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If there's one thing people want when the weather's hot, ;
it's a drink. Plus, any summer occasion or event needs ‘*
beverages. As sales peak during the summer months, ¢
remember variety is key. Follow these steps to sales success A
Offer a broad and exciting range of soft <
-

drinks - the category is worth £4.4bn
annually to convenience retailers (Nielsen).
According to AG Barr, innovation and limited
editions are key to summer category sales,
partly because they attract new customers -
new products added £42m to the category last
year (Circana).

Click for the Focus On CEL |
Sports & Energy guide ANE

Sports & energy is the largest segment in
S&Il and also saw strong growth of +2.37%
(£909m) last year, followed by cola and
flavoured carbonates (NIQ). Sales of sports &
energy peak during summer, and flavoured
variants are particularly popular.

Many soft drinks are bought on impulse, but

Slushies remain a key pull for shoppers and there is a place for cordials at this time of year,

offer high margins for retailers. Frozen Brothers

can get you started. It's important to be aware of
the new guidelines around the sale of slushies to
children under the age of eight.

Water, which saw strong +8.86% growth
(£228m)in 2024 (NIQ), is a popular choice over
the summer season, when 20% more consumers
buy it (Kantar). Functional products will continue
to be increasingly important as consumers shop
for health and natural.

so spotlight your range on shelf and in displays.

Key category facts
® Sports & energy (£1.2bn)
leads, followed by cola (£629m)
and flavoured carbs (£351m)
® Coca-Cola(-2%)is the
#1brand, followed by
Red Bull(+12%) and
Monster (+9%) m



https://unitaswholesale.co.uk/support-services/retail-services-direct-to-store/bake-off-food-to-go/slush/frozen-brothers/
http://www.planforprofit.co.uk/pdf/ACS-Slushy-Drinks-New-Research-and-FSA-Advice(Mar%202025).pdf
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Alcoholic ready-to-

drink (ARTD) lines

really come into
their own at this time of
year as people socialise
outdoors and turn to them
for convenience. Spirit
and mixer products are
driving more than half of
all growth in the ARTD
category and will continue
to along with cocktails.
Make sure you're stocking
the most in-demand
products and any NPD.
Boost awareness of your
range with eye-catching
POS and include in
summer-themed displays.

are
the fastest-
growing
segmentinthe
beers, wines &
spirits category

(Source: Nielsen DMSO £ Value
MAT to 04.11.23)

Strengthen your beer,

cider, and white and rosé

wine ranges for summer
occasions. All cider performs
well, but flavoured cider sales
are particularly strong.

Local Living

Offer value and quality
alternatives to branded lines

with these own-brand products.

Non-alcohol
@ Local Living 2| carbonates
and 1l mixers

@ LSV Isotonics and Energy cans
- look out for new formats of

top tips

Cater to all occasions
with a variety of pack
sizes, including cans and
glass bottles, focusing on
small and medium packs
across cider.

Keep the

bestsellers

chilled, plus as
many lines as you have
space for across all
segments, focusing on

single drink-now formats.

Limited

LSV Energy coming soon ed Itions

Alcohol o

@ Santa Loretta Still attraCt 58 /O

@ Bavaria 4x440ml PMP of new

@ Cider H
= @Prince Consort Shoppers In
Vodka and the soft drinks
Brandy PMPs.
The PMPs offer a great Category

— J,ME‘.: value proposition, so
Ll
-~~~ ensure you stock up.

(Source: Nielsen, Symbols

& Independents,
Single Serve,
52wl/e 28.09.24)

PMP = Price Marked Pack

Stock up &
share a

®

with your
customers

© 2025 The Coca-Cola Company. All rights reserved. COCA-COLA, COCA-COLA ZERO SUGAR and the contour bottle are registered trademarks of The Coca-Cola Company.



https://www.planforprofit.co.uk/focus-on-alcoholic-ready-to-drinks/
https://www.planforprofit.co.uk/focus-on-alcoholic-ready-to-drinks/
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Perfect
partners

Crisps, snacks and nuts go hand in
hand with all types of drinks and
are essential for summer social
events and occasions. Stock the
sharing bestsellers and give shelf
space to healthier options too.

Merchandise your shelves

and chillers effectively -

see the Focus On Summer
Soft Drinks guide, Focus On
Summer of Beer & Cider and Plan
for Profit website and app for
ranging advice.

Key takeaways:

@ allocate more space to cola,
including zero-sugar and
flavoured options, as this is
the largest soft drinks
segment in retail'.

@ dedicate enough space to
growing segments to meet
demand (see the feature on
pages 23-24)

® merchandise effectively with
your food-to-go range as
lunchtime missions see the
biggest increase in sales? with
breakfast occasions also
important driven by hybrid
working patterns

@ display PMPs and bestsellers
at eye level

@® range for on-the-go and
take-home occasions

@ offer both core and flavoured
SKUs.

(Sources: "Nielsen, ?IDG; *Mintel)

Create theatre and

cross-category

displays to reflect and
promote key events, such as
sport and festivals, and
occasions, such as
barbecues and picnics. If
you offer customers the full
solution across food and
drink occasions, you'll drive
sales - food and drink
solution displays have driven
88% incremental sales?.

Crisps, snacks and nuts
with soft drinks, alcohol

Click to discover

ed\cated to the

‘PP"’"“" fit
&

"depengent Ret®"™

Boost your sales and
follow Plan for Profit
on Facebook and X

O X

and low and no options.
POS with chilled and
frozen meats signposting
to bakery, soft drinks and
alcohol sections.
Multipacks and 2-litre
are the key packs for
in-home occasions.
People being active
outdoors doubles in

the summer?.

Festival location stores
see 3x bigger soft drinks
sales uplifts?.

Sporting events drove
47% increase in retail
footfall.

the massive RTD
coffee opportunity

Click to read the all-new
Plan for Profit 2025/26
Impulse Category Guide

} Rorthership ith ¥
halfords

% Thousands of Halfords gift

cards to be won!
« £5 off with every promo pack

GEt Yyour skates on and StOCl( up!



https://www.planforprofit.co.uk/pos-printer.php
https://www.unitaswholesale.co.uk/wp-content/uploads/in5-archives/instore_issue58/#p=26
https://www.unitaswholesale.co.uk/wp-content/uploads/in5-archives/instore_issue49/#p=16
https://www.planforprofit.co.uk/focus-on-summer-of-soft-drinks/
https://www.planforprofit.co.uk/focus-on-summer-of-soft-drinks/
https://www.planforprofit.co.uk/focus-on-summer-of-beer-and-cider/
https://www.planforprofit.co.uk/focus-on-summer-of-beer-and-cider/
https://www.facebook.com/PlanforProfitRetail/
https://x.com/i/flow/login?redirect_after_login=%2Fplan_for_profit

