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Pub & Bar recently gathered a selection of the industry’s leading lights in order 
to mull over the premium delivery of on-trade experiences. From product range 
and staff presentation to outlet aesthetic and social settings, the following is a taste 
of what was served up on the day   

The ‘guests’, as we call them, have such high expecta-
tions. You need to know and understand the brands and 
products you work with. The premium focus is about the 
overall experience for the guests. 

You need to be careful on how you define premium. Con-
sumers expect something to attract them, but it can take 
many forms. It could mean brands, premium drinks, etc. 
It’s about what operators feel is right to offer their own 
customers.

Steven Brook, chairman of All Our Bars

Our name change was part of our premiumisation. 
Before, we were just offering a bed above a pub. Now, 
we’re more boutique – powerful showers, attractive 
buildings and away from back street locals in order to 
attract a new selection of customers. New drinks, new 
food, new entertainment. Premiumisation for us was 
running in a new direction. 

Ben Stackhouse, founder of Pub Love

Craig Doyle, group operations director for Maxwell’s 

My customers want to be seen to be drinking the right 
product in the right environment in the right serve. 
But the market is so diverse – people who go out in 
Shoreditch wouldn’t be seen dead in a few clubs in 
Leeds, as it’s not what appeals to them. People in Leeds 
think they’re in the most premium business going. The 
word ‘premium’ is so damn subjective. It’s about the 
perception of premiumisation. 

Peter Marks, chief executive of Luminar 

TradiTionally 
premium
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Whatever you want to call it, we’re all trying to get 
the most out of what we’ve got in order to get people 
through our doors. Offer something different. With 
Clapham, we premiumised that site, introduced food, 
made it bigger, made it more interesting and attractive. 
It’s trying to offer people talking points. Premium is in 
the eye of the beholder. 

You need to look at how humans make decisions and 
make sense of it. Personal relationships and the rational 
reasons as to why we eat or drink somewhere. Look at 
those emotions and use them to attract people – they’ll 
then probably do your marketing for you through things 
like social networks. 

Tom Kidd, managing director of Adventure Bars Karen Fewell, director of Digital Blonde 

We call it personalisation. We think it’s about going back 
to basics and that if you know someone’s name, you can 
charge them more money. The floor team know what to 
expect. We’ve moved all communication straight into 
one office and since we’ve done that, our growth has 
gone through the roof. Premium is about making things 
sound more exciting and if you can make something 
sound more exciting, people will pay more for it. 

Tim Foster, director of The Yummy Pub Company 

The premium offer from a customer’s perspective is the 
whole experience, from greeting them to saying goodbye 
– do they feel welcome? Educating staff is critical – they 
need to understand what they’re selling. 

Steve Crosswell, relationship director of hotels and 
leisure for NatWest Group 

Premiumisation is reflective of the consumer needs – 
they want more. You expect more than what you would 
have had five years ago. There’s an expectation that 
everything should be high-end. Even the £5 carvery go-
ers eating on a Sunday – they want more too, from every 
experience. 

Andrew Turner, category and trade marketing 
director of Heineken UK

“If you can make something sound more 
exciting, people will pay more for it”

Karen Fewell takes in the debate

David Clifton considers the conversation

Lunch is served at The Warrington Hotel

Attendees gather over breakfast
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People are successful when they use their brains, not 
their chequebook. It’s about sweating those emotions. 
Be At One are a great example. 

If someone only had five wines offered to them in Lon-
don, they might feel hard done by, other markets not so 
much. A good range of choice is critical. The process does 
have to be easy though – don’t make them spend 10 min-
utes choosing. Don’t try and be too clever. 

Steven Brook, chairman of All Our Bars

After talking with Heineken, we’ve just taken on Despera-
dos in our late night bars. I see the numbers of them and 
they’re outselling premium beers – it’s frightening. We’ll 
watch it when it goes in and see what happens – it’s 
also a decent marketing opportunity. Where it’ll go, who 
bloody knows? 

Craig Doyle, group operations director for Maxwell’s 

We’re handing out Good Egg cards – if we see something 
that someone has done that’s selfless, we give them a 
card and then they can come in and have a drink. The 
staff have them all over London. 

The UK market is six or seven years behind other 
markets. Cider comes from Sweden, for example. The 
international brewers are bringing products in because 
they’re seeing them work in other countries. 

Tim Foster, director of The Yummy Pub Company 

Online, you only tend to follow the people local to you. 
If we have 3,500 followers, 3,000 will live in London. The 
reach is only as far as the people who follow you. Social 
media is localised. Facebook is broader, as it is made up 
of school friends, who are now based all over the place. 

Jim Robertson, group restaurant operations 
manager for Maxwell’s  

We did a study on emotions and what people tend to 
share online, and the element of surprise is huge. They’re 
more likely to share things if there’s an element of sur-
prise involved in an experience. When I’m in London, I’m 
a Twitter user, when I go home to Yorkshire, I don’t use it 
and revert back to Facebook. Location plays a big part in 
social media, as it does with all marketing. It’s not a case of 
if something is spoken about online, it is seen everywhere.

Karen Fewell, director of Digital Blonde 

With products, you want people to feel confident, don’t 
you? You don’t want them to feel confused. I ask myself, 
‘do I like it?’ If I like it, then we’re halfway there. I’m a 
fan of the less is more approach. A lot of our customers 
don’t really give a shit about expensive wines – we only 
do a house red and a house white.

Tom Kidd, managing director of Adventure Bars

People don’t even really ring us anymore. It’s all through Fa-
cebook and Twitter. You have to make sure you don’t spam 
people and, also, nothing beats personal interaction. 

When we refurbish a club, we make sure we have re-
flective brands on the bar. We sell some bottles of drink 
for £500, sometimes three a week – people want that sort 
of thing. We have premiumised pretty much everything 
as we improve venues. 

Peter Marks, chief executive of Luminar 

Are premium products essential or is the overall experience a product in itself? 
Also, once you have the perfect offer, how is it being communicated? 

producTs and 
communicaTion 

“When we refurbish a club, we make sure we have reflective brands on the bar”

We do focused work on key UK cities. Manchester is very 
quick behind London. Interestingly, Glasgow is next, then 
soon after that it’s Birmingham and Leeds. Glasgow has 
been aggressive in terms of modernisation and consum-
er transition. 

Andrew Turner, category and trade marketing 
director of Heineken UK
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Pub & Bar magazine’s premium round table panel 

The digital perspective from  
Karen Fewell

Andrew Turner adds to the discussion

my Take on 
The day
Andrew Turner, category and trade 
marketing director of Heineken UK
Firstly, I’d like to offer my thanks to Tristan and the whole Pub & Bar team for put-
ting on such an informative event and engaging such a great group of people. I 
certainly took a lot away from the day, and there’s nothing more rewarding than 
getting out of the office to spend time in a great pub with customers in order to 
better understand their business challenges, ideas and opportunities. 

It was reassuring to observe that the challenges and opportunities we face 
are similar – consumers expect more from their experience when they part with 
their hard-earned cash. They want an exceptional and special experience – and 
together we must work with customers to ensure that consumers receive this.

Two conversations really grabbed me. 
First, the idea of personalisation rather 
than just premiumisation. It highlights that 
consumers have a desire to be treated in-
dividually and feel that the service they are 
receiving is just for them. Every visit to a pub 
or bar should be seen as a special occasion 
for the consumer, so the effort that might be 
put into a birthday or anniversary should be 
replicated for every visit.

The second headline conversation for 
me was about the role of technology in our 
industry. It was really interesting to hear 
the views around the table on this, and 
the consensus demonstrated a big role for 
technology to help drive people to the pub 
or bar. That said, if technology takes away 
an interaction between consumer and staff 
once in the outlet, then is this a good thing? 
As an industry, we must ensure that those 
values which make pubs and bars so bril-
liantly unique are bolstered, not hampered 
by technology. 

As a supplier, here at HEINEKEN, we want 
to make sure that everything we do is for the very best benefit of customers and 
consumers. We are helping to drive consumers into pubs and bars through our 
trade marketing initiative ‘Our Shout’, a digital marketing service for outlets, 
which provides even more stand-out in the increasingly crowded digital space.

I am extremely proud of our incredible portfolio of ciders and beers that we 
invest significantly behind, which suit all occasions. We are committed to the 
continued development of an incredible portfolio of brands to meet the needs 
of both the customer and consumer, for all outlets and all types of occasions. 
This variety and depth of choice helps us meet the personalisation challenge 
discussed earlier. We are introducing new products to keep the consumer excit-
ed about the cider and beer categories – products that help customers in both 
personalising their specific outlet offering and premiumising where it counts.

Finally, our own Star Pubs & Bars estate gives us a unique insight into these 
challenges and enables us to test all of these things before we take them to the 
wider market. 

And by the way, Tim, I hope you agree there is nothing wrong in using some-
one else’s good idea… I love the Good Egg card concept and we should all steal 
that with pride! 
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“We’ve been guilty of trying to generate 
occasions that aren’t really there, so maybe 

we should be focusing on the calendar 
occasions that everyone knows”

We’ve been guilty of trying to generate occasions that 
aren’t really there, so maybe we should be focusing 
on the calendar occasions that everyone knows. It’s 
mainly all about the weekends and making the prod-
ucts more attractive on those days of the week. Why 
not use the consumer’s personal occasions? Like birth-
days, for example.

This is our first Christmas doing food and it’s a great op-
portunity to show people that we’re not the same as 
what we were. The occasions allow us to showcase our-
selves alongside the people who we want to be like. 

Tom Kidd, managing director of Adventure Bars

Ben Stackhouse, founder of Pub Love

In terms of wanting longer hours for these occasions, I’ve 
advised clients on TENs and how to have a well managed 
occasion and gain a track record around those events. 
People are looking for diversity through entertainment in 
their area, no matter the occasion.

People are there for a reason, so things like writing their 
name on a table on an occasion and leaving them a birth-
day card can make all the difference. Every single visit is 
a particular occasion and having insight into the custom-
ers who are there is key. It’s always appropriate to deliver 
a premium experience, no matter what the occasion. 

David Clifton, director of Clifton Davies Consultancy 

Tim Foster, director of The Yummy Pub Company 

We are driven by pay weekends – we go up 20-25%, so 
we actually put our prices up over those weekends. Just 
20p or so. Those little things make an enormous differ-
ence. Christmas isn’t as big as it used to be. The busiest 
night of the year is Halloween – it’s 30% busier than New 
Year’s Eve. 

The seasons get harder to predict, but that’s part of our 
job. The first quarter – November, December, January – is 
our biggest quarter. It’s important for us, but the guests 
at Christmas are changing too. We don’t try and be too 
greedy. You need to tick all the boxes and get that all round 
experience. Our Christmas period is our showcase to win 
friends and then bounce back through January. It has to 
be consistent, but everything is technically ‘an occasion’. 

Peter Marks, chief executive of Luminar 

Craig Doyle, group operations director for Maxwell’s 

You need to see occasions as an opportunity to show-
case – create and share as much as possible. It can be as 
basic as a hashtag on a deal. It’s also the silly things that 
share well. A lot of people go online to waste time – they 
want an experience in doing that. 

Karen Fewell, director of Digital Blonde 

We’re all aware of the key occasions in the on-trade calendar, but do those 
occasions need an extra push in highlighting and exemplifying an outlet’s offer? 

key occasions

Maxwell’s Craig Doyle makes a point

Luminar’s Peter Marks 
offers an opinion

In association with
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I can’t think of any situation where I’d like to pay for 
something any earlier than I absolutely have to. I find it 
awkward as well, getting up and going if you haven’t paid 
someone directly. 

With ordering apps, I don’t see them taking off particu-
larly well. Grillshack’s lasted six weeks or something – it’s 
not that much quicker. It’s like pre-ordering drinks at the 
theatre – you don’t save that much time. Payment op-
tions will work, but it’s too early to adopt, as there are too 
many companies doing it. 

Tom Kidd, managing director of Adventure Bars

Jim Robertson, group restaurant operations 
manager for Maxwell’s  

I would not be surprised that in the next couple of years 
we see a licensing objective here in England around pub-
lic health. Groups have come up with a proposal and 
public health was debated in parliament and whether it 
should become a licensing objective. 

Conversely, you could say that premiumisation is really 
moving away from modernisation – the interaction be-
tween consumers who are talking to each other and com-
municating with your staff is the premium experience you’re 
actually trying to deliver.

David Clifton, director of Clifton Davies Consultancy 

Tristan O’Hana, editor of Pub & Bar magazine

As technology advances and our lives get busier, we’ll 
rely on technology for so many things. For hospitality 
businesses, it will become more special. This will scare 
some of you, but we’re not that far away from our devices 
telling us that we’re due to eat a certain amount of calo-
ries and that a restaurant is nearby and that they have a 
certain amount of staff in, etc. 

Are people going to start tweeting us to order, or some-
thing like that? Where will it stop? What happened to a bit 
of conversation? You need to acknowledge guests and it 
needs to be back to basics – it’s about keeping it real and 
hiring on personality. For us, also, the future is around the 
gluten-free and vegetarian options. You can’t afford to not 
have those now. 

Karen Fewell, director of Digital Blonde 

Craig Doyle, group operations director for Maxwell’s 

Technology will continue to drive people into pubs and 
bars – the worst thing to do is to not do anything. The 
first thing people do when they see a great product is to 
get their phones out, which is completely contradictory 
to the social element of the pub, but it’s happening. 

We can get caught up in all of the crap, in the apps, 
payments, licensing, hearings, etc., but sometimes you 
need to realise that things haven’t changed. The cider 
market hasn’t changed, it’s gone in a circle; craft beer 
hasn’t changed, there are just more brewers. We can get 
caught up in the belief of having to adapt, but it’s about 
adopting the developments that are actually beneficial 
to your business.

Paul Gordon, trade marketing manager for 
Heineken UK

 If the modern consumer is ever more discerning and increasingly expectant, 
what will customers of the future demand? Can operators predict the future?  

look To The fuTure

Heineken UK’s Paul 
Gordon joins in

Panellists listen 
to the debate

Tim Foster, director of The Yummy Pub Company 

Pub & Bar would like to thank our premium panel for their contributions on the day, as well as 
the team from The Warrington Hotel for their wonderful hospitality. 
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