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Combining deep strategic insight with 

real-time market tracking

The Evolution to Always-On 

On Premise Consumer Insight

Introducing OPUS 
Pulse



4
col

4
col

2 / 4
col

3
col

3
col

© 2026 Nielsen Consumer LLC. All Rights Reserved.Confidential and proprietaryConfidential and proprietary

If copyright line, disclaimer, slide #, 

etc. are missing:

1. Go to View > Slide Master

2. Copy missing elements from Layout Master

3. Close Master View

4. Paste on slide

To replace existing image:

1. Right-click image placeholder

2. Select Change Picture

3. Select desired image file (.jpg, .png, .gif)

© 2026 Nielsen Consumer LLC. All Rights Reserved.

• Consumer behaviour is shifting month-to-month

• External pressures (e.g. cost of living) are actively 

reshaping visits and spend

• Occasions, channels and drink choices are constantly 

evolving

Creating a growing gap between insight and action

The On Premise is changing faster than ever

So we are upgrading OPUS into a continuous 

insight system 

Introducing:

The OPUS Pulse:
A monthly view of consumer behaviour
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Monthly market intelligence

Faster decisions

Current customer conversations

Early warning of risks

With OPUS Pulse you move to:

Missing emerging channel shifts

Missing occasion growth opportunities

Reacting slower than competitors

Outdated customer stories

Without OPUS Pulse :

3

OPUS pulse goes beyond telling you what has happened in recent month. 

Now it helps you understand it, track it and act on it
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A strategy built from a single annual 
snapshot can quickly lose relevance in a 
rapidly changing market

4

January Launch Strategy

February Consumer confidence 

changes

June Occasions shift

September Spend Changes

December New market reality

Would you build next year’s plan using last year’s consumer?
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• Menus change

• Seasonal ranges launch

• New products enter the market

• Promotions and activations change

• Consumer priorities shift

Would you advise customers using insight that’s 12 months old?
 
Being a trusted advisor means bringing the latest view of consumer behaviour, occasions and market 
dynamics to every conversation.

Between OPUS waves:

OPUS H1 

Identifies opportunities, 

validates where to invest and 

how to win, builds sales stories 

OPUS Pulse

Tracks what’s changing & 

keeps sales stories up to 

date

OPUS H2

Informs planning cycle, builds brand 

and category strategy, informs 

activation plans

2 waves of OPUS are essential to 

ensure you enter:

• Budget planning cycles 

• Annual brand & category planning

• Customer JBP discussions

• Category reviews

• Activations planning 

With an up-to date understanding of:

• Which occasions are growing 

• Which channels are changing

• Which consumers are driving valye

• Whether opportunities identified earlier in th year 

still exist
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The OPUS evolution: OPUS & OPUS Pulse – together, a complete view of why & what’s changing

6

OPUS
Build channel & occasion strategy

and tailored sales stories

• Understand why consumers behave the way 

they do

• Motivation, needs, preferences and drivers to 

drink choice in the channel and on the 

occasion

• Broken down by brand and category drinkers

• Bigger sample for deeper analysis by channel 

and occasion

OPUS Pulse
Live market tracking, trend evolution & strategy 

validation

• Monthly visitation by channel & occasion 

trends

• Drink choice shifts

• Spend & frequency movements

• Cost of living, consumer confidence & 

topical influences
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From strategic planning to real-time action: OPUS & OPUS Pulse enable best-in-class occasion 
and channel growth strategies with the agility to capitalize on market change.

7

OPUS defines: Where 

to play 
(channels/occasions)

 & how to win
(drivers, need states, path 

to purchase)

OPUS Pulse tracks:

 Growth/decline of those 

opportunities

Flags emerging 

risks/opportunities

Time relevant context – 

cost of living, 

seasonality, events to 

refine executions

More agile decision 

making

More confident strategy

Reduce strategic risk

More relevant customer 

conversations

Strategy creation 

& sales stories
Operational 

Agility
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Rounded rectangles are a key 

component of our brand. They help 

show our humanity.

8

How client’s use OPUS and OPUS pulse 

✓ Build stronger 

customer stories

✓ Bring market 

evidence to every 

meeting

✓ Be a challenger 

seller and trusted 

advisor

✓ Build credibility 

Commercial 

Teams

✓ Track growing 

occasions

✓ Monitor changing 

behaviours 

✓ Support operators to 

grow the category by 

tapping into 

consumer needs and 

motivations

✓ Inform category 

plans

Category

 Teams

✓ Adapt activation 

plans to consumer 

motivations

✓ Validate target 

occasions

✓ Tap into events and 

seasonal trends

✓ Inform brand 

planning

Marketing 

Teams

✓ Understand market 

forces impacting 

performance

✓ Prioritise investment 

and resources 

✓ Reduce strategic risk

Leadership 

Teams
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Tailoring channel strategy with OPUS

Brand & category

 choice drivers & preferences

Channel behaviours/

 needs/choice drivers

Occasion behaviours/

 needs/choice drivers

By comparing reasons for visit, preferences 

and need states for each outlet type with the 

drivers to brands and categories , OPUS 

enables you to determine portfolio 

alignment  to each channel, covering

• Demographic alignment

• Relevance of brands to occasions in the 

channel

• Alignment of need states and choice 

drivers

• Ability to drive spend and appeal across 

the day parts

• Path to purchase and activation 

considerations by channel

• Tailored serve strategy

Category

 Leadership
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Stay ahead of change:

Spot shifts in visitation, occasions and spend as they happen

Stronger customer conversations:

Bring the most up-to-date view of the market into every 

meeting

More confident decisions:

Validate whether your strategy is still the right one between 

OPUS waves

React at the speed of the market:

Adjust plans, activation and messaging based on current 

behaviour

What OPUS Pulse unlocks:

10
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Key differences:

11

OPUS OPUS pulse

Timeframe 3 month behavioural view Monthly claimed actions

Frequency Every 6 months Monthly snapshot

Depth Deep diagnostic insight by occasion 

& channel, broken down by brand 

and category drinkers

Headline tracking of occasion and 

channel visits, spend and drink 

category shifts, cost of living impact,  

understanding of non visitors, hot 

topics

Focus Why consumers behave this way What is changing month to month by 

occasion and channel

Detail level Full channel, occasion and category 

deep dives

Top line channel, occasion & drink, 

cost of living and hot topic influence

Outputs Strategy, selling stories, activation 

planning

Trend tracking, early insight on 

emerging occasions and channels 

and impact of market forces

Use case Build strategy, customer 

presentations

Keep it current and relevant
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We’ll continue to provide a complimentary market snapshot, whilst introducing a significantly enhanced monthly insight solution 

for clients who need deeper, more actionable insight

Pulse has evolved 

12

INCLUDED: Monthly Market Snapshot

Stay informed on market headlines

 Top-line visitation trends

 Consumer confidence indicators

 Key seasonal or topical market question

 One-page monthly summary

 High-level market awareness

NEW: OPUS Pulse

Understand what is changing and where to act

 Channel-level visitation trends

 Occasion participation shifts

 Drink category movements

 Spend and frequency tracking

 Cost-of-living impact analysis

 Emerging opportunities and risks

 Monthly insight with commercial implications

 Supports planning and customer conversations
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OPUS: 

Positioning your 

portfolio by outlet 
type and occasion

New consumer insights to redefine your 

business model
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OPUS: Developing a best-in-class channel strategy

Develop a channel strategy which outlines the role and benefits each product in the portfolio 
can play by outlet type.  

• Demonstrate best brand fit to occasions and consumer needs taking place in the channel

• Optimise activation spend by understanding best fit activation and promotional mechanics for the channel

• Focus investment on the channels and occasions with most potential and opportunity

• Structure trading terms that leverage the most appropriate brands in the portfolio

• Tailor the sales approach and demonstrate value of portfolio by channel, including how your brands can:

• Attract and appeal to high value consumers 

• Appeal to consumer need states in the outlet type

• Maximise occasion opportunities

• Drive spend across the day parts

OPUS is a bi-annual survey of 5,000 nationally representative On Premise consumers surveyed online about their On Trade habits, 

preferences and experiences. OPUS enables you to understand not only what consumers are doing in the On Premise but WHY 
in order to make insight driven decisions
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Channels covered

• Bar/late night

• Casual dining restaurant ( informal dining)

• Restaurant (formal dining)

• Hotel

• Pubs with a food focus

• Drinking Pub (with limited or no food)

• Nightclub

• Arena

• Cinema

• Museum/gallery

• Student Union

• Bottle shop

• Cocktail bar

• Rooftop bar

• Theatre/opera

• Brewery

• Experience led venue

• Small/medium sized music venue

• Theme park

• Sports and Social club

• Wine bar

• Canteens (e.g at a workplace)

• Festivals

• Stadium

• Casino

• Leisure clubs (e.g David Lloyd)

• Street market/street food

• Fast food/QSR

• Café/delicatessen

Primary channels ( can deep dive) Secondary channels ( top line visitation insights, 

and can split all answer values by secondary channel visitors)
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Channel deep 

dive insights
Channel 

Deep-dive

insights

• Number of consumer visiting each channel

• Frequency of visit

• Frequency of visit vs a year ago

• Drink choice in channel - Category

• Day part visiting channel

• Occasion visiting channel

• Spend per head in channel

• Dwell time in channel

• Drink choice drivers in channel

• Likelihood to experiment with new 

brands/flavours in channel, premiumise

• Path to purchase, influence on drink choice

• Path to purchase, impact point of sale and in 

outlet mechanics
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Channel deep 

dive insights
Category
Deep-dive
insights

• Barriers to drinking category/ reasons why only 

drink category occasionally

• Serve preference – e.g draught mixer, standard 

bottled mixer, premium bottled mixer, neat, as a 

shot, in a cocktail, on its own with ice

• Mixer preference

• Flavour preference (where applicable)

• Drivers of brand choice within the category

• Propensity to brand call

• Willingness to spend – single serve

• Reason for drinking category

• Brands would drink if available 

• Brands consumed in last 3 months
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Occasions 

• High tempo drinks (e.g big night out)

• Relaxed/quiet drinks

• Causal Meal

• After work drinks

• Special Occasion (e.g 

birthday/anniversary)

• Formal meal

• Watching live sport

• Boozy brunch

• Ticketed event

• Live music

• Event in a venue (e.g bingo, quiz)

• Before of after shopping

• Romantic meal

• Quick bite to eat

• Business meeting

• Bar crawl

• Themed event

• On the go/whilst travelling

Primary occasions (can deep dive) Secondary occasions
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Channel deep 

dive insights
Occasion
Deep-dive
insights

• Channel visiting for occasion

• Day part visiting for occasion

• Drink choice on occasion(category)

• Likelihood to experiment with new 

brands/flavours or premiumise

• Number of serves typically consumed on 

occasion

• Typical spend per head on occasion

• Reason for drink choice

• Path to purchase, influence of drink choice
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OPUS overview



© 2025 Nielsen Consumer LLC. All Rights Reserved. 21

OPUS

Shape your brand, marketing & sales strategy around the most profitable On-Premise visits with OPUS

A nationally representative survey of On-Premise visitors, designed to help you understand where and how to reach your target consumers

Quantify visits 

and spend in 

On Premise

Uncover size 

of the prize 

opportunities 

for categories 

and brands 

by occasion 

& channel

Explore 

consumer 

reasons for visit, 

need states 

& path to 

purchase

Deep dive 

into consumer 

interactions 

with drink 

categories

Track favourite 

brands, 

flavours and 

serves

All findings can be broken down by drinks brand consumers and consumer demographics
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Our consumer surveys give you the power to 

understand the ever-changing relationship between 

consumers, brands, categories, channels and 

occasions. It tells you not just what people think 

about your products and your competitors’ 

products, but reveals how and where they interact 

with them and most importantly, why.
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OPUS enables you to: 

+ Make insight driven decisions throughout your business

+ Tailor marketing and sales strategies to the most lucrative occasions and 

channels

+ Provides consumer led sales stories to inform sales conversations with key 

customers

+ Shape data driven activation and promotion strategies that will best engage 

consumers

+ Create data informed serve strategies through our Cocktail & Mixed Drinks 

reports

23

OPUS is 

proven to help 

drinks 

companies 

drive sales & 
grow share

OPUS gives you the power to understand the ever-changing relationship 

between consumers, brands, categories, channels and occasions through 

a single source



© 2025 Nielsen Consumer LLC. All Rights Reserved. 24

OPUS delivers value across your business 

+ Drive growth by ensuring brand appeals on 

the most frequent and profitable occasions

+  Ensure brands are appealing to consumers 

who go out and spend the most

+ Grow consumer engagement and resonance 

by ensuring brand strategy meets the needs 

of target consumers

+ Invest in the most relevant On Premise levers 

(marketing campaigns, in outlet activations, 

promotional mechanics or bartender advocacy 

programmes) with a better understanding of 

path to purchase of category

Shape successful brand strategies by 

ensuring your brands align with the most 

profitable On Premise opportunities 

Brand & Marketing 

+ Stay ahead of the competition by 

understanding how occasions are changing 

and where those occasions are taking place

+ Determine investment requirements by 

understanding size of the prize, and growth 

opportunity by category, occasion & channel

+ Identify growing categories and category 

opportunities to innovate and grow brands 

+ Identify trends such as localisation, 

premiumisation etc to tap into

+ Identify unmet consumer needs

Track changing consumer trends and 

uncover opportunities for growth

+ Achieve more listings for your brands through 

tailored sales stories by occasion and channel

+ Provides most robust view of behaviours 

across the total channel – not just based on 

behaviours in managed chains,  enabling you 

to create tailored customer stories for free 

trade customers

+ Identify size of the prize opportunities for each 

channel to determine sales investment

+ Create a target sales strategy which prioritises 

the channels with the biggest opportunities in 

terms of spend, frequency of visit and 

category consumption

Create targeted sales strategies that are 

linked to brand and marketing objectives

Insight & Category Sales



© 2025 Nielsen Consumer LLC. All Rights Reserved.© 2025 Nielsen Consumer LLC. All Rights Reserved.

OPUS custom projects:

+ Track and explore key market narratives

+ Build compelling sales stories to arm Brand and Sales teams to take to the 

market

+ Sizing of the most valuable channels for brands & categories

+ Creative upselling opportunities and menu pricing insights by  brand & category

25

Custom 

projects 

with OPUS

OPUS is designed with 

extremely commercial goals in 

mind and the NIQ team work 

closely  with the data to pull out 

the insights needed to answer 

your business questions

Designed from the ground up to deliver projects that help suppliers sell more and to better

defend against competitive threats with fact-based selling tactics

Unique, 

compelling, 

sales stories 

by channel & 

brand

Sizing of the 

most valuable  

channels for 

brands & 

categories

Favourite 

brands, alcohol 

serve styles & 

flavours by key 

demo 

by channel & 

occasion

Creative 

upselling 

opportunities 

and pricing 

insights by 

brand & 

category

Cocktail & mixed 

drinks insights 

by demog, 

channels & 

named retailer
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Examples slides
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Casual Dining Consumer

❖ Over half of consumers visit Casual Dining outlets, yet they spend less in comparison to other channels. 
Consumers tend to be older over indexing for Wine and Soft drinks

Source: CGA OPUS June 2024

Avg. monthly spend 

in On-Trade

High tempo drinks

Casual meal

Soft drinks

£109
(+£5.20)

Top over & under indexing age groups

% of consumers visiting casual 

dining in a 3 month period

56%
Top over & under indexing occasion in casual dining

Sparkling wineStill wine WhiskeyStout RTD

Indexed vs Avg GB Consumer

65+ & 55-64

18-24 & 25-34

Top over indexing Spirit Brands (consumed in on trade)

Top over & under indexing drinks categories (consumed in on trade)
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Relaxed / Quiet Drinks

❖ The relaxed / quiet drinks consumer tends to be older and based in suburban or rural areas. They visit the on 
trade less than average but expected spend remains the same

Source: CGA OPUS June 2023

8%

17% 16%
19% 20% 20%

13%

18% 18% 18%
15%

18%

18 - 24 25 - 34 35 - 44 45 - 54 55 - 64 65+

Relaxed / Quiet Drinks Consumer vs. Average Consumer

53% / 52%

Age:

Gender:

£22

Expected spend per 
head on drinks:

Location of residence:

17%
20%

40%

23%
20% 22%

36%

22%

City centre Town centre Suburban Rural

47% / 48% 
£22

43%

% visiting the on trade weekly:

45%
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Relaxed / Quiet Drinks

❖ Relaxed drinking occasions typically take place earlier in the day in Pubs, with a small group/couple. They are 
about refreshment, favouring Gin, Whiskey, Draught Mixer & Neat serves

Source: CGA OPUS June 2023 | Data based on top over-indexing answers when visiting for this occasion vs the average visit (time of day based on top answers)
Except serve and brand data, which is based on preference of this occasion’s consumer on their average on trade visit, indexed vs the average consumer

Spirit categories more/less likely to be drank

Drinking Pub

Food Pub

Top over & under indexing need states

Whiskey

To relax
To refresh

Channels typically visited

Vodka RumNon-Flavoured Gin

Spirits serve preference

Time of day this occasion occurs

Early evening (5-8pm)
Mid-afternoon (2-5pm)

Company kept

Partner/date
Small friend group

Family (without kids)

Top over/under indexing influencers of drink choice

Draught
mixer

Neat Cocktail

Tequila

Preferred spirits brands

To celebrate
To treat

To have fun
To be healthy

To have confidence

Price
Favourite brand

Menu
Food pairing

Special events
Friends

New brands

Smirnoff
Red

Gordons
Pink

Tanqueray
London Dry
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