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16 to 24 teams
(biggest tournament ever)

10 June to 10 July
(30% longer tournament)

31 to 51 matches
(20 more games than in 2012)

150m spectators
(anticipated to follow each game live*)

Introduction

England, the home nations and Ireland

UEFA EURO 2016™ and the on-trade

numbers:
Tournament
in

CONSUMER INSIGHTS FROM CARLSBERG UK UEFA EURO 2016™

The 2016 UEFA European Championship™ 
– also referred to as UEFA EURO 2016™ –  
is the 15th time the tournament has been 
staged.

Featuring 24 teams, the finals will be held 
in France from 10th June to 10th July 
2016, and will determine Europe’s best 
international football team.

Spain are the reigning champions, having 
won the trophy in 2012, and also in 2008.  
This time around, France are considered 
the marginal favourites, closely followed 
by Germany and Spain, then England and 
Belgium.

Ten stadiums will be used in nine cities 
across France, hosting a total of 51 
matches, with the final taking place at the 
Stade de France in Paris, on the evening of 
10th July.

England’s campaign begins on the evening 
of Saturday 11th June in Marseille, against 
Russia (20:00 GMT).  The England team 
will then play home nations rival Wales 
in Lens on the afternoon of Thursday 
16th June (14:00 GMT), before completing 
their group fixtures against Slovakia, on 

the evening of Monday 20th June, in St 
Etienne (20:00 GMT).

This year’s tournament will also see 
Wales, Northern Ireland and the Republic 
of Ireland take part. Wales kick off their 
tournament also on 11th June against 
Slovakia in Bordeaux, Northern Ireland 

start on 12th June against Poland in Nice, 
and the Republic of Ireland begin on 13th 
June against Sweden in Saint-Denis.  

A full list of tournament fixtures is 
available at www.uefa.com/uefaeuro.

Football remains a significant driver for 
pubs.  We know that 75% of all pub goers 
watch football, and a third are highly 
engaged.  Given England and the home 
nations’ involvement at UEFA EURO 2016™, 

and the perennially-high hopes of the 
nation, plus the pub-friendly times of the 
matches, the tournament is a significant 
opportunity for the UK on-trade.
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Fanatics
 They watch every match they can

 Eight out of 10 fanatics are male

 15% always watch in the pub 

 Typically, before a game, 30% are undecided whether to watch a match in the pub or at home

 Four out of five fanatics are regular visitors to the pub      

Fans
 Watch ‘most games’

 Seven out of 10 are male

 13% watch in the pub

 A further 32% are undecided as to where they will watch a match

 67% are regular visitors to the pub

Followers
 Six out of 10 followers are female

 31% are undecided on whether to watch the game at home or at the pub

 Just over half of followers are regular pub visitors

Flirts
 Tend to only watch the ‘big games’ at the pub  

 Half are regular pub goers and 32% are male  

 24% are undecided regarding where they will watch a game

Fans - who watches 
football in the pub?

We know that, broadly, there are four types of pub-going football fan:  
fanatics, fans, followers and flirts.
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Behaviours

Barriers

social groups

in pubs?

 Who is playing and when
The size of match and time of kick off are key factors. The highest 
numbers are drawn to pubs on weekends. 52% of Fanatics 
always watch a big England match at home on a weekday 
evening, compared with 32% on a weekend evening. 

Big games, such as England matches at the Euros, are also key 
drivers. The bigger matches are occasions in themselves so pub 
visits are more planned, meaning customers are more likely to 
arrive early to ensure they don’t miss a second. They are more 
likely to go to either their local, or a trusted sports pub – and 
getting a good spot within the venue is really important. 

When watching a big game, those interested in football will be 
most concerned with service levels, followed by a giant screen, 
drink deals and security.  For smaller games, customers are more 
interested in price and value for money. 

 Who else is watching
Attracting groups to watch sports is an opportunity for the  
on-trade. 48% of Fanatics and 40% of Fans who watch 
football in the pub watch it with friends. The buzz created by  
Fans and Fanatics can encourage Followers and Flirts  
to venture out.

People have different expectations depending on with whom 
they watch football. Those watching with friends place a high 
importance on beer and value an up-tempo atmosphere. This 
compares to those watching football with family when the match 
is part of a bigger occasion. Here, the importance of food increases 
and the atmosphere becomes lower tempo. 

The biggest barriers to watching football 
in a pub are crowds and queues, which 
consumers fear will prevent them getting 
a quality experience.  Pub goers are 
concerned they won’t be comfortable or 
they won’t be able to get served. 75% 
claim if there was no queuing at the bar, 

they would be more encouraged to watch 
the game at the pub. 

Perhaps closely related to the above 
concerns, available seating, table service 
and the ability to reserve a table are also 
key influencers. 

No queuing at the bar

More seating

Table service

Reserve a table

More security

Better quality TV’s

Better quality sound system

Bigger TV’s

Outside viewing

More TV’s

Deciding where to watch sport comes down to two considerations:

structure
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Fanatics         Fans         Followers         Flirts

Other barriers include noise and 
the resulting lack of sociability 
as customers cannot easily talk 

to friends...

For all football fans,

is the utmost important 
factor to get them off the 

sofa and into the pub.

quality
sound and visual

home
or ?away

3/4
of people claim if there was no 
queuing at the bar they would 
be more encouraged to watch 

football in the pub. More 
seating, table service and 

ability to reserve a table are 
also key influencers

encourage people off the 
sofa and to the pub
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Digital

MAKING THE MOST 
OF SOCIAL MEDIA

THE OCCASION AND PROFIT OPPORTUNITY

before kick-off

to the

are worth

is the preferred choice

are likely to watch a match in the pub

can add an uplift of

accounts for an

on a match day****

to an outlets 
rate of sale***

Social media platforms such as Facebook 
and Twitter can help not just drive visits 
but also dwell time.  70% of football fans 
arrive less than 30 minutes before kick-
off – so shouting about what is on, what 
beers and food are being served, what 
promotions are running, and also sharing 
pictures of the build-up can drive more 
people into the venue.  

Promotions and activities designed to keep 
customers in the pub after the final whistle 
can be communicated and publicised 

on digital channels, creating a sense of 
occasion. Hosting competitions via social 
media, enabling customers to book seats, 
and posting live updates throughout the 
match can all add further buzz.

Social media can also address any 
issues stopping people coming in. Three 
quarters don’t want to queue for drinks, so 
operators should consider posting a picture 
or an update showing them their bar team 
is beating the rush!  

Live sports events can help attract new 
customers into the on-trade, create regular 
visitors and ultimately generate profit. 

Here’s our view on what it is worth and 
how the on-trade can make the most of it:

30
minutes

of people arrive less than70%

Given the importance 
of televised football 
to the on-trade and 
how many pub goers 
are open to watching 
the game in the pub, 
digital marketing 
has a key role to 
play in encouraging 
customers to visit. 

about
SHOUT

it!

12 million consumers

Standard lager

lager alone

+34 pints per outletMATCH
DAYS

on-trade

+£60  
60%

FOOTBALL
tournaments

LIVE FOOTBALL

**

so

million
extra
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Recommendations:

+34

pints

www.wearecarlsberg.co.uk@CarlsbergUKCorp

CONSUMER INSIGHTS FROM CARLSBERG UK UEFA EURO 2016™



Unless otherwise sourced, data and insight within this document is based on research with 1,800 consumers on 
behalf of Carlsberg UK by HPI – first commissioned in 2010 and most recently in 2014.

Sources 
* UEFA Press Kit, 12th May 2015 
** CGA Managed EPOS July 2010 
*** England vs Uruguay 19.6.14 CGA Strategy Brand Index – Lager ROS World Cup 2014 vs. Days of the Week 
**** CGA Strategy Trading Index Weekly Data World Cup 2014

For football fans, sound and visual quality 
is a key factor in encouraging them to get 
off the sofa and into the pub. They also 
want social banter, quality food and drink, 
atmosphere and excitement, but they want 
to retain some of their home comforts, like 
safety and cleanliness.

65% of people arrive up to 30 minutes 
before the match and leave soon after 
the full-time whistle. That leaves 35% 
of people who combine the match with 
another occasion, so it’s important to 
consider staffing levels to manage a 
prompt ‘clean-up’ post-match – to stop 
those who would like to stay from moving 
onto another venue. Having enough staff is 
also important to avoid long queues at the 
bar, which is one of the biggest deterrents 
of people watching sport in the pub. 

Pre-match events can drive an earlier 
arrival, while serving food can help drive 
longer dwell time as well as enhancing the 
overall experience as a “home away from 
home” to watch the match.

Other opportunities that could encourage 
customers to choose a venue include the 
option to pre-book tables, table service, 
a premium food and drink offering 
including bar snacks, competitions, social 
engagement and live match updates on 
digital platforms.

Group discounts on pitchers can also be 
attractive, as can a “mates’ rates” loyalty 
scheme or BOGOF offers (for the first pint 
only). It can also be worthwhile engaging 
with sports fans during the planning 
process of any televised sporting event. 

SOUND     VISION

STAFFING SERVICE     EVENTS PROMOTIONS     TACTICS 

continued...

GOOD QUALITY TV'S SAFETY FRIENDLINESS COMFORT

Recommendations:

&&

&

of people combine the match 
with another occasion...

Give them a reason to 
stay in the venue

Get staf   ng levels correctfi

Pre and post match food

After match entertainment

1
2
3

35% pre-book
your

table

Probably the best beer in the world.
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