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Introduction
CGA by NIQ’s focus is to measure, understand and consult on the On Premise 
channel in many countries around the world.

In these times of regular change in both consumer needs, and in the very 
infrastructure of the channel, robust data-driven insights and consultation has 
never been more important. 

For over 3 years, we have been committed to providing monthly, custom research 
designed specifically to add value to the topic areas that you, our valued 
customers, have told us are important. 

Based on the incredible value that clients have told us these reports have 
delivered, we are continuing these in 2024 in Mexico as a way of tracking key 
metrics in the On Premise and exploring hot topics as they arise.

This update covers new research into the Mexican On Premise looking into topics 
such as past, current and projected future visitation, On Premise behavior, and 
premiumization.

During 11th – 12th September 2024, CGA by NIQ surveyed 1,196 respondents aged 
18-54 predominantly from Mexican cities/urban locations on their expectations, 
desires and how they plan to behave in the next month.



Bartenders and servers are the final touch 
point of influence in the channel. With such 
change, understanding advocacy and 
bartender needs is extremely important in 
influencing the sales of your products

From online surveys to focus groups and 
in-outlet interceptions, CGA has access to 
millions of consumers across the world to 
answer your most important questions

Understand the decision corridor consumers 
go through when purchasing products, and 
identify how these choices impact the 
decisions that result in final sales

CUSTOM RFP SUPPORT DECKS

CGA BY NIQ CONSUMER TOOLS
Additional Consumer Reporting where CGA by NIQ’s expertise can be leveraged

Take chain-specific sales stories to your 
national account customers to speak to their 
consumers and showcase how your portfolio 
aligns with their strategies

OPTIMUM ASSORTMENT
CGA’s assortment tool allows you to enable 
your teams to showcase the optimal range 
for outlets and highlight where brands should 
be placed within a range to achieve highest 
sales and increase customer satisfaction

PATH TO PURCHASE

CONSUMER SEGMENTATION
Strategically and effectively target specific 
On Premise drinkers to identify offerings and 
opportunities that relate to them, ensuring $ 
are spent more effectively in On Premise 
brand building

CUSTOM RESEARCH

BARTENDER RESEARCH
Bartenders and servers are the final touch 
point of influence in the channel. With such 
change, understanding advocacy and 
bartender needs is extremely important in 
influencing the sales of your products

From online surveys to focus groups and 
in-outlet interceptions, CGA has access to 
millions of consumers across the world to 
answer your most important questions

Understand the decision corridor consumers 
go through when purchasing products, and 
identify how these choices impact the 
decisions that result in final sales

CUSTOM RFP SUPPORT DECKS

CGA BY NIQ CONSUMER TOOLS
Additional Consumer Reporting where CGA by NIQ’s expertise can be leveraged

Take chain-specific sales stories to your 
national account customers to speak to their 
consumers and showcase how your portfolio 
aligns with their strategies

OPTIMUM ASSORTMENT
CGA’s assortment tool allows you to enable 
your teams to showcase the optimal range 
for outlets and highlight where brands should 
be placed within a range to achieve highest 
sales and increase customer satisfaction

PATH TO PURCHASE

CONSUMER SEGMENTATION
Strategically and effectively target specific 
On Premise drinkers to identify offerings and 
opportunities that relate to them, ensuring $ 
are spent more effectively in On Premise 
brand building

CUSTOM RESEARCH

BARTENDER RESEARCH
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KEY METRICS/ON PREMISE VISITATION

• In the past month, around  7 in 10 consumers have visited the On Premise for food, while 46% have visited for a drink. 

• Looking ahead to next month, visitation levels are expected to remain consistent with this wave.

• For those who have visited the On Premise in the past month, footfall is primarily over the weekend, with Saturdays being most popular 
followed by 3 in 5 visiting on Fridays.

• Almost two thirds of On Premise monthly visitors have visited venues on at least a weekly basis. Those visiting for drink-led occasions are 
more likely to go out weekly, whereas those going on food-led trips are slightly more likely to visit monthly.

• Beer remains the most favored alcoholic beverage of choice,  as over 3 in 4 have consumed the category in the On Premise over the past 
month. Tequila is the top spirit choice and has had an increase in consumption since last wave. Soft drinks are the top non-alcoholic 
option, with over 3 in 4 consuming the category, this is followed by coffee.

• Almost 3 in 5 consumers have tried a new drink in the On Premise in the past month, with beer being the most popular choice for 
experimentation and cocktails coming in second.

• Looking at satisfaction levels across a consumer’s most recent visit, they express high satisfaction with the value for money, the 
excitement of the drink, and the overall quality of the serve across all drink categories they have had. 

• Satisfaction levels are also consistently high across different elements of their last visit to venues, with the vast majority being satisfied 
with the quality of service received, in particular.

• For future visitation, over a third plan to visit more frequently than they did in the past month, and almost half plan to visit the same.
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• When consumers are looking to purchase a premium drink for a treat, over half are most likely to purchase a drink in a different category 
than usual whereas around 2 in 5 would choose a more premium/expensive option in their usual drink category. 

 

• Almost 2 in 3 consumers expect a drink to use high-quality ingredients to be considered premium, with over 2 in 5 believe it must be 
expertly made.

• Of those who would choose a premium drink in the On Premise, premium bars are the top venues consumers would do this in, followed 
by fine dining restaurants. 

• Celebrations are the top occasion for those looking to purchase a premium drink in the On Premise, followed closely by a romantic 
occasion/date

Hot topic – Premiumization 
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Key metrics & 
On Premise 
visitation
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SOURCE: CGA by NIQ MEXICO ON PREMISE PULSE REPORT – SEPTEMBER - OCTOBER 2024 - SAMPLE (1,196 – 1,197)

72%
of consumers have been out 

to eat in the past month

46%
of consumers have been out 
for a drink in the past month

LOOKING BACK

0pp vs. September 2024

-2pp vs. September 2024
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SOURCE: CGA by NIQ MEXICO ON PREMISE PULSE REPORT – SEPTEMBER – OCTOBER 2024 - SAMPLE (1,196 – 1,197)

71%
of consumers plan to go out 

to eat in the next month

47%
of consumers plan to go out 
for a drink in the next month

LOOKING FORWARD

0pp vs. September 2024

-2pp vs. September 2024
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City locations Suburban Rural

90% 8% 8%

SOURCE: CGA by NIQ MEXICO ON PREMISE PULSE REPORT – OCTOBER 2024 – SAMPLE (1,196)

Locations of On Premise venues visited

W H I C H  O F  T H E  F O L L O W I N G  B E S T  D E S C R I B E S  
T H E  L O C A T I O N S  O F  T H E  B A R S ,  R E S T A U R A N T S  

O R  S I M I L A R  V E N U E S  T H A T  Y O U  M O S T  
T Y P I C A L L Y  V I S I T ?  
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O N  W H I C H  D A Y ( S )  O F  T H E  W E E K  H A V E  Y O U  V I S I T E D  A  B A R ,  R E S T A U R A N T  
O R  O T H E R  S I M I L A R  V E N U E  I N  T H E  P A S T  M O N T H ?

On Premise visitation throughout the week

5% 5% 8%
15%

59%

77%

34%

Monday Tuesday Wednesday Thursday Friday Saturday Sunday

SOURCE: CGA by NIQ MEXICO ON PREMISE PULSE REPORT – OCTOBER 2024 – SAMPLE (1,137)
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W H A T  T I M E S  O F  D A Y  H A V E  Y O U  B E E N  V I S I T I N G  B A R S ,  R E S T A U R A N T S  
A N D  S I M I L A R  V E N U E S  O V E R  T H E  P A S T  M O N T H ?

Time of day consumers have visited the On Premise in the past month

6% 9%

28%

44%

56%

17%

Brunch Lunch Mid-afternoon
(2pm - 5pm)

Early evening
(5pm - 8pm)

Late evening
(8pm - 10pm)

Late night
(10pm onwards)

SOURCE: CGA by NIQ MEXICO ON PREMISE PULSE REPORT – OCTOBER 2024 – SAMPLE (1,137)
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Frequency consumers have visited On Premise in the past month

H O W  O F T E N  H A V E  Y O U  V I S I T E D  B A R S ,  
R E S T A U R A N T S  A N D  S I M I L A R  V E N U E S  

O V E R  T H E  P A S T  M O N T H ?

2%

15%

47%

35%

Everyday / almost everyday 3-5 times a week

Once or twice a week Once or twice a month

SOURCE: CGA by NIQ MEXICO ON PREMISE PULSE REPORT – OCTOBER 2024 – SAMPLE (1,137)

64% are 
visiting weekly
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F R E Q U E N C Y  V I S I T I N G  B A R S / R E S T A U R A N T S  I N  T H E  P A S T  M O N T H ,
S P L I T  B Y  ‘ T O  E A T ’  A N D  ‘ T O  D R I N K ’

Asked to those who visited to eat and/or drink within the past month

1%
10%

43%
46%

1%
10%

49%
40%

Everyday/almost everyday 3-5 times a week Once or twice a week Once or twice a month

To eat To drink

SOURCE: CGA by NIQ MEXICO ON PREMISE PULSE REPORT - OCTOBER 2024 – SAMPLE (551 - 867)
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2621 MXN
Is the average amount 

consumers have spent on 
eating and drinking out in 

the past month

SOURCE: CGA by NIQ MEXICO ON PREMISE PULSE REPORT – OCTOBER 2024 – SAMPLE (1,137)
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W H I C H  O F  T H E  F O L L O W I N G  A L C O H O L I C  D R I N K S  H A V E  Y O U  H A D  I N  B A R S  
A N D / O R  R E S T A U R A N T S  I N  T H E  P A S T  M O N T H ?

Alcoholic drink choice of those who have visited the On Premise in the past month

7%

8%

8%

9%

10%

11%

15%

16%

18%

20%

20%

21%

27%

36%

36%

52%

77%

Gin

Cider

Sparkling wine or Champagne

Brandy/Cognac

Hard seltzer

Liqueurs/speciality drinks

Shots

Rum

Ready-to-drink alcohol

Table wine

Spirit and mixer

Mezcal

Vodka

Cocktails

Whiskey

Tequila

Beer

SOURCE: CGA by NIQ MEXICO ON PREMISE PULSE REPORT – SEPTEMBER - OCTOBER 2024 – SAMPLE (1,132 – 1,137)

+5pp vs September
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W H I C H  O F  T H E  F O L L O W I N G  N O N - A L C O H O L I C  D R I N K S  H A V E  Y O U  H A D  I N  
B A R S  A N D / O R  R E S T A U R A N T S  I N  T H E  P A S T  M O N T H ?

Non-alcoholic drink choice of those who have visited the On Premise in the past month

4%

6%

15%

19%

20%

20%

35%

44%

62%

77%

Non-alcoholic wine

Non-alcoholic spirits

Non-alcoholic beer

Hot tea

Energy drinks

Mocktails

Iced tea

Purchased water/Sparkling water

Coffee

Soft drinks

+6pp vs September

SOURCE: CGA by NIQ MEXICO ON PREMISE PULSE REPORT –– SEPTEMBER - OCTOBER 2024 – SAMPLE (1,132 – 1,137)
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58%
of consumers have tried a new 

drink when eating or drinking out 
over the past month

SOURCE: CGA by NIQ MEXICO ON PREMISE PULSE REPORT - OCTOBER 2024 – SAMPLE (1,137)
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W H I C H  O F  T H E  F O L L O W I N G  C A T E G O R I E S  
W A S  T H E  N E W  D R I N K  T H A T  Y O U  T R I E D ?  

Top new drink categories consumers have tried in the past month

SOURCE: CGA by NIQ MEXICO ON PREMISE PULSE REPORT - OCTOBER 2024 – SAMPLE (661)

Shown to those who have had a new drink in venues

24%

Ber

18%

Soft drinks

18%

Cocktails

14%

Coffee

14%

Tequila

12%

Whiskey

BevAl drink categories Non-alcoholic drink categories
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T H I N K I N G  A B O U T  Y O U R  M O S T  R E C E N T  V I S I T  T O  A  B A R ,  R E S T A U R A N T  O R  
S I M I L A R  V E N U E ,  W H I C H  O F  T H E  F O L L O W I N G  C A T E G O R I E S  D I D  Y O U  D R I N K ?

Drink categories consumed on most recent visit

6%

6%

7%

8%

8%

9%

11%

13%

16%

17%

22%

25%

36%

51%

Ready-to-drink alcohol

Rum

Table wine

Spirit & mixer

Mezcal

Iced tea

Vodka

Purchased water/sparkling water

Whiskey

Cocktails

Coffee

Tequila

Soft drinks

Beer

SOURCE: CGA by NIQ MEXICO ON PREMISE PULSE REPORT - OCTOBER 2024 – SAMPLE (1,196)

Alcoholic

Non-alcoholic

All other categories consumed by 5% or less
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H O W  S A T I S F I E D  W E R E  Y O U  W I T H  T H E  D R I N K ( S )  
T H A T  Y O U  H A V E  H A D  O N  Y O U R  M O S T  R E C E N T  

V I S I T  R E G A R D I N G  I T S  V A L U E  F O R  M O N E Y ?

% very satisfied / satisfied with value for money 

Shown to individual drink category consumer on latest visit

81%

84%

85%

86%

87%

89%

90%

91%

91%

91%

92%

92%

92%

92%

93%

94%

96%

Purchased water/sparkling water

Hot tea

Shots

Soft drinks

Spirit and mixer

Ready-to-drink alcohol

Vodka

Rum

Mocktails

Coffee

Tequila

Whiskey

Iced tea

Table wine

Beer

Cocktails

Mezcal

SOURCE: CGA by NIQ MEXICO ON PREMISE PULSE REPORT - OCTOBER 2024 – SAMPLE (55 - 604)

*BevAl drink categories
*Non-alcoholic drink categories  
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H O W  S A T I S F I E D  W E R E  Y O U  W I T H  T H E  D R I N K ( S )  
T H A T  Y O U  H A V E  H A D  O N  Y O U R  M O S T  R E C E N T  

V I S I T  R E G A R D I N G  H O W  E X C I T I N G  I T  W A S ?

% very satisfied / satisfied with how exciting the drink was

Shown to individual drink category consumer on latest visit

*BevAl drink categories
*Non-alcoholic drink categories  

SOURCE: CGA by NIQ MEXICO ON PREMISE PULSE REPORT - OCTOBER 2024 – SAMPLE (54 - 593)

78%

80%

83%

83%

85%

87%

88%

88%

88%

88%

90%

90%

91%

91%

92%

93%

96%

Soft drinks

Purchased water/sparkling water

Hot tea

Shots

Coffee

Iced tea

Mocktails

Spirit and mixer

Ready-to-drink alcohol

Table wine

Vodka

Rum

Tequila

Whiskey

Beer

Cocktails

Mezcal
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H O W  S A T I S F I E D  W E R E  Y O U  W I T H  T H E  D R I N K ( S )  
T H A T  Y O U  H A V E  H A D  O N  Y O U R  M O S T  R E C E N T  

V I S I T  R E G A R D I N G  I T S  Q U A L I T Y  O F  S E R V E ?

% very satisfied / satisfied with the overall quality of serve

Shown to individual drink category consumer on latest visit

SOURCE: CGA by NIQ MEXICO ON PREMISE PULSE REPORT - OCTOBER 2024 – SAMPLE (55 - 602)

*BevAl drink categories
*Non-alcoholic drink categories  

85%

86%

86%

86%

87%

87%

88%

89%

91%

92%

93%

93%

93%

93%

94%

94%

97%

Purchased water/sparkling water

Ready-to-drink alcohol

Hot tea

Coffee

Soft drinks

Shots

Vodka

Mezcal

Beer

Iced tea

Spirit and mixer

Tequila

Table wine

Cocktails

Mocktails

Whiskey

Rum
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3% 2% 3%8% 10% 11% 13% 15% 15% 19%

47% 43%
51% 48% 45% 47%

46%

44% 46%
37% 36% 38% 36% 32%

Quality of service Cleanliness &
hygiene

Quality of overall
experience

Wait time for drinks Staff knowledge Value for money Wait time for food

Proportion of consumers very satisfied/satisfied with…

H O W  S A T I S F I E D  W E R E  Y O U  W I T H  E A C H  O F  T H E  F O L L O W I N G  A R E A S  O N  
Y O U R  M O S T  R E C E N T  V I S I T  T O  A  B A R ,  R E S T A U R A N T  O R  S I M I L A R  V E N U E ?

83%84% 83%
91% 89% 88%

SOURCE: CGA by NIQ MEXICO ON PREMISE PULSE REPORT - OCTOBER 2024 – SAMPLE (1,196)

78%
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H O W  O F T E N  D O  Y O U  P L A N  T O  V I S I T  B A R S ,  
R E S T A U R A N T S  O R  S I M I L A R  V E N U E S  I N  

T H E  N E X T  M O N T H ?

Much more 
frequently/more 

frequently than this 
month

As frequently as this 
month

Much less/less 
frequently than this 

month

36% 47% 17%

Planned On Premise visitation over the next month

SOURCE: CGA by NIQ MEXICO ON PREMISE PULSE REPORT- OCTOBER 2024 – SAMPLE (1,130)
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Hot topic – 
premiumisation
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I F  Y O U  A R E  L O O K I N G  T O  T R E A T  Y O U R S E L F  W I T H  A  
P R E M I U M  D R I N K  A S  O P P O S E D  T O  A  V A L U E / C H E A P  
D R I N K  I N  A  B A R ,  R E S T A U R A N T  O R  S I M I L A R  V E N U E ,  

W H I C H  O F  T H E  F O L L O W I N G  W O U L D  Y O U  T Y P I C A L L Y  
B E  M O S T  L I K E L Y  T O  D O ?

Choose a different drink 
category to normal

Choose a more 
expensive/premium 
brand in the same 

category

I would never treat 
myself to a more 

premium drink 

52% 43% 5%

How consumers would treat themselves in the On Premise

SOURCE: CGA by NIQ MEXICO ON PREMISE PULSE REPORT- OCTOBER 2024 – SAMPLE (1,196)
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W H I C H  O F  T H E  F O L L O W I N G  D O  Y O U  E X P E C T  F O R  A  D R I N K  T O  B E  
C O N S I D E R E D  “ P R E M I U M ” ?

Consumer expectations for premium drinks

64%

43%

33%
30% 27%

17%
14% 13%

Contains high
quality ingredients

Expertly
prepared/made

Something unique
to a venue

Theatrical serve It being rare/hard
to find

Something that
has a 'buzz' about

it

Instagrammable/
has a'wow' factor

Something that
showcases local
brands/produce

SOURCE: CGA by NIQ MEXICO ON PREMISE PULSE REPORT – OCTOBER 2024 – SAMPLE (1,196)
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I N  W H I C H  O F  T H E  F O L L O W I N G  T Y P E S  O F  V E N U E  W O U L D  Y O U  B E  M O S T  
L I K E L Y  T O  C H O O S E  P R E M I U M  D R I N K S ?  

Venues consumers would be most likely to choose a premium drink

21%

23%

23%

24%

25%

28%

31%

41%

51%

Dayclub/ Beach club

Nightclub

Independently owned restaurant

Casino

Casual dining chain

Hotel bar

Cocktail bar

Fine dining

Premium bar

SOURCE: CGA by NIQ MEXICO ON PREMISE PULSE REPORT - OCTOBER 2024 – SAMPLE (1,139)

Asked to those who 
would choose a premium 
drink in the On premise 
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O N  W H I C H  O F  T H E  F O L L O W I N G  T Y P E S  O F  O C C A S I O N  W O U L D  Y O U  B E  M O S T  
L I K E L Y  T O  C H O O S E  P R E M I U M  D R I N K S  W H E N  V I S I T I N G  B A R S ,  R E S T A U R A N T S  

O R  O T H E R  S I M I L A R  V E N U E S ?  

Occasions consumers would be most likely to choose a premium drink

Celebration Romantic 
occasion/date

Catch up with 
friends

When on 
vacation

Business 
meeting

Meal with 
family

56% 52% 40% 39% 36% 32%

After work 
occasion

When watching a 
sporting event Affordable meal Before/after 

other event
Regular/everyday 

occasion

15% 13% 13% 11% 11%

SOURCE: CGA by NIQ MEXICO ON PREMISE PULSE REPORT – OCTOBER 2024 – SAMPLE (1,139)

Asked to those who 
would choose a premium 
drink in the On premise 
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Optimise your On Premise channel strategy with CGA’s 
On Premise User Survey

Build sales stories for 
your brands to 

demonstrate the 
benefits of prioritising 

your brands to 
operators

Understand the biggest 
factors influencing drink 

choice across key On 
Premise channels

Identify which channels 
to target with digital 
advertisements and 

solutions



© 2024 Nielsen Consumer LLC. All Rights Reserved.

UK - $17,748 USA - $22,185 France - $16,417

South Korea - $17,526 Italy - $16,417 Mexico - $19,523

Germany - $19,967 Australia - $17,525 Canada - $17,748

Spain - $16,417

• Understand the market nuances and the needs of hospitality professionals at a 
market level by purchasing country-specific Bartender Report

• Market-level reports are available for all countries included in the study and 
provide a rich insight into how to win with hospitality professionals, how to 
drive advocacy and the trends impacting specific countries

What you will receive

• An in-depth report providing market level findings and recommendations 
allowing you to build relationships with this crucial audience, delivered in local 
language

• A virtual presentation of findings, delivered by CGA experts

Investment

31

Market-specific insights based on a robust sample of 150 bartenders per 
country

Global Bartender Reports
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Global REACH Presentations Regional REACH reports OPUS Core

At CGA, May marks the release of our 
annual Global On Premise insights report – 

REACH. 

Alongside the usual look at On Premise 
visitation, trending categories and venue 

choice factors, this year’s report looks the 
topical issues affecting the industry such as 
sustainability, the cost of living crisis, social 
media and advocacy, education and others.

If you’d like to enquire about a presentation 
for you and your team, please get in touch 

via the contact information on the next slide.

Following on from our annual Global REACH 
report will be our regional REACH reports 

aiming to explore more closely the nuances 
by market dependent on global location.

For the French On Premise this will be in the 
form of a dedicated European report.

Get in touch to discuss the available options.

OPUS Core subscription allows you to delve 
into the details of consumer behaviour in the 
On Premise, from granular detail about each 

channel, occasion and drink category, as 
well as identifying how key trends are 

impacting the industry.

Get in touch to find out more.

Want to know more about how global trends are currently impacting the 
Mexican On Premise?



To learn more or to speak to a member of the team, 
please feel free to get in touch:

Contact Us
To learn more or to speak to a member of the team, 
please feel free to get in touch:

Contact Us
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Matthew Crompton
VP Americas – On Premise
Matthew.Crompton@nielseniq.com

Mike Rende
Client Solutions Manager
Mike.Rende@nielseniq.com
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