
© 2021 Nielsen Consumer LLC. All Rights Reserved.© 2021 Nielsen Consumer LLC. All Rights Reserved.© 2023 Nielsen Consumer LLC. All Rights Reserved.

Winning in the 
On Premise

© 2023 Nielsen Consumer LLC. All Rights Reserved.

Uncover growth opportunities in 2023

February 2nd, 2023



2
© 2023 Nielsen Consumer LLC. All Rights Reserved.

On Premise recovers as pandemic restrictions are lifted across Europe

Source: NielsenIQ Global Strategic Planner: Off Premise, Total alcoholic beverages, MAT up to 06.11.22/ NIQ CGA: On Premise, FR Beer/Cider+Spir its MAT P09, DE Beer MAT P09, UK Beer/Cider+Spirits+Wine MAT P10
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But On Premise sales still haven’t reached pre-pandemic levels

Source: NIQ CGA: On Premise, FR Beer/Cider+Spirits YTD P10, UK Beer/Cider+Spirits+Wine MAT P10
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Prices skyrocket as of 2022 following the Ukrainian invasion, but 
Alcoholic Beverages is the industry to present the lowest price transfer 

Source: NielsenIQ Global snapshots Price Tracker, Total Europe, Off Premise, last 5 quarters up to 09.10.22
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“

CGA REACH 2022 – Sample size: 10,095

51% of European consumers are planning on changing

their On Premise habits over the next 12 months
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Of European consumers who have seen or taken 

part in activations stated that they positively 
impacted their overall opinion of the brand

Of European consumers would be more likely to 

purchase the product of an activation they have 
seen or taken part in

51% 47%

Source: CGA REACH 2022 – Sample sizes: 4933, 4835
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And if we win in On Premise today, we win across total trade in the 
next 12 months
Consumers use the On Premise as a testing ground for new products and trends before carrying 
this behavior across to the Off Premise

77%

In a café, bar, restaurant 

or other similar venue

At home

74% of European consumers 

are very likely/likely

82%
of American

consumers are very 

likely/likely

73% of Asian consumers are 

very likely/likely

76%

If you were to try a drink when out and enjoy it, how likely are you to 

repurchase this drink…
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Summary

Significant change

The COVID-19 and cost of living crises have:

■ Driven churn in the outlet universe with many outlets unable to survive

■ Driven changes in consumer habits, such as the move out of offices and towards home working

■ Caused consumers to rethink their relationship with the On Premise

With some stability

■ While the occasion has changed, we are seeing consumers return to the traditional daypart of after work drinks

■ The most engaged and valuable On Premise consumers are those at the lowest risk of change

■ Events and activations remain an effective method to drive footfall to the On Premise

And room for opportunity

■ Consumers are willing to trade up to a more premium product in the On Premise

■ There are growth categories in all markets across Europe

■ Consumers captured in the On Premise are likely to repurchase in the Off Premise

Next steps

■ Evaluate the habits and behaviors of your existing consumers, and how they have changed

■ Define which consumers to target and their preferred channels to create “best in class” activations to drive sales

■ Effectively track return on investment through market measurement to ensure profitability
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Thank you.

Stay ahead by staying connected

For any webinar related questions, 

you can reach out to:

Ross Stoddart: 

ross.stoddart@nielseniq.com

Graeme Loudon: 

graeme.loudon@nielseniq.com

https://www.facebook.com/NielsenIQ.global/
https://www.instagram.com/nielseniq/
https://www.linkedin.com/company/nielseniq/
https://www.twitter.com/nielseniq
https://www.facebook.com/NielsenIQ.global/
mailto:ross.stoddart@nielseniq.com
mailto:graeme.loudon@nielseniq.com

