
The Olde Kings Arms, Hemel Hempstead
CGA Demographic Data

Understand the profitability and importance of different consumers



The report below lists the categories and indicates the types of consumer 
that you should attract in your marketing strategy by both target % and 
index to base (where the site compares to the national average). We have 
listed the key target customers to the left.
The following slides tells you who they are.

The Olde Kings Arms, CGA 1000m radius



Olivia is fairly comfortably well off, 
she follows trends and regularly 
eats out, often in a pub restaurant 
with a delicious glass of wine.

25% are 25-34 years old

48% are parents

55% are white collar

59% Eat out weekly

40% drink out weekly

72% check social media regularly

76% take a keen interest in food & drink  

Demographics

Behaviours & Attitudes

Confident Conformist



Larry is a ‘Comfortable Sceptic’. He is 
retired with time on his hands he regularly 
seeks out coffee shops during shopping 
trips with his wife choosing familiar places 
as they he is wary of trying something new.

43% are 65 and over

17% are parents

44% are retired

31% eat our weekly

16% drink out weekly

32% check social media regularly

43% take a keen interest in food & drink

Demographics

Behaviours & Attitudes

Comfortable Sceptics



June is unfussy but wary of trying 
somewhere new, she always looks 
carefully at the price. However they 
she is a strong advocate of places 
she enjoys.

32% are 65 and over

24% are parents

36% are retired

27% eat out weekly

20% drink out weekly

38% check social media regularly

34% take a keen interest in food & drink

Demographics

Behaviours & Attitudes

Cost Conscious Champion



Claire is a ‘Family Pit Stopper’, she usually 
has the kids with her when out and about 
so looks for a quality quick bite to eat at a 
good price.

23% aged 45-54 

47% are parents

29% are blue collar

40% eat out weekly

24% drink out weekly

63% check social media regularly

56% take a keen interest in food and drink 

Demographics

Behaviours & Attitudes

Family Pit Stopper



Emma is a Trending Tastemaker’.  She is 
always busy but regularly makes time for 
eating and drinking out.  She is the first to 
visit the latest trendy places and tell all 
of he friends about it on social media

29% are 25-34 years old

55% are parents

74% are white collar

40% eat out weekly

24% drink out weekly

59% lead a healthy lifestyle

63% check social media regularly

56% take a keen interest in food and drink

Demographics

Behaviours & Attitudes

Trending Tastemaker



Sid is a ‘Steadfast Sipper’. he has is 
favourite places and rarely pushes 
the boat out, he prefers to stay close 
to home.

53% are 65 and over

14% are parents

55% are retired

24% eat our weekly

21% drink out regularly

23% check social media regularly

39% take a keen interest in food 
& drink

Demographics

Behaviours & Attitudes

Steadfast Sipper
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