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AGE IS JUST A NUMBER | WELCOME TO THE GOLDEN YEARS

The UK population has been steadily getting older and
this is projected to continue in the future. In 2016,
there were 11.8 million UK residents aged 65 years
and over, representing 18% of the total population —
25 years before, there were 9.1 million, accounting for
15.8% of the population. By 2066 it's projected

there will be a further 8.6 million UK residents aged 65
years and over, taking the total number in this group to
20.4 million and making up 26% of the total
population. (Source: ONS)

Spending by those aged 65 and over increased by
75% between 2001 to 2018, compared with a 16% fall
in spending by those aged 50 and under during the
same period. By 2040, older people will be spending
63p in every pound spent in the UK economy — up
from 54p in 2018 (Source: Maximising the Longevity
Dividend, ILC).

The fastest increase will be seen in the 85 years and
over age group. In mid-2016, there were 1.6 million
people aged 85 years and over (2% of the total
population); by mid-2041 this is projected to double to
3.2 million (4% of the population) and by 2066 to
treble, by which time there will be 5.1 million people
aged 85 years and over making up 7% of the total UK
population (Source: ONS).

In contrast, the population aged 16 to 64 years is
projected to increase by only 2% over the next 25
years and by 5% by 2066 (Source: ONS).

Average weekly spend figures from the ONS show
that the biggest outgoing for UK households is
housing (including mortgage interest and council tax),
followed by transport (petrol, train season tickets, etc.)
followed by recreation and food in 4th and eating out
in 5th. Spending on recreation and culture among the
under 30s was almost half that of those between 65
and 74, who shell out almost a fifth of their disposable
income on this category.

As with everything in life, it's not as simple as it
sounds. The spending power of over 65s is higher,
due to them having higher disposable incomes than
their millennial counterparts, there is also a far greater
level of inequality between the haves and the have-
nots. In fact, figures from the ONS suggest that
inequality among people of pensionable age was
heading back to levels last seen at the turn of the
century. Therefore, we may be living longer and have
more disposable income, but old age does catch up
with us in other ways — and it's unrealistic to expect
older people to ‘enjoy’ their wealth in the same way as
the younger generations. Nuance is the key word
here.

We have conducted exclusive consumer research with
a representative sample of 442 UK adults (aged 65
and over). With robust comparison data against other
key age groups, namely; Gen X (ages 42-57),
Millennials (ages 26-41) and Gen Z (ages 18-25).
Research was conducted online in December 2022.

This report utilises this exclusive research and delves
into the attitudes and behaviours of the 65+ group to
understand what makes them tick, and to what extent
they are different (but also similar) to other key target
age groups, including Gen X, Y and Z. Age may well
be just a number, but to understand this
demographic, it isn’t the only number you need to
know.

Blake Gladman
Strategy & Insight Director
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EXPLORING THE GOLDEN YEARS

This report explores the attitudes and behaviours of the 65+ group
to understand what makes them tick, including...

« Where does hospitality fit in their total food and drink repertoire
« The out-of-home occasions which are driving spend

« Their repertoire of venues and how this is evolving

* Influences on choice of venue and purchases

« The role that ‘health’ plays in food & drink decisions

« Spending behaviours across pubs, bars and restaurants

« The barriers and opportunities for operators and brands and the
size of the prize if we get it right

* The ideal marketing and communication strategy to target this
group

* The top 10 takeaways

All data sourced in this report is provided by KAM unless otherwise

stated. This report cannot be reproduced or shared without prior
permission from KAM. KAM Limited 2023© // All rights reserved.
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The ’Golden Years’ population is growing
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9.1m

(16% of UK pop)
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11.8m

(18% of UK pop)

®5016

20.4m

‘ (26% of UK pop)
2066

In contrast, the population aged 16 to
64 years is projected to increase by
only 2% over the next 25 years and by

5% by 2066.
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Their ‘spending’ is growing too

Spending by those aged 65 and

over increased by 75% between
2001 to 2018

By 2040, the ‘Golden Years’
demographic will be spending

63p in every pound spent in the
UK economy

Source: ONS
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Their % of total budget spent on eating out is
consistent with other key age groups

B Golden Years ®W Gen X (42-57) Millennials (26-41) Gen Z (18-25)

11%
10%
7% 0
5% o 5%
I

Entertainment Eating out Drinking out Takeaways

Of your disposable income each month, which percentage of it do you spend on the following things?
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However, their frequency of visits to pubs, bars

and restaurants is less, and is declining at a
sharper rate

V|3|t frequency (times per month) to a
pub, bar, or restaurant in 2022

l 20% decline
l i

Golden Years l 26% decline

GOLDEN YEARS K AM



| go out twice a month on average
to pubs and restaurants. Maybe a
bit more in the summer. | definitely
go out less than | used to. Mainly
now it's to meet friends, for a
birthday treat, or when going to the
cinema or theatre for example.

J)

This quote is based on an amalgamation of responses to qualitative interviews conducted by KAM for the purpose of this report. The images shown are for illustration purposes only.
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"Catch-up"” occasions across all age groups

Which of the following ‘occasions’ have you participated in, OUT OF THE HOME (in a recognised venue, e.qg., restaurant, pub etc.), within the last 6 months?

48%

B Golden Years (65+) m Gen Z(18-25) Millennials (26-41) Gen X(42-57)

Habitual meet-up with friends/family (i.e., a Occasional meet-up with friends/family (i.e., a Relaxing alone Coffee break/stop (or other hot drinks)
regular, planned occasion) less regular, less planned occasion)

These are the out of home occasion participation percentages across the key age groups. We can see that for the Golden Years group in particular, they are more
likely to participate in occasional ‘catch ups’ with friends rather than more habitual/regular catch ups. They are also less likely to go out on their own. This points to this
group being far less likely to engage in habitual out of home activities. This is a key theme, that permeates throughout this report — that this generation is at risk of
seeing hospitality as a treat and not a habit- this is one of the key challenges for operators and brands.

GOLDEN YEARS K AM



‘Meal’ occasions across all age groups

Which of the following ‘occasions’ have you participated in, OUT OF THE HOME (in a recognised venue, e.g., restaurant, pub etc.), within the last 6 months?

m Golden Years (65+) mGen Z(18-25) Millennials (26-41) Gen X (42-57)

33%

Leisurely lunch Lunch break / quick lunch Sunday lunch Dinner (Sunday — Thursday) Dinner (Friday — Saturday)

Breakfast

Leisurely lunches, Sunday lunches and Sunday/early week dinners are the most popular ‘eating out’ occasions for the Golden Years demographic, with many pubs, bars
and restaurants experiencing relatively quieter times during the weekday lunch and evenings, targeting this age group specifically at these times, could prove fruitful.

GOLDEN YEARS K AM



‘Event’ and ‘special’ occasions across all age groups

Which of the following ‘occasions’ have you participated in, OUT OF THE HOME (in a recognised venue, e.qg., restaurant, pub etc.), within the last 6 months?

m Golden Years (65+) m Gen Z(18-25) Millennials (26-41) Gen X(42-57)

41%
36%
23%

16%

Attend specific events such as Watched live sport on TV Indoor games/sports (e.g., bowling, Private activities- book clubs, Romantic occasion (e.g., date) Celebrations (e.qg., birthdays,
quizzes, live music, etc. darts, snooker, pool, table tennis, sewing clubs etc anniversaries, efc.)
etc.)

Live sport on TV is a relatively big driver of footfall in this age group. We actually see the highest percentage of people within the Golden Years generation, who would want to
leave the house to go and watch live sport on TV, compared to all other age groups. However, the biggest driver of footfall is celebrations, e.g. birthdays, anniversaries,
etc. This reiterates the fact that this generation leans towards more ‘treat’ led occasions in hospitality.

GOLDEN YEARS K AM



Hospitality occasion participation for the Golden Years

Accommodation (leisure)

Leisurely lunch

Sunday lunch

Activities- book clubs, sewing clubs etc
Celebrations

Watched live sport on TV

Dinner (Sunday — Thursday)

Coffee break/stop (or other hot drinks)

Occasional meet-up with friends/family

172
158

Dinner (Friday — Saturday)
Breakfast

Regular meet-ups with friends/family
Events such as quizzes, live music, etc.
Lunch break / quick lunch

Relaxing alone

Brunch

Accommodation (work)

Romantic occasion

Indoor games/sports

Work meeting

Remote working

B 11

These ‘out of home’ occasions for the Golden Years
demographic (65+) are indexed against the average across the
other key age groups (Gen X, Millennials and Gen Z).

This shows the occasions (in blue) where the Golden Years
over-index, and as such are likely to participate in more than
other age groups (with the higher the number being the more
likely).

Leisurely lunches, mid-week dinners, and celebratory occasions
are the biggest drivers of footfall for this age group.

Which of the following ‘occasions’ have the ‘Golden Years’ participated in, OUT OF THE HOME (in a recognised venue, e.g., restaurant, pub etc.), within the last 6 months?

Results indexed against average across other age groups

GOLDEN YEARS
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Occasion participation changes for the Golden Years

m More M Less Changes in last 12 months Changes in last 10 years
Activities- book clubs, sewing clubs etc 32% 4% 64% 8%
Watched live sport on TV 29% 24%
Events 10% 27% 27% 32%
Celebrations 8% 11% 13% 21%
D iy — Saturcay) T T

Dinner (Sunday — Thursday) 16% 26% 21% 31%

Leisurely lunch
Brunch 35% 27%

Breakfast

Coffee breakstop

23%

Relaxing alone 42%
Occasional meet-up with friends/family

Habitual meet-up with friends/family 34% 30%

Are you participating in any of these occasions more or less than you were 12 months ago?

GOLDEN YEARS K AM



1

| much more interested in the
quality of food and drinks now than |
used to be. I'm happy to spend
more money on a better quality
experience. | would say I'm also
more sensitive to the environment,
I'm less likely to accept poor service
or a bad atmosphere for example.

)

This quote is based on an amalgamation of responses to qualitative interviews conducted by KAM for the purpose of this report. The images shown are for illustration purposes only.
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Types of venues that are most popular with the Golden Years

These are the types of venues that the Golden Years are most likely choose to Community
visit for food and/or drinks Hall/Centre,

E—
Coffesshon/| ey L
(0]0] a

A _)0,
Restaurant, -6% café, -2% ]

street food

Village pub, - | QSR, -9% — ] market, 6%
53% iy = 1
-
42% High street bar,
21% N
o L ——
0,
s 7 3% Town centre City c?;zt;f pub,
] c
Restaurant Village pub Coffee shop Town centre City centre High street Food hall / pUb’ ~26%
/ café pub pub bar street food This is the net difference in visit frequency to
market these venue types in the last 10 years. A

positive % indicates they are visiting these
venues more and a negative % shows they
are visiting less.

Restaurants, café/coffee shops and village pubs are the most popular venue types for the Golden Years

demographic- with the two former venue types holding relatively steady in terms of visit frequency over the last

10 years. Village pubs (and pubs in general) are, however, experiencing greater declines in visits. As

consumers get older, we see a growth in interest in using community halls and also a growth in use of food

halls (or street markets).

GOLDEN YEARS K AM



Selecting the ‘ideal’ venue style

Empty < ................................................................ . .................................................. > Packed
53 58 Q
Dark < ......................................................................... . .......................................... > Bright
Respondents were asked, on a sliding scale,
Quiet < ........................................ . ............................................................................ > Loud to craft their ‘ideal venue’ using the following

variables; busyness, lighting, volume, staff
attentiveness, décor, and seating.

Inattentive < .................................................................................... ‘. .............................. > Attentive
We can see some subtle differences between

the Golden Years (blue circle) and the
7 average across other age groups (yellow
Traditional < ........................................... ' ....................................................................... > Modern square), i [ onIy real significant
39 41 difference being with regards to volume
levels. This suggests that, outside of this,
All seated Q ........................... ‘.. ....................................................................................... D No seating venues don’t need to be SpeCificaIIy targeting
23 28 atmospheres to the Golden Years, but maybe
just need to tweak and flex certain aspects

. Golden Years (across key times) in order to ensure they
appeal to this demographic.

Average across other age groups

Thinking about your ideal pub or restaurant, what would you want in regard to the following aspects?

GOLDEN YEARS K AM



Resources they utilise to help themchoose a

venue

| choose a local place

Normally go to places lve been to before

Asking for recommendations from friends/family
Reviews in magazines/newspapers

Pub/restaurant review websites/apps (e.g., TripAdvisor)

Pub/restaurant booking websites/apps (e.g., OpenTable,..

Voice controlled smart speakers

138

100

1

6

General internet search
Other social media
Googles Near Me search tool

Facebook
Twitter
TikTok
Imagine that you’ve made the decision to go out for food and/or
drinks. Which of the following, if any, would you use to choose a |n Stag ram

venue?

Golden Years indexed against average across other age groups

(9)]
N

&l
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NES

|
S ©" o

348

242
8

<N

This shows the resources (in blue) that the Golden Years
demographic uses and over-indexes in when choosing one
venue over another (with the higher the number being the
more likely).

Clearly this demographic are more likely to be creatures of
habit and also more likely to stay local. They also favour
more traditional methods of search/discovery, with
recommendations from friends/family as well as traditional
review mediums proving popular. We do see digital
creeping into their repertoire however, with websites being
the main source of inspiration when talking 'online’

GOLDEN YEARS

KAM
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Influences on where the Golden Years choose to go for

‘drinks’

What are the most important factors for you, when considering a venue to choose for **drinks**?

Results indexed against average across other age groups

How easy it is to get to

Quality of staff

Speed of service

Inside space

Drink options that cater to older needs
Quality of food

The décor / how the venue looks

The atmosphere

Outside space/seating
The quality of drinks serve
Special offers and promotions

207
195

——
— s
—— V)
. 151

I 120
Value for money I 113

———eeene S
I, 103
I, 101

Quality of coffee/hot drinks
Availability

Range/choice of drinks
Recommendation by friends/family
Quality / availability of Wi-Fi
Range/choice of food

Digital order & pay available
Choice of low & no

Choice of healthy drinks

Online reviews

——

I 39
I 31
I /4
I, 71
I 70
I 50

I 22

 °

0

131

<N

Quality of staff, speed of service and adequate inside
space (i.e. enough space to find a table, not too crowded,
etc.) are more important to the Golden Years when
choosing a venue to go for ‘drinks’ compared to the other
key age groups.

They are less likely to value large ranges/choice (including
low & no and healthy alternatives). This suggests that they
have a more limited repertoire of drinks and are less likely
to see ‘trying new things’ as an appealing adventure.

GOLDEN YEARS

KAM



The factors of influence on venue choice for ‘drinks’ have grown in
importance for the Golden Years compared to 10 years ago

'Value for money' and 'inside space' have grown in importance for the
Golden Years demographic over the last 10 years, and we also see quality of
food increase in importance as a driver of choice of venue for drinks. This
suggests that ‘drink only’ visits are becoming rarer as these consumers
favour occasions where they can enjoy food and drink together.

25%

Value for Quality of food How easyitis Inside space Special offers Range/choice Quality of Quality of staff  Availability

money to getto and promotions of food coffee/hot
drinks

Have any of these factors become more or less important to you compared to **10 years** ago?

GOLDEN YEARS K AM



Influences on where Golden Years choose to go for ‘food’

What are the most important factors for you, when considering a venue to choose for **food™**?

Results indexed against average across other age groups

How easy it is to get to
Frequently changing menu
Quality of staff

Local sourcing

Inside space

Seasonality

Knowledgeable staff

Outside space/seating

The atmosphere

Value for money
Recommendation by friends/family
Special offers and promotions
Speed of service

Good quality food

Choice of premium options
Quality of tableware

Range of drinks
Customisation

The décor

Food options that cater to older needs
Sustainability

Quality / availability of Wi-Fi
Choice of healthy options

A wide choice of food
Dietary requirements
Online reviews

Digital order & pay

292
244

238
228
213

A menu that changes frequently and introduces new items
regularly, quality of staff, local sourcing and seasonality are
more important to the Golden Years group when choosing
a venue to go to for ‘food’ compared to the other key age
groups.

This suggests that, on average, this age group are a more
discerning customer and place a higher level of importance
on a quality food offer than other age groups. They also
place a greater importance on how knowledgeable staff are
about the food (e.g, able to answer any questions they
have on sourcing, allergens, etc.).

GOLDEN YEARS

KAM



The factors of influence on a venue choice for ‘food’ have grown in
importance for the Golden Years compared to 10 years ago

Again we see that value for money, quality of food, and inside space have grown in
importance for the Golden Years customer over the last 10 years when it comes to
how influential these factors are when choosing a venue for eating out. Also, as we
have seen, not only are they more likely to place value on local sourcing and
seasonality, but these are also growing in importance.

Have any of these factors become more or less important to you compared to **10 years** ago?

GOLDEN YEARS
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1

Noisy places do put me off, but | also
want an atmosphere, | want a buzz —
but | want to be able to have a
conversation with my friends. I'm happy
to visit places and spend more money if
the atmosphere is on point. I'm also
more aware of accessibility these days,
and comfy seats are a must!

)

This quote is based on an amalgamation of responses to qualitative interviews conducted by KAM for the purpose of this report. The images shown are for illustration purposes only.
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Focussing on health...

75% of Golden Years customers would
describe their diet as healthy

 Compared to:
« 61% Gen Z
* 71% Millennials
« 68% Gen X

...and 47% of Golden Years customers
say they are eating healthier now
compared to 10 years ago

GOLDEN YEARS K AM



Fewer Golden Years customers define themselves as vegan or
vegetarian but a significant % say they are flexitarian

This suggests that we're seeing a swing
towards these consumers wanting
variation/options within their food menus

* (16% claim to be flexitarian v 15%
average for other age groups)

* (2% vegetarian specifically v 10%
average for other age groups)

GOLDEN YEARS K AM
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Golden Years, on average, have greater
disposable income but are still feeling the pinch

We know, from latest ONS figures, that spending by those aged 65 and over increased by
75% between 2001 to 2018 and that, by 2040, the ‘Golden Years’ will be spending 63p in
every pound spent in the UK economy.

Latest KAM research shows that...

« 33% of Golden Years say they have more disposable
income now compared to 10 years ago

 However, 16%, also say that they have less now
compared to 12 months ago

So, empirically speaking, the disposable income of the Golden Years is increasing, however,
they are still feeling the pinch over the last 12 months as a result of the economic climate.

GOLDEN YEARS K AM



Spend on food and drinks across pubs, bars, and
restaurants has increased

% spending MORE on drinks in pubs, bars, and % spending MORE on food in pubs, bars, and
restaurants... restaurants...
36%
339

- i 29% 29%

°123% 0

.
In the last 12 months In the last 10 years In the last 12 months In the last 10 years

m Golden Years (65+) m Gen X (42-57) Millennials (26-41) m Golden Years (65+) ® Gen X(42-57) Millennials (26-41)

Taking into account that, for Millennials, the increase in spend over the last 10 years will include a large proportion of individuals who are comparing against a
period in time when they either couldn’t go out to pubs and bars (under 18) and/or would have had less disposable income, it's clear that we see a significant
trend within the Golden Years increasing their spend on food & drink in these venues, both over the last 10 years, but also within the last 12 months.

GOLDEN YEARS K AM



Awareness and impact of price increases across
hospitality

* 97% think that prices for food and drinks have increased in
pubs, bars, and restaurants over the last 6 months

28% .
Premiumisation and sustainability are 2ele
likely to be the factors that will make 17%
the Golden Years more accepting of .
paying more for food and/or drinks in
pubs, bars, and restaurants

More premium  Sustainably sourced Ethically sourced Organic
ingredients

GOLDEN YEARS K AM
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What are the Golden Year’s biggest hospitality ‘turn
offs’?

Comfort, or more importantly, lack thereof, is the biggest turn off from pubs, bars and restaurants for the
Golden Years generation- comfort in terms of their ears and their posterior! It's clear that they are looking
for a relaxing space — which matches with the key occasions of leisurely lunches, coffee breaks and
Sunday dinners. Creating the right atmosphere is always a balancing act, but are there opportunities to
create spaces that either have different environments within, or have the ability to flex the environment
depending on day of week and time of day?

) % 3 .
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Which of the following, if any, would a negative/bad experience with, put you off returning to a specific pub, bar, or restaurant?
Golden Years indexed against average across other age groups

GOLDEN YEARS K AM



Alongside some more ‘age’ specific challenges

We also hear from the Golden Years customer, that they have had issues with specific challenges more
relating to the older generation. Of course, not everything has a quick and/or easy fix, but we often talk a lot
about food offerings being inclusive (i.e. vegan, vegetarian, allergen free, etc.), so we should also be

having the conversation about how we can ensure our spaces are also inclusive for all generations of
1 1% customer.
9% <0
8%
. 7%
Couldn’t read the menu Felt ‘too old’ for the Feltintimidated/unsafe due Issues getting into a venue Issues getting to a venue

(writing too small) atmosphere/crowd that were to the behaviour of other (e.g., too many steps, not (e.g., lack of transport,

in there customers enough space between unable to use regular

tables, etc.) transport, etc.)

Which of the following ‘negative’ things have you experienced in a pub, bar, or restaurant the last 3 months, if any?

GOLDEN YEARS K AM



1

Personal service is important to me, I'd
much rather have that than have to deal
with machines. It helps certainly when
dealing with concerns around allergens,
I’'m gluten free and talking to a member of
staff gives me more reassurances.

I’d also like to see more lunchtime deals
as that would really appeal to me.

J)

This quote is based on an amalgamation of responses to qualitative interviews conducted by KAM for the purpose of this report. The images shown are for illustration purposes only.
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Factors that, if improved, are most likely to drive
customer engagement

29%
20

Promotions/special Customer service Comfort of seating Accessibility Choice of healthy Quality / availability =~ Choice of non-
offers food options of Wi-Fi alcoholic drinks

We’ve looked at the impact these factors are likely to have on visit
frequency, dwell time, spend and loyalty for the Golden Years generation.
Taking each of these factors into account, we’ve calculated the average
‘engagement’ impact across various touch points to show the most impactful
factors that are likely to drive an increase in these variables for 65+ year-old

customers.

GOLDEN YEARS K AM



Size of the prize

* Golden Years consumers currently spend £158 per month
on eating and drinking out

« If we deliver against their needs it could lead to an increase
in visit frequency for 30% of Golden Years customers and
an increase in trip spend for 10% of Golden Years
customers

« Assuming this would equate to an increase of 1 additional
visit per month and an increase of spend per trip of £10

« Based on the UK population of 65+
being 11m, it could be worth an
additional £2bn per annum to UK
pubs, bars and restaurants

GOLDEN YEARS K AM
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How should we engage with them?

Email communication is more important to the Golden Years customer for staying in touch with their
favourite pubs, bars, and restaurants compared to the other key age groups. Although we see an
under-indexing for social media channels, we do see that text/\WhatsApp is increasingly becoming a

viable alternative to emails for this generation.

97 05 -
.

TikTok Instagram

Receive emails Receive leaflets through Receive texts / Twitter
the post WhatsApp messages

How do you like to stay in touch with your favourite pubs and/or restaurants?

GOLDEN YEARS K AM



Information most likely to influence behaviours

Prices 221
Whats on the food menu 207

Reviews from other customers 129

w

Photos of the venue

~l
(@)

How popular it is

Whats on the drinks menu

(93

Allergen information Keep it simple when it comes to what to communicate to the Golden Years

generation. If we can deliver on the basic information they are most likely to
be searching for, i.e. prices, what's on the menu and customer reviews,
then we are far more likely to engage with them.

S
~

Specific food options i.e., vegan, gluten free

w

Reviews from experts / critics
These can also be great ways in which to inspire and encourage trial for
these customers who have perhaps not been to the venue before (think
price-led promotions, shouting about menu items/new dishes, and
showcasing like-for-like customer testimonials).

Photos of the food

(68)
N

[N
(o))
S
~

What are you looking for in particular do you want to receive / find out about from venues?
Golden Years indexed against average across other age groups

GOLDEN YEARS K AM



KAM

The
top 10
takeaways




Top 10 takeaways

1. They have the propensity and the disposable income to use hospitality
2. However, visit frequency is below other age groups and is falling at a higher rate

3. Key occasions that are in decline are those which would tend to be more habitual (treat
v habit)

4. Quality of staff and quality/comfort of interiors is very important

Quality and sourcing of food matters - but has to be called out across all price points
(hospitality should not be just an occasional treat)

6. Atmosphere (and noise) is important — flex the environment across days of the week and
times of the day to ensure inclusivity for all customer types

7. Value for money is important and promotions will drive footfall and engagement

8. Don't forget to consider potential age-specific challenges such as size of fonts on menus,
other messaging etc. and ease of access

9. Butjust because they are old doesn’t mean they are ‘old school’...flexitarian diets,
premiumisation and atmosphere (the right kind) still matter

10. Keep it simple when it comes to what to communicate to the Golden Years generation

GOLDEN YEARS
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