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"On-premise alcohol sales continue to grow despite falling
volume consumption indicating that consumers are

ordering fewer but more expensive drinks when they go
out. Meals and celebrations are the most common reason

why consumers drink on premise and bars can increase
alcohol sales by providing consumers with a unique eating/

drinking experience."
- Caleb Bryant, Senior Foodservice Analyst

This report looks at the following areas:

• A third of consumers are at home relaxers
• On-premise beer consumption drops
• Regular wine drinkers are brand agnostic
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NCD and imported beer have brand loyalists
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Consumers are loyal to non-craft and imported beer brands
Figure 63: Drink brand loyalty: Beer and wine, among drink type drinkers, June 2017
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Figure 64: Drink brand loyalty: Beer and wine, among drink type drinkers by age, “any loyalty,” June 2017

Whiskey drinkers are the most brand loyal
Figure 65: Drink brand loyalty: Spirits, rebased among drinkers, June 2017

Drink choice is highly mood dependent
Figure 66: Drinking behaviors, June 2017

Many consumers don’t switch drinks
Figure 67: Switching behaviors, June 2017

Women may respond to occasion-based promotions
Figure 68: Drinking behaviors, by gender, June 2017

Figure 69: Drinking behaviors, by gender and age, June 2017

Millennials are experimental drinkers
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NCD beer drinkers are most likely to be non-switchers
Figure 72: Switching behaviors, by beer type drinkers, June 2017
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Figure 73: Correspondence analysis – Drinking occasions, June 2017
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Beverage drinking occasions vary by demographics
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Drinking tends to center around meals and celebrations
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Figure 78: Drinking occasions, any drink, by alcohol attitudes, June 2017

A third of consumers prefer a relaxing drink at home
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Figure 79: On-premise alcohol attitudes, June 2017

Younger women utilize ride sharing services
Figure 80: On-premise alcohol attitudes, by gender and age, June 2017

Boomers prefer to drink at home
Figure 81: On-premise alcohol attitudes, by generation, June 2017

Those in cities are most motivated by social media
Figure 82: On-premise alcohol attitudes, by area, June 2017

Switchers experiment on premise
Figure 83: On-premise alcohol attitudes, by switcher segmentation, June 2017

Craft cocktail drinkers enjoy experimenting
Figure 84: On-premise alcohol attitudes, by drink type drinkers, June 2017
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Figure 85: Switcher segmentation profile, index against all AFH drinkers
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Figure 86: Alcohol attitudes profile, index against all AFH drinkers,

Data sources

Sales data

Fan chart forecast

Consumption data: Mintel Market Sizes

Consumer survey data

Consumer qualitative research

Mintel Menu Insights

Abbreviations and terms

Abbreviations

Terms

Figure 87: Median HH income, by race and Hispanic origin of householder, 2015

Figure 88: Total US sales and forecast of on-premise alcohol, at inflation-adjusted prices, 2012-22

Behavioral/Attitudinal Drinker Demographic Profiles

Appendix – Data Sources and Abbreviations

Appendix – The Consumer

Appendix – The Market

Report Price: £3085.18 | $3995.00 | €3666.43

On-premise Alcohol Trends - US - September 2017

The above prices are correct at the time of publication, but are subject to
change due to currency fluctuations.

BUY THIS
REPORT NOW

VISIT: store.mintel.com
CALL: EMEA +44 (0) 20 7606 4533 Brazil 0800 095 9094
Americas +1 (312) 943 5250 China +86 (21) 6032 7300
APAC +61 (0) 2 8284 8100
EMAIL: reports@mintel.com

http://reports.mintel.com//display/store/794093/
mailto:reports@mintel.com

	On-premise Alcohol Trends - US - September 2017
	Report Price:
	The above prices are correct at the time of publication, but are subject to change due to currency fluctuations.

	Table of Contents
	Overview
	Executive Summary
	The Market – What You Need to Know
	Market Size and Forecast
	Market Breakdown
	Market Perspective
	Market Factors
	Key Players – What You Need to Know
	What’s Working?
	What’s Struggling?
	What’s Next?
	Mintel Menu Insights Analysis
	The Consumer – What You Need to Know
	Alcohol Consumed on Premise
	Venue Appeal
	Drink Brand Loyalty: Beer and Wine
	Drink Brand Loyalty: Spirits
	Drinking Behaviors
	Drinking Occasions by Drink Type
	Drinking Occasions: Any Drink Type
	On-premise Alcohol Attitudes
	Behavioral/Attitudinal Drinker Demographic Profiles
	Appendix – Data Sources and Abbreviations
	Appendix – The Consumer
	Appendix – The Market



