
Key Takeaways

Growth in-store was purely 

inflationary, as units were down

-1.8%
while online units grew

+8.4%

Online beverage penetration is

47%
and grew 3.3 penetration pts 

vs. YA

Online beverage dollars grew

2.7x
faster than in-store beverage 

dollars

Online beverage growth outpaces in-store, yet in-store occasions still far outnumber 

online occasions. A true Omni strategy is essential: ensure you have the right marketing 

tools in place and an optimized product mix to meet consumer needs in both channels. 

Beverage Online vs. In-Store Panel Drivers
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Reach out to your NIQ representative to hear more about our Omni 

measurement solutions to develop a true omnichannel strategy.

Scan the QR code for more 

beverage related insights

1.

3.

Purchase size online almost doubled in-store, and occasions per buyer are growing 

online while they decline in-store. Consider marketing levers to increase purchase 

frequency in-store, such as smaller packs and displays. Online, offer larger pack sizes 

and multi-packs to meet consumers where they already are purchasing more per 

occasion. 

Sources: NielsenIQ Omnisales | In-store & Online sales | L52W/E 3/30/24

NIQ BASES Omnichannel Shopping Fundamentals (Fall 2023) survey dataset

Share your 

feedback with us here!
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Time Saving, Good Value, and Shop Anytime are the 

largest motivators for purchasing beverages online.

Convenient Location, Habit, and Product Availability are 

the largest motivators for purchasing beverages in-store.
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Total 
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Rank

#2 (6.6B) #11 (203.4M) #10 (443.1M) 

These were 

the only 3 
categories to 
grow units 

in-store

Value per Buyer

$216 9.3%

Value per Occasion

$15 2.4%

Occasions per Buyer

14.2 6.9%

Value per Buyer

$707 2.4%

Value per Occasion

$8 4.1%

Occasions per Buyer

91.9 1.6%

While occasions in-store still far out number online occasions, online occasions are 

growing +17.5% while in-store occasions are nearly flat. Additionally, people buy more 

online per occasion than they do at a brick & mortar store (nearly twice as much!)

Total Occasions

862K 17.5%

Total Occasions

12M 0.8%
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2.

Energy Beverages emerge as category winners both online and in-store. Ultimately, 

winning brands will recognize motivators for online vs. in-store occasions and adapt their 

strategy accordingly. 
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Beverage Omni Strategy

As online Beverage sales continue to 
outpace in-store, it is imperative that 
beverage manufacturers take a 
fresh look at their overall Omni 
Strategy. 

https://survey-qr-app.azurewebsites.net/survey?vertical=Manufacturers&country=United%20States&client_id=64a5980e-702d-46b4-9772-10b11e3e7715&client=AC%20Nielsen%20Consumer%20%28United%20States%29&source=Bases%2BOmnisales&delivery=NIQ%20April%20Snapshot%20-%20Beverage%20-%20Instore%20vs%20Online%20Sales&ppttype=Thought%20Leadership&pptdate=2024-04-30&lang=English&executive=Erin.Neuwohner&executive2=Dana.Chamberlin&executive3=Monica.Romero
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