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1. The Global BevAl Landscape: State of Play

Beverages are one of the world’s biggest and fastest-growing FMCG categories. Sales in the fourth
quarter of 2025 were up by 4.4% year-on-year — one of the best growth rates of any sector.

However, the market is also under significant pressure. Economic concerns and changing lifestyles
have altered consumers’ shopping behaviour. Sales growth has been driven by increased prices

rather than volumes, which fell by 0.4% in the fourth quarter.

BevAl’s challenges

Pressure has been most intense of all in alcoholic beverages.
Global volumes in the last 12 months have dropped by 2.1%
year-on-year, in contrast to 1.2% growth for non-alcoholic
beverages. BevAl has faced the added challenge of reduced
spending in the On-Premise, where globally visits have dropped
by 3.4% year-on-year. Competition for people’s leisure spend
has never been higher, but there are growth opportunities

to uncover.

The all-important omnichannel

To achieve this growth globally, brands that capture consumer
and shoppers’ attention and meet different needs across
differentchannels are best placed to win. Providing an easy

and frictionless experience wherever customers purchase
alcohol — whether in stores, the On-Premise or online is crucial.
In an interwoven ecosystem, it’s all about the omnichannel
experience.

Winning in this dynamic but ultra-competitive environment
demands a deep understanding of consumers’ behaviours and
sharp activation strategies. Omnichannel success starts with
accurate and up-to-date data and measurement tools to
provide it.

Global BevAl: Five key numbers

$ 7 8 6 b N (68 markets)

Value of retail beverage sales in
2025 — up by 4.0% year-on-year

$229bN .7 markess

Value of On-Premise beverage sales
in 2025 — down by 1.3% year-on-year

-2.1%

Year-on-year drop in global BevAl
sales in the last 12 months

83%

Of consumers visit the On-Premise
at least once every three months

2.2M

Additional households purchased
alcoholic beverages in 2025




Confidential and proprietary

© 2025 Nielsen Consumer LLC. All rights reserved.

2. In-Store Influence

Retail is the dominant channel for BevAl purchasing in most markets. But there is wide variation
in purchasing trends around the world, and brands need a localised understanding of the paths

to purchase that shoppers follow.

The different roles of retail

BevAl’s retail penetration is very high in countries like the US. Here, NIQ’s Category Shopper Fundamentals
syndicated study shows 89% of shoppers have bought an alcoholic beverage from a store in the last three months.
It’s also high in major markets including Brazil (87%) and Mexico (74%), but notably lower in territories like
Columbia (29%). Differences in penetration across markets may reflect a range of factors, including alcohol
consumption habits, retail infrastructure and local regulations governing where alcoholic beverages can be sold.

Planning v spontaneity

In most markets, buyers usually arrive in stores with a plan. In the US, more than three quarters (77%) of
shoppers knew the category of drink they were going to buy on their last visit — and of those, 55% had already
decided on the brand. This loyalty to brands is even higher in countries including Mexico and Brazil.

However, that leaves a sizeable cohort of shoppers who are open to brand influence at their point of purchase.
In most markets, around a quarter enter a shop with ‘a few brands’ in mind — and in the US, 15% aren’t thinking
about any particular brand. This shows the potential for in-store activations to capture shoppers’ attention.

Top-ups and treats: The big purchase triggers

For activations to be successful, brands need to know why shoppers are buying alcoholic beverages. Stocking up
is the biggest trip type motivation, and selections on these replenishment trips are usually based on prior
purchasing. Next comes self-treating, where there is scope for brands to win by positioning themselves as
deserved indulgences. Recommendations from friends or family can also influence decisions here, so
generating word of mouth is important.

Smaller but still significant purposes for BevAl buying include social gatherings and special occasions. Because
these purchases are often in larger volumes, or involve more premium brands for celebrations, they are a
particularly valuable element of the retail landscape.

of shoppers in the US knew the category of drink
they were going to buy on their last visit — and of
those, 55% had already decided on the brand




Price and visibility the keys to discovery

Price is another major driver of BevAl sales. In most major markets, around a fifth of shoppers

say they check pricing while shopping. With discretionary spending under pressure, many

shoppers are particularly sensitive to inflation. NIQ’s Retail Pulse shows around two fifths of ,

those in big European markets including the UK, Italy and France pay a lot of attention to price " it 4 '}
changes in beers, wines and spirits. - 7R L

However, while cost is a concern for many, various other factors are nearly as influential. These
include visibility, with nearly a fifth (18%) of US shoppers exploring aisles before choosing a

brand — a reminder of the importance of shelf positioning. Meanwhile, around a tenth of US : ) =iy |
shoppers share influenced by packaging, deals and in-store recommendations, and these | Ch o Ll e ‘. -

figures are all notably higher in countries including Singapore, Mexico and Brazil.
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The power of brand recognition

In BevAl as in many areas of FMCG, brand recognition is king. Around three quarters of
shoppers say the brands they have bought are familiar and have been purchased before. But
loyalty can never be taken for granted, and suppliers have to stay hyper-alert to the reputation
of their brands.

While familiarity dominates purchases, there is also consistent interest in new brands. In the

US, 13% of shoppers they are buying a new product from a familiar brand, while 9% are of those in big European markets including the
purchasing a brand that they had been aware of but hadn’t tried before. This points to the need UK, Italy and France pay a lot of attention to
for innovation and visibility on shelves to encourage trial of new brands as well as loyalty to price changes in beers, wines and spirits.

longer established ones.

© 2025 Nielsen Consumer LLC. All rights reserved.
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Retail: Where to Focus Next

Refine space planning

NIQ’s data consistently points to the value of on-shelf discovery — especially for those
who arrive in stores without a brand in mind. Making that discovery moment count
requires more than good instinct; it demands smarter, faster execution. Understanding
how shoppers shop the category and what is important to them helps create planograms
that are easy and intuitive to shop. Automation and planogram testing enable faster
iteration and more efficient space planning, helping ensure shelves are continuously
optimised for both shoppers and performance.

Run compelling activations

With high numbers of shoppers looking for treats and new brands, compelling
activations can turn browsers into buyers. But landing the right activation with
converting insights into action, ensuring every decision is grounded in what shoppers
actually want and how they behave. From there, the focus shifts to enhancing the
shopper experience through win-win scenarios that benefit both the consumer and the
brand, creating moments that feel relevant and rewarding rather than interruptive.
Ultimately, the activations that perform best are those tailored to meet distinct shopper
needs and buying behaviours - recognising that what works in one channel, region,

or occasion may not work in another.

Turn insight into Action

NIQ’s suite of solutions helps suppliers and manufacturers understand shoppers’
complete paths to BevAl retail purchases. From rich shopper insights, combined with
measurement and POS intelligence, support with category planning, optimise assortment
decisions and fine-tune activations, they give sales, management and leadership teams

the power to perform better and achieve growth in a competitive retail environment.
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3. From Aisles to Apps

Compared to in-store and the On-Premise, online channels are a modest
source of sales for most BevAl brands. But with shopping habits evolving fast,
this may also be the sector with the strongest growth potential. Understanding
complex dynamics and where the market is going next is key to getting ahead

of the digital competition.

The different speeds of e-commerce adoption

One of the most significant variables in this channel is regionality. NIQ’s Category
Shopper Fundamentals data shows that while 89% of US shoppers have bought an
alcoholic beverage from a store in the last quarter, only 21% have done so online, despite
a mature e-commerce infrastructure. However, e-commerce adaption is also influenced
by regularly factors for online sale and delivery of alcoholic beverages and vary
significantly across markets. As a result, the pace of online BevAl growth is shaped

not only by shopper preferences, but also accessibility.

Online penetration is significantly higher in other territories like Latin America and Asia,
where some countries have highly developed, mobile-first e-commerce. Whatever the
territory, online adoption is likely only to grow in the coming years, and this is a market
that no supplier or manufacturer can afford to neglect.

Intentional mindsets but room for reminders

In online stores as in physical ones, the large majority of BevAl purchases are planned.
In most markets, roughly three quarters of shoppers planned their most recent online
purchase, and the majority of them shop with a specific brand in mind. This indicates
how online shopping can reinforce brand loyalty, which can translate to repeat
purchases in retail stores and the On-Premise too.

While impulse purchases are rarer online, large numbers of shoppers are open to
influence on their online paths to purchase. ‘Reminded’ triggers, where shoppers are
nudged towards brands they hadn’t planned to buy, generate around a fifth of
purchases in some key markets. This is a sign of the powerful role that is played by
targeted promotions and personalised recommendations in digital markets.

3/4

Of shoppers planned their most recent online
purchase, and the majority of them shop with

a specific brand in mind

1/5

Of purchases are genertaed by ‘Reminded’
triggers, where shoppers are nudged towards

brands they hadn’t planned to buy

b



A source for special occasions

As in bricks-and-mortar retail, the top reason for buying alcoholic beverages online is to stock up. In the US,
the number buying to treat themselves (22%) is lower than in physical stores, but the proportion buying for
special occasions (11%) is higher. The pattern is the same in Canada. This shows how e-commerce can lend
itself to more celebratory and discretionary BevAl purchases, often at high volumes.

The prominence of pricing

BevAl shopping is heavily influenced by price. In markets including the US, Canada, shoppers are several
percentage points more likely to check pricing online than they are in stores. They also over-index for the
likelihood of buying based on deals. With costs rising fast in many countries in 2026, the importance of
online pricing is very likely toincrease further.

Another powerful driver of sales is recommendation. In the US, 21% of online BevAl buyers are responsive to
pre-shop recommendations, compared to 14% among those shopping in physical stores. Many of these
recommendations are likely to have been received on other digital platforms, like social media.

Recent consumption and trials of new alcoholic beverages are also more effective levers online than they are
in stores in the US. Other triggers, like visibility and packaging, are broadly the same online as they are in
stores. Aisle discovery is vital in both environments too, which emphasises the importance of achieving
prominence in online searching and browsing.

o The premium online opportunity
o The digital world is fertile ground for premium BevAl purchases. When asked to place themselves on a
spectrum from lowest priced to premium quality, 28% of online shoppers select the most premium end

of the scale — more than double the 13% who do so in stores. It’s a similar pattern in Canada.
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of online shoppers select the most premium

end of the scale — more than double the The online channel may be attracting a more quality-conscious type of shopper who is willing to pay

who do so in stores extra for premium products. Some may also feel they are more likely to secure a better deal for high-
priced items online than in stores. Either way, digital platforms are core for all high-end brands now, for
both discovery and sales.

© 2025 Nielsen Consumer LLC. All rights reserved.
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E-Commerce: Where to Focus Next

Adapt to local digital habits

Winning online requires market-by-market precision, not a
global template. Brands need to optimise distribution,
marketing, and availability to match local shopping behaviour,
while tailoring content and search visibility to local language and
occasions. Store-level digital shelf management gives
manufacturers granular visibility to spot and close gaps fast.

Optimise triggers

Shoppers respond to reminders and recommendations, but
capturing that requires full visibility into what’s working across
categories, markets, and the entire digital ecosystem - online
channels, stores, apps, and social. Tracking competitor activity
alongside this reveals hidden gaps and opportunities. With that
visibility in place, manufacturers can confidently optimize
distribution, availability, and search ensuring the right products
are present, prominent and positioned to capture demand at
every trigger point along the digital journey.

Focus on celebrations and premium

Online BevAl buyers skew toward celebratory and premium
purchases, though price sensitivity remains strong across all
tiers. Winning here means moving past basic sales data to
understand the motivations and moments behind each purchase,
so targeting can align with the right occasions. Layering in
shopper interests and lifestyle habits sharpens relevance

further, and ongoing trend-tracking keeps brands ahead

of shifting demand.

Turn insight into Action

NIQ’s suite of digital commerce solutions creates a holistic view of
consumers’ online needs and behaviour that helps suppliers and
manufacturers unlock major commercial benefits.

provides a comprehensive and reliable measurement
of online BevAl buying, while optimises product
availability, distribution and discoverability. Solutions harmonise
online intelligence with performance in retail stores and the

On-Premise for an omnichannel Full View.
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4. Moments that Matter in the
On-Premise

The On-Premise has an outsized importance that makes it integral
to the strategy of any beverage brand. Bars, restaurants and other
licensed premises are where consumers discover products and foster
loyalty, and positive experiences translate into retail purchases. With
that in mind, it’s vital to understand exactly why, where and when

consumers are spending and behaving in the On-Premise.

Finding the pockets of growth

The On-Premise remains a vibrant sector with compelling consumer appeal.
More than four in five (83%) consumers still visit the On-Premise at least
quarterly. Alcoholic beverages are in healthy growth in many parts of the world,
with volumes up by 2.5% and 1.1% in Africa and Latin America respectively.
And while some major beverage categories including beer and spirits are static,
there is strong growth potential in others, like Ready-to-Drink and pre-mixed
brands in Europe, and premium vodka and tequila in Latin America and Asia.

Pre-visit impressions matter

The first thing to know about On-Premise decisions is that they start well
before consumers step into a venue. NIQ’s On Premise User Survey in the

US shows more than three quarters (77%) of consumers know which drink
category they will order before they go out — and nearly half (46%) of these
will choose the brand they usually drink. For many people, On-Premise habits
are deeply engrained.

Consumers have also become accustomed to venue research. Globally, nearly
half (46%) of guests check online reviews most or every time before choosing
a venue. Nearly as many (42%) check online menus, while 39% look at social
media most before visiting. First impressions count, and online research is the
first opportunity to draw attention to products at the very start of the

path to purchase.

Bars, restaurants and
other licensed premises
are where consumers
discover products and
foster loyalty

Of global guests check online reviews
most or every time before choosing
a venue.
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Price, people and menus hold the keys to sales

For those who arrive in a venue without a drink in mind, more than half (55%) say they can be influenced by price. But many
more factors feed into decisions. Globally, research flags recommendations from friends and family and drinks lists — which
both typically influence the decisions of 28% of consumers — as the top two.

The power of the bartender

There are significant human factors in On-Premise BevAl purchasing. Globally, around half (52%) of consumers agree they
are likely to purchase a drink based on a bartender’s recommendations. Even more (56%) say they enjoy learning about
what they’re being served from knowledgeable bartenders.

It’s abundantly clear that bar staff are at the epicentre of On-Premise purchasing decisions. They have a role that no
shelf, screen or sign can replicate, and they can be brands’ most effective and profitable sales force. This makes it essential

to invest in bartender engagement programmes, providing the training and other forms of support that staff need.
When they have brand advocates behind the bar, suppliers have a much better chance of clinching sales.

of those who arrive in a venue without
Menus matter too T per— a drink in mind, Say they can be
' influenced by price
After bartenders, menus may be the most important direct touchpoint for brands to influence decisions. But what do
consumers want to see here? Visible pricing information tops the list (25%) ahead of details of ingredients (24%), and a
host of other things are at play, like images (21%), ideas for drink-food pairings (19%) and calorie and nutritional
information (15%).

For some suppliers, menus are an underexplored channel for engagement. Collaborations with venues can improve how
brands are positioned, visualised and described, and ultimately give guests compelling reasons to purchase them.

i o consumers globally say they would
On-Premise success leads to retail wins repurchase for home a drink that they

There’s a final big reason why the On-Premise matters so much: because trial and loyalty that is established here soon tried and liked in the On-Premise

translates into retail spending. NIQ’s REACH research shows that nearly three in four (71%) consumers globally say they
would repurchase for home a drink that they tried and liked in the On-Premise.






Turn insight into Action

NIQ’s extensive consumer research sources
provide vital insights into purchasing
behaviour across the global On-Premise.
Solutions including REACH and On Premise
User Survey (OPUS) help suppliers and
manufacturers understand guests’ latest
preferences and purchasing triggers, and
support planning with operator partners

to optimise brand trial and loyalty. The
research reveals what matters most along
every touchpoint on the On-Premise path to
purchase — from initial online discovery

to final beverage execution.
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5. What’s Next for the Omnichannel?

It’s a challenging picture in the short-term, because of major changes in
consumer behaviours. But from retail channels to the On-Premise to

online, there is plenty of potential for brands to grow.

Of all the current uncertainties in the BevAl sector, one of the biggest is
the role of Artificial Intelligence. How is Al changing consumers’

behaviours, and what impact will it have on omnichannel paths

to purchase?

We are in the early days of this seismic shift, but some implications are
already visible.

A new way to discover drinks

Al is adding a new layer of influence to purchasing decisions. In the US, three
quarters (74%) of shoppers are now using Al to either research or buy products.
The rapid rise of agent-powered commerce means that figure is only likely to grow.

Web searches and social media heavily influence consumers, but Al agents are
adding new dimensions to discovery. Agents can anticipate needs, compare options
and execute transactions with minimal human input, replacing shelf browsing

or app scrolling with more simple prompts. This has profound implications for
brands, and forces them to look beyond traditional purchase triggers like shelf
placement, packaging or activations.
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Influence from the first touchpoint.

NIQ’s research points to five areas where Al is likely to
drive major change.

First, sales and distribution, which is becoming
more predictive. Decisions that were previously based
on historical data, reps or gut instincts are now
prompted by AI, which can instantly answer questions
like which accounts are at risk, which SKUs are likely
to succeed by channel, and which promotions actually
drive velocity.

Second, consumer trends. Al-led detection of
trends in buyers’ sentiment and flavours can shorten
the time taken to act on changes to supply and demand
and make suppliers and manufacturers more agile.

Third, menu engineering. In the On-Premise, Al
enables operators to analyse micro-influences like the
weather, local events and sports schedules in real time,
and update menus, pricing, staffing and promotions
accordingly.

Fourth, marketing. Al-generated marketing is
already saving teams time and creating more
meaningful connections with target audiences. It’s also
helping brands move from single national campaigns

Data meets decisions

These and other changes make brands’ data more important
than ever. Al is powered by structured data, which in BevAl
terms include things like product attributes, price tiers,
availability, occasion tags, ABV and serve information. Brands
that lack clean, up-to-date and machine-readable data will
simply not be found.

However, this doesn’t mean the end of emotional connections
to brands. Al can help to shortlist choices and raise awareness
of products, but brand equity and human response are still
core to decision-making. Al readiness has to be balanced with
traditional trust-building and engagement in all channels. The
emergence of ‘disconnected’ venues where phones are banned
is just one sign that people don’t want to lose the human
dimension that makes drinking out special.

The big challenge for all brand owners is to simultaneously
build for AT and human discovery. The winners in this complex
but exciting new era will be those that invest smartly in both.

Where the opportunity lies

© 2025 Nielsen Consumer LLC. All rights reserved.

NIQ’s BASES AI Screener combines NIQ’s consumer panel datasets, the world’s largest
trained behavioural database and predictive models with AT’s ability to impersonate

to hundreds of localised and tailored executions.

Fifth, product development. Al-powered analysis
recognises hot trends and anticipates future demand,
which makes new product development faster and
more in tune with what consumes want.

human reactions to help brand owners quickly screen ideas and drive innovation.
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powered by & intelligence

Vice President - Global Clients Global On-Premise Insights Leader Global Shopper Leader, SA&I

Whether in the On-Premise, physical stores or online, NIQ’s solutions provide the Full View ™ for brand success. In a
landscape that is being radically reshaped by the omnichannel and AI, accurate and up-to-date market intelligence is more
important than ever — and NIQ’s solutions deliver the insights that needed at every step of consumers’ path to purchase.

To learn more about Path to Purchase optimisation, get in touch:

Sources: NIQ QBN MAT ending Q4 2025 Global Summary, 68 countries. Excludes Dairy beverage categories, excludes CGA On premise | Data from QBN Global Summary, NIQ BASES Category Shopper Fundamentals 2025, NIQ UK, Italy, France Germany Retail Pulse Shopper Syndicated Study
25-26: Base: All HM/SM respondents and who answered increasing food prices in 2026, NIQ Global REACH 2025, NIQ US OPUS Fall 2025, NIQ Canada OPUS Spring 2026, NIQ US On Premise Pulse report May 2025, NIQ x Kearney; The New Growth Frontier: How agentic commerce and Al tilt
the scales toward challenger brands
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