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Busy Venues, Softer Drinking

Venues remain busy into early 2026 as longer

visits meet more cautious consumption.
February 2026
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About The Oxford Partnership

We are a real-time hospitality insight business with a 360° view of venues, trading and
consumers. Built from a micro-outlet level, our market mapping provides strategic clarity for
suppliers, operators, investors and brands across the UK and Europe.

To find out more, visit

About Vianet

Beverage Metrics, a Vianet product, provides real-time hospitality insights that help hospitality
operators optimise performance, cut waste, and boost profits. With 20+ years’ experience, Vianet
offers end-to-end solutions in draught beer monitoring, inventory management, and analytics.
Combining hardware, software, and people-first innovation, we deliver a clear view of on-site
operations to unlock value where it matters most.

To find out more, visit

www.oxford-partnership.com
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February at a Glance

The UK on-trade remains stable at the end of February, with venue performance indicators
improving despite broadly flat drinks volumes.

Oxford’s dataset currently tracks 99,525 active hospitality venues across the UK. Consumers are
spending 145 minutes on average per visit, reinforcing the continued shift towards longer, more
experience-led occasions.

Venues are operating at 65.3% average
occupancy, with outlets trading 64.4
hours per week on average. Spend per
visit currently averages £26.83 per
head, including £21.21 on drinks and
£31.99 on food-led occasions.

Year-to-date performance shows steady
operational improvements, with dwell
time up +2.8%, occupancy up +4.1%,
average prices up +2.3%, and trading
hours increasing +0.8%.

= Drinks volumes remain broadly stable at -
0.1% year-to-date, although category performance continues to diverge.

Overall, the February data reinforces a market increasingly defined by fewer visits, longer dwell
times and more intentional hospitality occasions.

Weekends Continue to Power UK Hospitality as Midweek Footfall
Rebuilds

Trading patterns across the UK on-trade remain heavily concentrated towards the end of the
week, with weekend occasions continuing to drive the highest levels of venue footfall.

Venues are currently trading 64.4 hours
per week on average, up +0.8% year-
to-date, suggesting operators have
largely stabilised opening hours.

Average footfall / venue occupancy
peaks on Saturday at 69%, followed by
Friday at 60% and Sunday at 54%
underlining the continued importance of
weekend social occasions within the
hospitality calendar.

Midweek demand remains more & PTIEN T
moderate, with venues operating on average at 50% footfall on Wednesdays, 47% on
Thursdays, 46% on Tuesdays, and 42% on Mondays.

Compared with the same period last year, footfall has increased across all days of the week, with
the strongest gains earlier in the week. Monday has risen +9%, while Wednesday has increased
+14%.

www.oxford-partnership.com
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Overall, the data reinforces a market where demand remains concentrated around peak social
occasions, with Friday to Sunday continuing to represent the core trading window for UK
hospitality.

Longer Visits, Carefully Managed Spending
Average spend per visit remains relatively stable across the UK on-trade, with consumers currently
spending £26.83 per head on average.

Drinks continue to account for the majority of spend within a typical visit, with £21.21 spent per
head on a drink led occasion, while
food-led occasions command a
significantly higher value, averaging
£31.99 per head.

Year-to-date data shows average
prices increasing +2.3%, with food
prices rising slightly faster (+3.1%)
than drink prices (+1.7%). This
reflects ongoing cost pressures
across the sector, but also highlights
the growing importance of food-led = -
occasions in driving overall value. e S s

Despite longer visits, with consumers now spending 145 minutes on average in venue, spend
growth remains measured, suggesting consumers are continuing to manage their spending
carefully while still prioritising hospitality experiences.

Overall, the data suggests operators cannot rely solely on longer dwell times to drive revenue
growth, reinforcing the importance of premiumisation, food-led propositions and occasion-based
offerings to maximise value per visit.

Stout and World Lager Drive Growth as Premium Lager Remains
Resilient

Drinks category performance across the UK on-trade continues to show diverging trends between
segments, with a small number of categories driving growth while others remain under pressure.

Overall drinks volumes remain broadly stable, with total beer
and cider volumes down slightly at -0.1% year-to-date.

The strongest performing category continues to be Stout,
growing +7.3% year-to-date, reflecting sustained
momentum behind premium stout brands across the UK market.

World Lager is also performing strongly, increasing
+5.2% year-to-date, highlighting the continued shift towards
more premium and internationally recognised lager brands.

Meanwhile Premium Lager remains broadly stable, growing
+0.7% year-to-date, reinforcing its position as the largest and
most resilient segment within the UK beer market.

Cider is also modestly positive at +1.6%, suggesting steady demand for refreshing and
sessionable options across both food-led and social occasions.

www.oxford-partnership.com
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In contrast, several traditional beer segments continue to face pressure. Core Lager is down -
3.8% year-to-date, while Craft Beer has declined -3.7% and Ale is down -2.2%.

Lower strength world lager products are also under pressure, with World Lager 4% declining -
5.9% year-to-date.

The weakest category continues to be No- and Low-Alcohol Beer, which has declined -
12.7% year-to-date, indicating that while consumer interest in moderation remains high,
adoption within pubs and bars is progressing more slowly than many industry forecasts had
anticipated.

Overall, the data highlights a market where growth is increasingly concentrated in premium and
distinctive beer styles, while traditional and mainstream segments face ongoing competitive
pressure.

Regional Markets Show Diverging Hospitality Performance Across
the UK

Regional performance across the UK highlights clear differences in how hospitality venues are currently
operating, with variation not only in drinks volumes but also in dwell time, pricing and venue utilisation.

Several regions are seeing strong increases in dwell time, suggesting longer and more experience-led
visits. Yorkshire and the Humber (+4.7%), West Midlands (+4.1%) and East Midlands (+3.2%)
show some of the strongest increases in consumer dwell time year-to-date.

Pricing growth is also uneven across the country. West Midlands (+3.9%), North East (+3.6%) and
East Midlands (+3.1%) show some of the strongest increases in average spend per head, reflecting both
inflationary pressures and pricing strategies within those markets.

Volume performance varies considerably between
regions. East of England (+5.2%), North West
(+3.6%) and East Midlands (+3.3%) are

currently showing the strongest growth in drinks . .
volumes. In contrast, volumes remain softer in |t e/@

North East (-4.5%), South West (-4.0%) and e NSV (e eth
West Midlands (-2.5%). ‘8 ™

Operational indicators also differ across the country.
London continues to show steady
improvements across most measures, with
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increases in dwell time (+2.3%), pricing (+2.5%) and trading hours (+1.4%), highlighting the continued
resilience of the capital’s hospitality market.

Elsewhere, Scotland and the South East show more moderate performance, with smaller increases
in dwell time and pricing alongside relatively stable volume trends.

Overall, the data highlights that while the national picture remains broadly stable, regional hospitality
markets are behaving very differently, reflecting variations in local economic conditions, tourism
activity and urban footfall.

Methodology

Oxford’s On Trade Tracker provides a top-level snapshot of hospitality performance in the UK
monthly. The data is drawn from Oxford’s Market Watch, Vianet Plc’s Draught Volume Data Pool.
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