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This month we look at 
how operators can make 
more of their outdoor 
dining experience. 
 

Regardless of which part 
of the country you live in, 
the arrival of the summer 
usually signifies a shift in 
the way that people feel 
and behave.  Rather than 
spending our time 
indoors we look for any 
and every opportunity to 
be outside.  For example 
people are more likely to 
walk or cycle to work in 
the summer, compared 
to the winter months 
when nothing but the car 
or public transport would 
be considered.  Our love 
of the outdoors is also 
true when it comes to 
food and drink, as we 
migrate from the bar or 
corner table to the 
gardens, patios and 
pavements of our 
favourite pubs and 
restaurants. 

Despite this annual and 
predictable shift in where 
customers would prefer 
to be, it always surprises 
me on the lack of 
thought which so many 
pubs and restaurants 
exhibit in this area.  It 

seems that for some 
operators it is simply a 
matter of putting a few 
extra tables and menus 
outside and just viewing 
outdoors as an extension 
of the main dining area. 

Whilst there is nothing 
wrong with this 
approach, it doesn’t look 
to capitalise on this 
desire by customers to 
dine al fresco or take the 
opportunity to offer 
something a little bit 
different.  Rather than 
thinking about your 
outdoor areas as simply 
another room, why not 
consider alternative ways 
in which to create a real 
point of difference for 
you and your customers? 

Back in the day buying 

food from a street 
vendor or at a local fete 
would more than likely 
have represented a 
distress purchase and 
usually an expensive one 
at that.  Fast forward to 
2017 and the landscape 
has significantly changed.  
The lone ice cream van 
and dodgy burger bar has 
now been replaced by a 
variety of food styles 
from around the world. 

 

To read this and 
previous articles in full 
go to Ashdale Articles 

www.ashdale-consulting.com 

or 

Casual Dining Magazine 
www.casualdiningmagazine.co.uk 
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These headlines are from 
our Economic Bulletin. 

CPI for June 2017 was 
+2.6% down from +2.9% 
in May, the first fall in the 
rate since October 2016, 
largely driven by lower 
petrol and diesel prices. 

Latest figures from the 
ONS show that 
unemployment fell to 
4.5%, but wage growth 

Economic Headlines 

 slowed to +1.8%, so when 
inflation is factored in real 
wages fell by (0.5%). 

The preliminary estimate 
for GDP for Q2 was +0.3% 
vs. +0.2% in Q1, as a 
stronger service sector 
offset weaker 
manufacturing and 
construction. 

These headlines are from 
our Retail Bulletin. 

Retail sales rose +2.9% in 
June 2017 vs. June 2016, 
which was more than 
expected, as household 
goods, clothing and shoes 
benefitted from the good 
June weather. 

The quantity bought in 
food stores fell by (0.4%), 
the lowest it has been 

Retail Headlines 

 since July 2014, as 
average store price 
inflation for these stores 
remained at +2.5%. 

Latest 12 week figures 
saw the Grocery Market 
grow by +3.9%, the fourth 
consecutive period where 
market growth has 
exceeded 3%. 

These headlines are from 
our Consumer Spending 
Bulletin. 

Average family spending 
power was down (£1) a 
week in June at £198 the 
third consecutive month 
of falling family spending 
power. 

The estimated average 
mortgage debt in May 
was £120,512, meaning 

Consumer Spending Headlines 
the average annual 
interest paid would be 
£3,109 per household 
(based on a rate of 2.58%). 

GfK’s UK Consumer 
Confidence Index was (12) 
in July down (2) compared 
to June, as what Brexit 
means along with the 
overall economic picture 
remaining confusing. 

Lidl was once again 
Britain’s fastest 
growing 
supermarket, 
increasing sales by 
+19.4% 
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CPI +2.6% 

RPI +3.5% 

UNEMPLOYMENT +4.5% 

PAY  +1.8% 

Q2 GDP +0.3% 

TRADE BALANCE (£8.9BN) 

SERVICES +£25.59BN 

RETAIL VOLUMES +2.9% 

RETAIL VALUES  +5.7% 

INTERNET SALES              +15.9% 

GROCERY MARKET +3.9% 

GROCERY INFLATION +3.2% 

Lidl +19.4% 

HOUSEHOLD INCOME       £766 

TAXES & COST OF LIVING   £568 

DISCRETIONARY                £198 

HOUSEHOLD DEBT        £56,731 

EXC MORTGAGES        £7,370 

Overall Confidence (12) 

LY Personal Finances (2) 

NY Personal Finances +2 

Unemployment is 
now at its lowest 
level since 1975 

Consumer 
confidence across 
the UK has fallen to 
its lowest level since 
straight after the 
Brexit vote 



Rainfall was 
generally above 
normal, 
particularly in the 
South 
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Latest data from the 
British Beer & Pub 
Association shows that 
beer sales in Q2 2017 
were up +1.0% on the 
same quarter a year ago. 

The growth was driven by 
sales through 
Supermarkets & 
Convenience Stores which 
offset the slight decline 
through Pubs, Bars and 
Restaurants. 

Beer Update 
Sales through Pubs, Bars 
and restaurants in the UK 
in the first quarter were 
down (0.2%).  This 
compares to a decline of 
(3.5%) in quarter 1 this 
year and a decline of 
(1.9%) in quarter 2 in 
2016 

Sales through 
Supermarkets & 
Convenience Stores in the 
UK were up +2.1% 

compared to the same 
quarter last year.  This 
compares to a growth of 
+11.3% in quarter 1 and a 
growth of +5.0% in 
quarter 2 in 2016. 

Source:  BBPA August 2017 

The latest grocery market 
share figures reveal the 
overall market has grown 
by 3.9% – the fourth 
consecutive period where 
market growth has 
exceeded 3%. 

Grocery inflation now 
stands at +3.2% for the 12 
week period ending 16th 
July 2017.  One year on 
from the EU referendum 
– which had a marked 

Supermarket Update 

 impact on the price of 
imported groceries – 
hard-pressed shoppers 
could soon start to feel 
upward pricing pressures 
ease. 

The success story 
continues for own label, 
with sales up +6.7% year 
on year, as supermarkets’ 
own brand lines now 
account for just over 51% 

of spending – a record 
high. 

In contrast brands are 
seeing considerably 
slower growth, up by just 
0.9% year on year. 

Source: Kantar World Panel 

For more months and years 
then simply go to: 

www.ashdale-consulting.com 

 

 

 

Weather Summaries 

 

 

JUNE

Temp = +1.5 

Rain   = 155

Sun    = 96

• Significant rainfall but also very 

hot in 2nd half of the month

• Highest June temp since 1976 

but also 6th wettest since 1910

 

JULY

Temp = +0.0

Rain   = 137

Sun    = 99

• Generally unsettled, warm in 

parts but also cooler & wet

• Slightly more rain than on 

average especially in the SE

 

 

Sales of premium 
lagers where 
particular strong 
this quarter 

Tesco continued to 
perform well in its 
larger stores and 
also a particularly 
strong 
performance 
online 
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Consulting Ltd 

6 Lichfield Street 

Burton-on-Trent 

Staffordshire 

DE14 3RD 

General 
August 
7

th
 Bank Holiday (Scot) 

19
th

 -20
th

 V Festival 
28

th
 Bank Holiday  

 
 
September 
2

nd
 Eid-al-Adha (Muslim) 

5
th

 MPs Return to HoP 
30

th
 Yom Kippur (Jewish) 

Dates and Events for Your Diary 

Phone 

07967 197533 

E-mail 

chris@ashdale-consulting.com 

Twitter 

@Ashdale2012 

Analysis 

Insight 

Strategy 

About Ashdale Business Consulting 
Ashdale Business Consulting is an independent consultancy providing analysis, insight 
and strategy across the UK alcohol and hospitality industry.  Specialist areas include 
Strategic & Marketing Analysis, Scenario Planning & Forecasting, Category 
Management and Profit & Value Chain Modelling.  We also deliver training across a 
range of business and marketing activities, all of which help to improve an 
organisations ability to make more profitable decisions. 

Clients range from individual outlets and microbrewers through to regional/national 
brewers, as well as global drinks companies and trade organisations. 

For more information go to our website: 

www.ashdale-consulting.com 

For more information about our FREE and chargeable eLearning training go to: 

www.http://ashdale-academy.teachable.com 
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Licensed Trade 
August 
8

th
 – 12

th
 Great British Beer 

                 Festival 
13

th
 Mindful Drinking  

        Festival 
 
 
September 
20

th
 York Beer Festival 

27
th

 California Wine Festival 
28

th
 Amber Valley Beer  

        Festival 
 

Sports 
August 
4

th
 – 13

th
 Athletics World 

                Championships 
12

th
 Premier League Starts 

26
th

 Rugby League Final 
 
September 
1

st
 World Cup Qualifiers 

2
nd

 T20 Blast Finals Day 
16

th
 St Ledger – Doncaster 

24
th

 American Football  
       (Wembly) 

Ashdale Training Dates 

Marketing 
August 

No open workshops 

Elearning courses available 

 

September 

No open workshops 

Elearning courses available 

Licensed Trade 
August 

No open workshops 

Elearning courses available 

 

September 

No open workshops 

Elearning courses available 


