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Navigating 

the next 

normal
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THE NIELSEN TEAM PRESENTING TODAY

DANELLE KOSMAL
Vice President

Beverage Alcohol Lead

danelle.kosmal@nielsen.com

KALEIGH THERIAULT
Client Manager

Beverage Alcohol

kaleigh.theriault@nielsen.com
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OFF PREMISE
ÅFood (Total US)

ÅDrug (Total US)

ÅMass Merchandiser (e.g. Target)

ÅWalmart

ÅDollar (e.g. Family Dollar, Dollar General)

ÅSelect Warehouse Club Stores(Samôs, BJôs)

ÅWhole Foods Market

ÅMilitary Exchanges (AAFES, Nexcom, MCG, 
CGX)

ÅConvenience (Total US)

ÅLiquor* (selected geographies/retailers)

Å7 geographic markets + key Liquor chains Å

ÅWine.com

ÅEcommerce (through Rakuten)

ÅDirect-to-Consumer reports

ON PREMISE

ÅTOTAL US

ÅEating (Restaurants) vs. Drinking (Bars)

ÅChains vs. Independents 

Å3 Years of History

Å9 Census Divisions

ÅBoston, Chicago, Dallas, Denver, LA, NYC

ÅNOW AVAILABLE (Beer): Miami, Seattle, San 
Francisco, Tampa; State lines; more product 
granularity  

ÅAlso available from NCGA:

ÅGuest check level analysis

ÅDaypart/week analysis

ÅKey Holiday/event analysis

x
A

O
C

NIELSEN RETAIL MEASUREMENT TODAY
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EARLY 2020 BEVERAGE ALCOHOL LANDSCAPE

EXPERIENCE

Authenticity

Flavors

Blurring

WELLNESS

Healthier Lifestyles

Mindful Drinking

Low/no alc

E-commerce/Delivery

Packaging

Innovation

CONVENIENCE
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PRE-COVID 19 OFF PREMISE TRENDS

Dollar Growth Rates: 52 Weeks ending 02/29/20

Source: Nielsen Measured Off Premise Channels

BEER/FMB/CIDER

+3.8%

WINE

1.1%

SPIRITS

+5.4%
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PRE-COVID ON PREMISE TRENDS

Nielsencga.com 8

+5.5% +0.5% +3.0%

+4.0% +1.2% +2.8%

+5.8% +0.4% +2.9%

Beer Wine Spirits

Volume % chg vs YA

+0.7% -0.1% +1.9%

+0.1% +0.6% +1.9%

+0.8% -0.2% +1.8%

YTD 

L52

YTD 

L52

L4

L4

Source: Nielsen CGA on premise data ïvolume, 9L EQ, rolling 52/12 w/e 02/22/2020 vs YA 

Value % chg vs YA
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Are the off premise gains enough to 
make up for the on premise losses?

$41.2 BILLION
+$8.6 BILLION vs YAG
Total offline & online alcohol sales in the past 18     
weeks across Nielsen measured off-premise channels

Source: Nielsen Measured Off Premise Channels (Total US xAOC+Convenience+Liquor); + e-commerce Rakuten

measurement (COVID w/e March 7, 2020 thru August 1, 2020; Rakuten thru July 4, 2020) vs. Prior Year

TODAY WE ARE OPERATING IN 
UNCHARTERED TERRITORY
A surge in off premise alcohol sales since early March 

as on premise shuttered
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2.1%

59.7%

15.7%

3.5%

53.0%

23.6%

0%

10%

20%
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40%

50%

60%

70%

80%

Total U.S. ïNielsen Measured Off Premise Channels
Percent change vs Year Ago (Dollars)

Total Fast Moving Consumer Goods Alcohol

FUELED BY ON PREMISE CLOSURES, OFF PREMISE ALCOHOL 
GROWTH OUTPACES CONSUMER GOODS

Source: Nielsen Measured Off Premise Channels; Total U.S. (Dollars) COVID-19 to Date; w/e March 7 through August 1, 2020
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SPIRITS LEADS OFF PREMISE GROWTH, FOLLOWED BY WINE, WITH 
BEER TRAILING

19.0%

25.9%

33.9%

0%

10%

20%

30%

40%

50%

60%

70%

80%

Total U.S. ïNielsen Measured Off Premise Channels
Percent change vs Year Ago (Dollars)

Total Beer/FMB/Cider Total Wine Total Spirits

Source: Nielsen Measured Off Premise Channels; Total U.S. (Dollars) COVID-19 to Date; w/e March 7 through August 1, 2020
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WHAT IT WOULD TAKE FOR BEV ALC GROWTH TO GET TO FLAT?

73% growth required in off-premise 

to offset on-premise declines

ŀǎǎǳƳƛƴƎΧ

Å On Premise = 45% of total 
industry

Å Sales down -90%

22% growth required in off-premise 

to offset on-premise declines

ŀǎǎǳƳƛƴƎΧ

Å On Premise = 20%of total 
industry

Å Sales down -90%

VOLUME DOLLARS
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Source: Nielsen Measured Off Premise Channels; Total U.S. (Dollars) COVID-19 to Date; w/e March 7 thru August 1, 2020; pre COVID 52 w/e Feb 29, 2020

3.8%

1.1%

5.4%

19.0%

25.9%

33.9%

Beer/FMB/Cider Wine Spirits

Dollar % change vs Prior Year

PRE COVID COVID

0.8%

-1.9%

2.9%

15.4%

21.1%

28.5%

Beer/FMB/Cider Wine Spirits

Volume % change vs Prior Year

PRE COVID COVID

22%

73%

Full Lockdown threshold to get back to óflatô total industry growth

DOES OFF PREMISE GROWTH MAKE UP FOR ON PREMISE LOSSES?
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WINE & SPIRITS OVERALL ASSORTMENT STEADY; BUT CRAFT 
BEER LONG TAIL REDUCTIONS

Source:  Nielsen Measured Off Premise Channels (xAOC + Conv + Liquor)
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THE WORLD AS WE KNOW IT NOW

OVERALL COMMENTS

Safety ïhealth & hygiene #1 consideration

Massive shifting of ñWHEREò
ÅOn to Off Premise; a greater óhomebodyô economy 

Å ON the premises to more delivery/take-out 

Å E-commerce/digital explosion

Consumers act/react differently 

Å Economic impacts

Å Health related behavior

Å Constrained vs Insulated spenders?  

Å Younger vs older?

ÅWhere do they live?

Premiumization/trading up

muddier & more nuanced now 

In mainstream channels ïYES, but in highly premium channels ïNO

On Premise trading down?

On to Off Premise shifting down in óspendô

Overall Consumption Likely in the flat range overall; Beer share losses accelerating

Who is your consumer?
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