VENUES OFFER OVER OTHER VENUES LIKE PUBS OR BARS WHEN OUT?

SOURCE: CGA MONTHLY ON PREMISE CONSUMER PULSE REPORT OCTOBER 2023 – SAMPLE: 777



Want to know more about how global 
trends are currently impacting the German 
On Premise?



Global REACH Presentations Regional REACH reports OPUS Lite

At CGA, May marks the release of our 
annual Global On Premise insights report – 

REACH. 

Alongside the usual look at On Premise 
visitation, trending categories and venue 

choice factors, this year’s report looks the 
topical issues affecting the industry such as 
sustainability, the cost of living crisis, social 
media and advocacy, education and others.

If you’d like to enquire about a presentation 
for you and your team, please get in touch 

via the contact information on the next slide.

Following on from our annual Global REACH 
report will be our regional REACH reports 

aiming to explore more closely the nuances 
by market dependent on global location.

For the Italian On Premise this will be in the 
form of a dedicated European report.

Get in touch to discuss the available options.

If you’d like something a little closer to 
home, 2023 see’s the launch of our OPUS 
Lite package, which provides market level 
insights on those trends impacting the On 

Premise globally.

Flexible options are available to suit your 
teams needs, whether that be through a 

ready made insight report or full access to 
the data set.

Get in touch to find out more.

Want to know more about how global trends are currently impacting the 
Italian On Premise?



OPUS Select OPUS Core
If you'd like to investigate a more 

specific topic more tailored to you and 
your business, 2023 see's the launch of 
the OPUS Select package. This provides 

market level insights focussing on 
specific topics from...

- Channel/ Occasion deep dive
- Category overview

- Hot topic
- Custom Business Case

- Demographic deep dive
- And more!

Get in touch to find out more.

OPUS Core subscription allows you to 
delve into the details of consumer 
behaviour in the On Premise, from 

granular detail about each channel, 
occasion and drink category, as well as 

identifying how key trends are 
impacting the industry.

Get in touch to find out more.

Want to know more about the Italian On Premise?



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

Contact Us

MIRIAM STIRNIMANN
CLIENT SUCCESS & INSIGHT 

MANAGER

Miriam.Stirnimann@nielseniq.com 

BILAL KADDOURI

INTERNATIONAL SALES 
GENERALIST 

Bilal.Kaddouri@nielseniq.com

BETH LARMER

SENIOR CONSUMER RESEARCH 
EXECUTIVE

Beth.larmer@nielseniq.com
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