
Chapter 1: On Premise Opportunity
High Level Category Insights and On-Premise Opportunity

Audience: Internal AB, WSLR Leadership & National Chain Account Buyers

Chapter 3: NÜTRL Playbook
Reasons to Believe, Insights & Guide to Crack Non-buys.

Audience: Internal AB, WSLR Leadership + Front Line Reps

Chapter 2: Execution & Mega Platforms
Strategy to drive NÜTRL ROS & Distro w/Mega Platforms & Local Brand Plans

Audience: Internal AB, WSLR Leadership + Front Line Reps









SOURCE: CGA BY NIQ AUGUST 2024 US ON PREMISE IMPACT REPORT SAMPL (1,462)

CGA’s On Premise Impact Report reflects broader consumer optimism to kick off the year, “with almost two thirds 
(65%) of consumers expressing a positive outlook for 2025,” up +7 percentage points from August 2024.

Emphasizing just how important the on-premise is to consumer engagement and trail, the report notes that when 
consumers try a new drink in a venues “almost two thirds (63%) are likely to order it again during subsequent visits.” 
Then too, 60% of consumers “actively seek it out for home consumption” while half will “make in-store purchases of 

brands they first tried when out.”



Hard Beverages are a $3.3 Billion Dollar On-Premise Industry1

Hard Beverages grew +$254 Million Year over Year in the On-Premise1

Sprit Based Seltzer Drinkers VISIT MORE, SPEND MORE & Recruits the 
Key 21-34 Y/O Demographic in the On Premise

Offers Trade Up Opportunity for retailers to capture Incremental $$s.  Avg 
Spirit Seltzer PTC is 39% higher vs Malt Seltzer.

Establish NÜTRL as the ‘Go To Seltzer’ for the younger LDAs in the On 
Premise as only 28% of Seltzer Drinkers have a ‘go to brand’.

50% of drinkers establish ‘Go To’ Brand from 21-35 years old, while 
76% of drinkers enjoy their ‘Go To’ Brand every time they visit the On Premise.

NÜTRL drinkers are nearly 2.5x more likely to go out to bars and clubs than 
any other alcohol buyer.

NUTRL is the #2 Spirit Based Seltzer Brand in the On Premise and 
continues to grow cultural relevance with partners like Live Nation & 
Bussin’ with the Boys

Sources: 1-Sources: Total US Nielsen Malt Seltzer, FMB, Cider, Premixed Cocktails Rolling 52W/E 03.22.2025.  2- CGA by Nielsen OPUS FALL 2023 CGA  by Nielsen Channel Strategy 2023



Source: Total US Nielsen Malt Seltzer, FMB, Cider, Premixed Cocktails Rolling 52W/E 03.22.2025

 



of ONP Hard Beverage 
$ Growth came from 
Spirit-Based items 

L52W

Spirit-Based Hard Bev 
Drinkers Are

21-34

vs Avg Consumer

21-34 visit ONP weekly

 
Hard Beverages per visit

More vs Avg Consumer

50% of 21-34 YOs consume

Nielsen OPM 52WE 03/22/2025 CGA Spring OPUS 2025: Category Drinkers: RTD, Sample 726 vs All Consumers, Sample 15001
Source: CGA Spring OPUS 2025, Age Band 21-34 vs Avg Consumer, n= 3800, 15k, % drinking out weekly,

Source: Nielsen Spring OPUS 2025, Q: Number of drinks consumed during most recent drink led visit N=3416



Spirit-Based Seltzer Consumers 
visiting ONP Weekly

vs All ONP Consumers 

Nielsen Spring OPUS 2025 Spirit Based Seltzer consumer N=726; All consumers N=15003  

-7%

46%

Total US ONP 
$ % Chg vs YA

Sources: Total US Nielsen Malt Seltzer, FMB, Cider, Premixed Cocktails Rolling 52W/E 03.22.2025

Spirit-Based Seltzer sales are 
highly concentrated

2 
BRANDS

4 
FLAVORS

Source: Circana, TUS MULC+, L13W ending 5/25/25



TUS Avg PTC 12oz

Malt Seltzer

of consumers are 
willing to buy more 
premium products

Nielsen ONP Seltzer Category Avg Price W/E 03/22/2025 03/22/2025 (High Noon and NÜTRL as Spirit Based Seltzer) SOURCE: Nielsen SPRING OPUS 2025, Q: likelihood to pay extra for a better quality drink, Quite likely/very likely respondents N=726 



Source: CGA by NIQ OPUS US (Spring 2025) – Sample Size: 11994 | Q. Thinking about your visits to bars, restaurants or similar venues, how often do you typically choose this ‘go-to’ brand? CGA by NIQ OPUS US (Spring 2025) – Sample Size: 464 – 2725 - Q. And how old were you when you first discovered your ‘go-to’ brand?
 



Source: CGA by NIQ OPUS US (Spring 2025) – Sample Size: 6631 – 13393. Q. In which of the following 

categories, if any, do you have a ‘go-to’ brand that you tend to prefer when visiting bars, restaurants, or similar 
venues?

% of category drinkers that have a ‘go-to’ brand in that category

BEER VODKA

WHISKEY WINE



Larger
than the next 

FIVE 
competitors 

COMBINED

Spirits Seltzer
+39% 

vs YA

SOURCE: Nielsen ONP Seltzer Category Sales L52 Wks W/E 03/22/2025



SOURCE: CGA BY NIQ AUGUST 2024 US ON PREMISE IMPACT REPORT SAMPL (1,462)



NÜTRL drinkers are nearly

 more likely to go out to bars and clubs 
than any other alcohol buyer

Source: Numerator 2024,TUS, nÜtrl drinkers vs. alcohol drinkers 21-34









Targeted 
Distribution:

Assortment:

Features & 
Menu 
Placements:

Account 
Execution:

Prioritize ‘B’ Light Lager Accounts to grow Simple 
Distribution

Use local expertise to attack high energy sports bars, 
patios, rooftops, venues, etc.

Pineapple, Watermelon & Orange are the main 
priorities for NÜTRL

Lean in Strategic Flavor Innovations: Strawberry, 
Lime, Black Cherry

When deciding what to order - 37% of customers review 
the menu & 26% look at features/specials. 

45% of 21-25 year are influenced by Bucket Features for 
Spirit-Based Seltzers in the On Premise

39% of consumer have tried a ‘NEW’ drink in the On 
Premise & only 28% of drinkers have a ‘GO TO 
SELTZER’

It is critical that we out execute competition how nÜtrl 
shows up at the account to gain exposure & trial

Indy “B” Accounts

Grow MPD: 

Menu & Features 

Staff Education & 
Disruptive POCM 

Must Have: Distribution in 
high energy accounts 

Expand: Pineapple & 
Watermelon

Lean Into CITURS: 
NÜTRL Orange & Lime

Must Have: NÜTRL
Printed on Menu with Bucket 
Feature

Must Have: Staff 
Education, Samples & POCM

Server Cards 

Buckets Table Tents

✓ High Energy
✓ Sports, Music & Socializing
✓ Patios, Rooftops, etc.  

Local Signage 

Source: OnePusle Consumer Hard Beverage Survey N-=1,112.   CGA BY NIQ AUGUST 2024 US ON PREMISE IMPACT REPORT SAMPL (1,462) CGA by NIQ OPUS US (Spring 2025) – Sample Size: 6631 – 13393. Q. In which of the following categories, if any, do you have a ‘go-to’ brand that you tend to prefer when visiting bars, restaurants, or similar venues?



Targeted 
Distribution:

Assortment:

Features & 
Menu 
Placements:

Account 
Execution:

‘B’ Accounts that Sell American Lagers & 
NÜTRL have an average ROS that is +43% 
greater than those that don’t Sell NÜTRL

Close Out ‘B’ INDY Accounts 
selling American Lagers 

to grow
 NÜTRL Distribution

Rationale:
High Demo Overlap with 

American Lager & NÜTRL 
Drinkers

+

Strong Existing Relationships 

with ‘B’ Accounts

Avg CE per 
Year

Source: Hero VIP ONP INDY ‘B’ Accounts Data Latest 52 Weeks Ending 5/18/2025 (Brand in Analysis: Bud Light/Budweiser/BuschLt/ULTRA/NÜTRL Brand Fam)

ROS



Targeted 
Distribution:

Assortment:

Features & 
Menu 
Placements:

Account 
Execution:

Top 4 Spirit Seltzer Flavors = 75% the Volume

#1

Pineapple
Orange

#4#2

Peach

#3

Watermelon

NÜTRL 4-Packs Assortment is designed for 
Top Selling & Unique Flavors

Venues: 16oz/720mL Singles

INDY: Grow MPD with 4pks
SKU PRIORITIES

720ML & 16oz will all be Standard Lids Q3 of 2025

Source: Circana, TUS MULC+, L13W ending 5/25/25





Review Menu 
37%

Specials  & 
Features 26%

Targeted 
Distribution:

Assortment:

Features & 
Menu 
Placements:

Account 
Execution:

of Consumers Review the Menu or Features When 
Deciding What Alcoholic Beverage to Order   

1) NÜTRL Printed on the 
Drink Menu – DRIVE 
AWARENESS

2) NÜTRL Features: Bucket 
Specials are top priority

3) Staff Training utilizing 
Samples & NÜTRL Server 
Cards 

Source: OnePusle Consumer Hard Beverage Survey N-=1,112



HOT ZONE ROS | FEATURE ANALYSIS

Happy Hour

Day of 
Week

Everyday 
Special

Lean into Younger 
Consumer Over indexing 

with Bucket Purchases

% of Age Group Purchasing Pitchers/Buckets

Source: , CGA by NIQ OPUS US (Spring 2024) – Sample Size: 910 – 4810. HERO Analytics BB Distribution L13wks w/e 5/4/25 (AZ, TX, LA, FL, NE, MI, MO, OH, ME). Hot Zone BAM Feature Analysis Survey N=407



PRIORITY 1

Targeted 
Distribution:

Assortment:

Features & 
Menu 
Placements:

Account 
Execution:

*Source: Hero VIP ONP Bar, Restaurant, & Recreationn Accounts Data Latest 52 Weeks Ending 9/15/24

PRIORITY 1

PRIORITY 1PRIORITY 1

PRIORITY 1 PRIORITY 1

PRIORITY 1PRIORITY 1

Prioritize Indy ‘B’ 
Accounts 

FLAVOR PROFILE

FUN FACTS

NÜTRL | 
ORANGE
VODKA BASED SELTZER
4.5% ABV – 100 CALORIES

Scan For 
More 
Info!

Orange is the #2 
most preferred vodka 
mixer and fastest 
growing Citrus flavor 
within Seltzer

FLAVOR PROFILE

FUN FACTS

NÜTRL | PINEAPPLE
VODKA BASED SELTZER
4.5% ABV – 100 CALORIES

Scan For 
More 
Info!

#1 Pineapple 

Flavor in Hard 
Seltzer category by 
awarded by Seltzer 
Nation 2024

Bucket Features 
#1 Priority

Set Up a Staff 
Training 

Drive Awareness

Drive AwarenessPrinted on Menu

Liquid to Lips Drive Awareness



1

2
3

4

5

6

1

3

4

5

3 6 3 6NÜTRL Neon Table Tents Table TentsTin Tackers

Buckets1 4 Bar Mats 1 4 BucketsUmbrellas

2 5 2 5Feature Signage Coasters Napkin CaddyA-Frame w/ feature

2

6





Keep It TastyCAMPAIGN 
LAUNCH

Lime 
4-PK

Strawberry 
4-PK

Orange 
720ML

Pineapple 
160z

Orange
160z

Fruit VP 12pk – 
National Expansion





+ +





40+ TEAM PARTNERSHIPS NATIONWIDE
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Win instant Venmo to make all of your 
college moments with friends “tastier”



NÜTRL is here to make Spring College occasions tastier.
From March Hoops to St. Pats, we’ll show up across each selling moment.

Scan QR Code or follow link in Social Bio’s

Play scratch-off game to instant win
Link Venmo or Paypal account for payout

Win $1000 instantly to enjoy Spring 
College moments!Asset kits with PPG 

for each moment.

Team-specific POCM

Hat press for localized 
thematic giveaways

NÜTRL Prize Wheel – 
spin to win merch, 

premiums, and NÜTRL!











NÜTRL is giving fans uninterrupted access to the season’s biggest moments in music.

Hat press for localized 
thematic giveaways

NÜTRL Prize Wheel – 
spin to win merch, 

premiums, and NÜTRL!

Scan QR Code or follow link in Social Bio’s

Play scratch-off game to instant win
Festival tickets and concert cash for 

concert tickets



https://anheuserbuschinbev.sharepoint.com/:p:/s/BeyondBeerTotalTeam/EdNVvbDKRLdKlv5oW6V1q74B45ERfglZaLr_wZ_tBZwk2A?e=WLRGq7
https://anheuserbuschinbev.sharepoint.com/:p:/s/BeyondBeerTotalTeam/EdNVvbDKRLdKlv5oW6V1q74B45ERfglZaLr_wZ_tBZwk2A?e=WLRGq7
https://anheuserbuschinbev.sharepoint.com/:p:/s/BeyondBeerTotalTeam/EWwXDSVfbNVJg3nMwUfJlykB6mi3azt0x0r_7fnTROprkw?e=2c3NDF
https://anheuserbuschinbev.sharepoint.com/:p:/s/BeyondBeerTotalTeam/EWwXDSVfbNVJg3nMwUfJlykB6mi3azt0x0r_7fnTROprkw?e=2c3NDF
https://anheuserbuschinbev.sharepoint.com/:p:/s/BeyondBeerTotalTeam/EQ6bnQywQG5DkGKsitGmaHABvf_geWym-Zmey_MfnlN-eg?e=de7kWO
https://anheuserbuschinbev.sharepoint.com/:p:/s/BeyondBeerTotalTeam/EQ6bnQywQG5DkGKsitGmaHABvf_geWym-Zmey_MfnlN-eg?e=de7kWO
https://assets.abmarketing.com/share/29EBBE0F-E9B5-47A0-B16A1224A2710E30/
https://assets.abmarketing.com/share/29EBBE0F-E9B5-47A0-B16A1224A2710E30/
https://assets.abmarketing.com/share/E0548FDE-4F76-424B-BFA7BF546FE02A63/
https://assets.abmarketing.com/share/E0548FDE-4F76-424B-BFA7BF546FE02A63/
https://anheuserbuschinbev.sharepoint.com/:p:/s/BeyondBeerSales-Shared/EfBEyMP2zchAoKIG0eprHX0BVvgSWSN5awJo3lCGm9LSUA?e=bRmujc


On Premise Opportunity

NÜTRL Selling Playbook

Execution Priorities & 
Mega Platforms

1

2

3



Prepare: Have sell sheets, business cards, and ICE COLD Samples ready when you walk in. 

Know what competitive products they already carry & what slow ROS competitive product you 
plan to target with a new NÜTRL placement or additional flavor. 

Know our products, pricing, the account’s credit terms, and the BDR assigned to the account.



Walk the Account: Greet the staff, introduce yourself as a sales rep with Anheuser-Busch. Mention some of 
our great products (NÜTRL, ULTRA, Bud Light & Big Wave) to jog their memory.

 Take mental note of what competitive products the account already carries.

Ask if there is a buyer in that we can speak to to discuss an opportunity with NÜTRL.

If buyer is not there, ask for the buyers’ contact info to follow-up (or ask for when buyer is around).



Sample the Buyer:  

The best way to get an account familiar with NÜTRL is to let them 
sample our award-winning liquid.  If the account has competitive 

Seltzer(s), do not be afraid to do a side by taste test!



1. Find the Decision Maker! – critical we are selling to the Final Decision Maker for the account. 
2. Ask questions – Ask the buyer and bartenders: How is business? What is selling vs. what is not? Do 

they carry competitive seltzers?
3. Pitch our brands – Lead with NÜTRL Pineapple, Orange & Watermelon.  Leverage the content in 

this deck to create a compelling sell-in story + National & Local Brand Programming Support.
4. Ask for the SALE!! – ask when you can send in the first case, if they say no leave behind some 

samples and business card.



Prepare: Have sell sheets, business cards, and ICE COLD Samples ready when you walk in. 

Know what competitive products they already carry & what slow ROS competitive product you 
plan to target with a new NÜTRL placement or additional flavor. 

Know our products, pricing, the account’s credit terms, and the BDR assigned to the account.

Walk the Account: Greet the staff, introduce yourself as a sales rep with Anheuser-Busch. Mention some 
of our great products (NÜTRL, ULTRA, Bud Light & Big Wave) to jog their memory.

 Take mental note of what competitive products the account already carries.

Ask if there is a buyer in that we can speak to to discuss an opportunity with NÜTRL.

If buyer is not there, ask for the buyers’ contact info to follow-up (or ask for when buyer is around).

Sample the Buyer:  

The best way to get an account familiar with NÜTRL is to let them 
sample our award-winning liquid.  If the account has competitive 

Seltzer, do not be afraid to do a side by taste test!

1. Find the Decision Maker! – critical we are selling to the Final Decision Maker for the account. 
2. Ask questions – Ask the buyer and bartenders: How is business? What is selling vs. what is not? Do 

they carry competitive seltzers?
3. Pitch our brands – Lead with NÜTRL Pineapple, Orange & Watermelon.  Leverage the content in 

this deck to create a compelling sell-in story + National & Local Brand Programming Support.
4. Ask for the SALE!! – ask when you can send in the first case, if they say no leave behind some 

samples and business card.

Confirm Follow-Ups:

1. Confirm Delivery Date for Product Arrival & Review Pricing for Features/Special.
2. Offer to create SMT to help highlight new NÜTRL Placements with a Bucket Feature.
3. Book Sampling/Activation to engage with Consumers on new NÜTRL Placement(s)

4. Book a Staff Training to educate the Staff on NÜTRL



Confirm Follow-Ups:
1. Confirm Control States SKU availably with Mason.Masters@Anheuser-Busch.com
2. Confirm with Account: 

• What state or agency store they purchase Spirits from
• Delivery Date for Product Arrival & Review Pricing for Features/Special
• Communicate with mason.masters@anheuser-busch.com on inventory needs for feature

3. Offer to create SMT to help highlight new NÜTRL Placements with a Bucket Feature.
4. Book Sampling/Activation to engage with Consumers on new NÜTRL Placement(s)
5. Book a Staff Training to educate the Staff on NÜTRL

mailto:mason.masters@anheuser-busch.com


NIELSEN OPM TUS Rolling 52wks W/E 03/22/2025

TUS On-Premise $ Sales 
YTD vs. YA

TUS On-Premise Volume 
YTD vs. YA

TUS ONP Malt Seltzer

$ Growth YoY for 
Spirit Based Seltzers 

in the On Premise



ON PREMISE

YTD Volume Trends 
W/E 4/19/25

Tuesday June 17th

Still Waiting on a Summer Spark: 
Scans Stay Sluggish to Start June 

HIGH NOON NOW ON THREE STRAIGHT 
WEEKS OF DOUBLE-DIGIT VOLUME 

DECLINES. 
Outside of beer, we’d note that High Noon’s recent 

skid continues. The brand has seen volume drop 
double digits now for three consecutive weeks, with 
volume down 19% in the week ending 5/25, down 

12.6% in the week ending 6/1, and now down 14.4% 
in the week ending June 8.

OFF PREMISE

SOURCE: BEER BUSINESS DAILY 6/17/25. CGA BY NIQ YTD SALES W/E 4/19/2025





Q:When thinking about what brand of hard seltzer to choose, which of the following is important to you? 

of Consumers said Range of Flavors Available

of Drinkers drink 

Multiple Flavors 
Socializing in ONP Accounts

Q When drinking seltzers in bars & restaurants; do you typically drink multiple flavors or stick to one flavor? 

Source: CGA Spring 2025 OPUS



Day of Week

Everyday Special

Happy Hour

NÜTRL HOT ZONE ROS | FEATURE ANALYSIS

Source: HERO Analytics BB Distribution L13wks w/e 5/4/25 (AZ, TX, LA, FL, NE, MI, MO, OH, ME). Hot Zone BAM Feature Analysis Survey N=407



1.2

0.5

4 Packs

Variety Packs

Package MPD Buying 
Accts

4pks 2.40 ≈ 24𝐾

Variety 
Packs 1.16 ≈ 11𝐾

If all ONP VP Buying Accounts 
converted to 4pk MPD….

 

• Manage Inventory – 
in cooler + backroom.

• Allows for 
Mix’N’Match Buckets 
for ROS Support

• Meet Consumer 
demand for flavor 
variety

Source: AB Hero Analytics w/e 5/25/2025



To Edit Pricing information your local area - follow the directions below.
  Right Click on the table above → Hover over ‘Linked Worksheet Object’ & Select Open

Spirit Based Seltzer* Spirit Based Iced Tea* Feature: $7 Can

PRICE TO RETAILER $38.45 $46.00 $45.00 Number of Units in Feature 1

UNIT PRICE TO RETAILER $1.60 $1.92 $1.88 Feature Price  $                    7.00 

MENU PRICE $9.00 $9.00 $9.00 New PTC $7.00 

WEEKLY CASE ROS ESTIMATE 2 2 2 Feature Lift

YEARLY REVENUE $22,464 $22,464 $22,464  vs CE Estimate 

YEARLY PROFIT $18,465 $17,680 $17,784 Yearly Revenue $34,944 
Yearly Profit $26,946

1 *TUS AVG Price Nielsen | **Estimated Competitive Pricing

* Lift is based on selling X % over 1CE per week

ONP Profit Calculator NUTRL 4-PACK
COMPETITIVE BRANDS Feature Profit Calculator

2

Anheuser Busch investing in NÜTRL On Premise Pricing to 
help Drive Incremental Revenue for Retailers



GROW 4PK 
DISTRIBUTION

AT INDY ‘B’ 
ACCOUNTS

  



EXPAND 4-
PACK MPD & 
LEAN INTO 

INNOVATION *New in 2025*



BUCKET 
FEATURES & 

MENU 
CALLOUTS

NÜTRL HOT ZONE ROS | FEATURE ANALYSIS

BUCKET FEATURES

HAPPY HOUR

EVERYDAY SPECIAL

DAY OF THE WEEK

Source: HERO Analytics BB Distribution L13wks w/e 5/4/25 (AZ, TX, LA, FL, NE, MI, MO, OH, ME). Hot Zone BAM Feature Analysis Survey N=407



My crowd doesn’t drink seltzer…

I already carry a different seltzer brand at my 
account…

My customers don’t know the NÜTRL brand & 
won’t order it…

How are you going to support NÜTRL at my 
Account…



On Premise $ Growth
L52wks

Seltzers
(Spirit-Based)

Source: CGA L52W ending 3/22/25 NÜTRL + HN Source: Nielsen Spring OPUS 2025 Source: numerator Shopper Metrics; % of Shoppers 52w ending  5/18/25



Range of Flavors 
Available

Q:When thinking about what brand of hard seltzer to 
choose, which of the following is important to you? 

#3 ONP 
Package YTD

2025 
Innovation

Source: CGA L52W ending 3/22/25 NÜTRL + HN



Seltzers
(Spirit-Based)

1.5K+ Activations
+140K Consumers Sampled

Partner Schools Where 
We Can Leverage IP*

Partner Teams Where 
We Can Leverage IP*



Seltzers
(Spirit-Based)



GROW DISTRIBUTION EXPAND MPD INCREASE ROS

#1
CLOSE OUT 

INDY ‘B’ 
NON-BUYS

 WITH FOCUS ON 4-PKS

#3
BUCKET 

FEATURES
& MENU 

CALLOUTS

#2
EXPAND 

4-PACK MPD & 
LEAN INTO 

INNOVATION
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