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Premium is the Industry Segment Leader in 
C-Store, Supermarket, Drug and Liquor Channels
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1st Quarter 2008 Segments by Channel 
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The Top 20 Brands in The Liquor Channel
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The Top 20 Packages in The Liquor Channel



Shopper and Consumer Insights



The shoppers most commonly 
found buying beer at Liquor 
stores are male, 35+, higher 
income, and Anglo. 

Versus All Channels, Liquor 
Store beer shoppers skew male  
and younger (MA-27 years old).  

Source: ABI Shopper Poll, 2005-2007, Total US
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Compared to Wine and 
Liquor, Beer shoppers 
in the Liquor Channel 
skew male, younger 
(under 50), blue collar, 
and lower income. 

Source: ABI Shopper Poll, 2005-2007, Total US
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The Number Of Core Beer Consumers Is 
Expected To Continue Growing, Generating 
Greater Category Sales

After bottoming out in the late 1990’s, the core 21-27 year old beer 
consumer demographic is projected to grow through the year 2010!

Source: 2000 U.S. Census
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Population Breakdown by Age Groups
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Beer Shoppers Are Beer ConsumersBeer Shoppers Are Beer Consumers

Who Are Liquor Store Shoppers?Who Are Liquor Store Shoppers?

The vast majority of beer shoppers are also beer consumers,     
Liquor Store beer shoppers are no exception
In-store merchandising and POS should speak to a beer 
consumer’s mindset.  In other words, go beyond price messages to 
include lifestyle and beer occasion imagery.

Source: ABI Shopper Poll, 2005-2007, Total US
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The Beer Purchase Decision

Proper cooler space management is imperative at Liquor Stores, since Beer 
shoppers there overwhelmingly like to purchase beer cold.



Most Often Purchased Beer Segments*
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Liquor Store beer buyers prefer Premium Light, Premium Regular, 
Micro, and Import beers.  •Note: Shopper Poll respondents are asked the brand they buy most often, 

then it is coded into the proper segment. Respondents are not asked 
directly for their most often purchased segment. 

Source: ABI Shopper Poll, 2006-2007, Total US
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Liquor Store shoppers are pre-planners, but there is a big opportunity to 
impact close to 1/3 of the purchases in-store.
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32% make category, brand and/or 
size decisions in the store.

The majority of Liquor Store beer 
buyers have fully pre-planned their 
beer purchase before they enter the 

store. 

The Beer Purchase DecisionThe Beer Purchase Decision

Planned Vs. Impulse Decisions

Source: ABI Shopper Poll, 2005-2007, Total US



Proper cooler space management is imperative at Liquor Stores, to 
accommodate Beer shoppers’ need for cold beer.
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“How Soon After Purchase Did You Begin Consuming The Beer You Bought?”

Over half of Liquor Store beer 
buyers plan to start consuming 

beer within 3 hours of purchase.

Source: ABI Shopper Poll, 2005-2007, Total US

The Beer Purchase DecisionThe Beer Purchase Decision
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Liquor Store beer shoppers 
typically purchase bottled beer in 
6-packs or 12-packs.

Last Purchase Beer At Liquor Store: Package Size Comparison

Source: ABI Shopper Poll, 2007, Total US

Beer Purchasing BehaviorBeer Purchasing Behavior



Fridays and especially Saturdays are the key beer purchasing days across all 
channels.  

Beer Purchasing Behavior
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Summary

More people consume beer than either wine or liquor

The top 20 brands account for 59.6% of category dollar sales

The top 20 packages account for 23.4% of category dollar sales

The shoppers most commonly found buying beer at Liquor stores are male, 
35+, higher income, and Anglo

Versus All Channels, Liquor Store beer shoppers skew male  and younger (MA-
27 years old)

Liquor Store shoppers are pre-planners, but there is a big opportunity to 
impact close to 1/3 of the purchases in-store.

82% of beer purchased in the Liquor channel is purchased cold

Of all beer purchases made at Liquor stores, 30% are made on Saturdays

Premium Beers are the most often purchased segment at Liquor Stores


