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Retail Key Headlines

1
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Source: 1 Nielson IQ / GfK Consumer Confidence Barometer, October 2026)
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Despite ongoing pressure on household budgets, shoppers continue to choose 

branded soft drinks, supporting stronger growth versus own label.

Shoppers remain value conscious, with retail growth slowing as basket sizes decline, 

although increased shopping frequency continues to support overall sales.

UK consumer confidence improved to -13 in September, with 4 of 5 key measures 

strengthening as perceptions of personal finances and the wider economy 

improved. Despite this, shoppers remain cautious and continue to prioritise value 

when making spending decisions.
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Sept 2026: 
Multiple Forecourts and eCommerce saw the strongest growth during the final weeks of summer, benefiting from domestic travel and 
staycationed missions, alongside the continued appeal of home delivery

Nb.  Supermarkets include Dark Stores and Pick stores

Source:  NIQ Scantrack Total Store Read , *Homescan FMCG
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Total Store Channel and NARTD value growth
4w/e 5th Sept 2026

‘Combined Convenience’ = Grocery Convenience + Total Impulse*

*



YTD 2026: 
The hot summer has helped to push small stores back into YTD Growth, whilst e-Com leads overall

Nb.  Supermarkets include Dark Stores and Pick stores

Source:  NIQ Scantrack Total Store Read , *Homescan FMCG
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YTD 5th Sept 2026

*

*

‘Combined Convenience’ = Grocery Convenience + Total Impulse
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20

2026 is much wetter than 2025 with an average weekly rainfall of +3.8mm per week. 
The average weekly max temperature YTD is +0.3

o
C vs 2025. YTD impact of weather is +0.2% vol.

20

Jan Feb Mar Apr May Jun Jul Aug *Sept Q1 Q2 **Q3

-0.5% -0.6% -1.3% -1.6% -6.0% +1.4% +4.8% +4.3% +4.0% -0.9% -1.7% +4.4%

Weather Impact 

2026 vs 2025
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Max Temperature TY vs LY
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Average Precipitation TY vs LY

2025 2026

Average max temperature 

in Sept was 19.8°C, +1.7°C 

warmer than 2025 (+1.3 °C 

warmer than the 30-year average)

Average weekly rainfall was 

20.7 mm in Sep; -10.6mm 

Lower than Sept 2025

Source: weathertrends360 + Smith Institute | Observed weather until w/e 27.09.26 | Weather impact modelled for Nielsen Total Soft Drinks Volume Sales w.e. 05.09.26,  *Estimated ** FORECAST

2025 2026

Sep

August saw 11 days over 

the 23.5
o
C threshold
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Max Temperature 2025

Max temperature 2026

NARTD volume % chg. YoY

2121

June, July, August and early Sept saw volume uplift vs 2025 due to warm weather. 

A wet 2nd half of August is likely to see this trend soften, despite the warmer temperatures. September is due to also see an uplift vs 
2025.

Total GB

Jan Feb Mar Apr May Jun Jul Aug *Sept Q1 Q2

-0.5% -0.6% -1.3% -1.6% -6.0% +1.4% +4.8% +4.3% +4.0% -0.9% -1.8%

-1.4% -0.9% -1.7% -1.5% -1.1% -1.4% -1.1% -2.8% -2.3% -1.3% -1.5%

1.3% 1.3% 2.1% 1.9% 2.3% 4.2% 3.2% 2.0% -1.8% 1.6% 3.1%

3.5% 3.3% 3.4% flat 1.7% 2.9% 2.7% 3.6% -3.9% 3.4% 1.4%

+3.0% +2.8% +1.6% +1.0% -2.3% +10.9% +9.8% +11.8% +6.3%
#

+2.7% +4.3%

% contribution to Total GB NARTD volume performance YoY

Weather Impact

Price contribution 

Distribution contribution

Trend Contribution

NARTD Volume % Chg YoY

5th – 21st April 

Easter Hols 2025

30th Mar – 10th April 

Easter Hols 2026

Forecast

#
NARTD sales 

volume only up to 

5th Sept

Source: weathertrends360 + Smith Institute | Observed weather until w/e 27.09.26 | Weather impact modelled for Nielsen Total Soft Drinks Volume Sales w.e. 05.09.26,  *Estimated ** FORECAST



Retail Soft Drinks Market 
Performance



Ambient Soft Drinks Channel Performance MAT

Value sales are growing across all channels, with Independents delivering the strongest growth, while Multiple Forecourts remain the 
only channel in unit decline.

Value Sales Unit Sales

Source: (1) Nielsen GTC MAT w.e. 3.10. 2026
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Ambient Soft Drinks Channel performance L4wks 
Over the latest 4 weeks, value sales have grown across every channel, led by Independents, while Convenience Multiples remain the 
only channel under pressure on units.
.

Source: (1) Nielsen GTC L4 w.e. 03.10..2026

Value Sales Unit Sales
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Total GB Soft Drinks Performance

Source: Nielsen IQ Total GB value and Unit sales MAT and L12W w.e. 03.10.2026

In Total GB Soft Drinks value 

sales are up +7.7%.

Both Drink Now & Take Home 

remain in growth. Drink Now 

leading growth +9.8%

Total Units remains in growth 

with Dairy, Sports and RTD 

Coffee driving the growth. RTD 

Tea and Mixers in the greatest 

decline.

In Total GB Soft Drinks value 

remains in growth at +12.5%.

Both Drink Now & Take Home in 

value growth. Drink Now +13.3% 

Take Home +11.8%.

Units remains in growth vs PY 

driven by Water, RTD Tea  & 

Sports. 

Return to Summary page

Return to Summary page

Total Coverage

Latest 52 wks

Sector Sales TY Sales v LY
Sales v LY 

%
Units TY Units v LY

Units v LY 
%

Energy £2654.8m £281.0m 11.8% 1351.0m 55.0m 4.2%

Cola £3122.1m £148.2m 5.0% 1307.1m -6.1m -0.5%

Water £2322.7m £253.8m 12.3% 1472.9m 63.0m 4.5%

Flavours £1695.3m £75.1m 4.6% 986.5m -28.9m -2.8%

Pure Juice & Juice Drinks £2688.6m £123.9m 4.8% 1412.0m 16.3m 1.2%

Sports £413.5m £42.8m 11.6% 243.2m 19.6m 8.8%

Dairy £1017.2m £105.5m 11.6% 559.8m 44.5m 8.6%

RTD Coffee £387.0m £33.9m 9.6% 251.3m 20.5m 8.9%

Squash £678.8m £29.4m 4.5% 377.7m -7.6m -2.0%

RTD Tea £157.6m £16.6m 11.8% 79.8m 6.0m 8.1%

Mixers £331.4m -£5.6m -1.7% 215.6m -12.3m -5.4%

Total £15468.9m £1104.5m 7.7% 8257.0m 170.2m 2.1%

Total Coverage

Latest 12 wks

Sector Sales TY Sales v LY
Sales v LY 

%
Units TY Units v LY

Units v LY 
%

Energy £690.4m £85.1m 14.1% 344.6m 19.0m 5.8%

Cola £796.3m £77.2m 10.7% 331.0m 15.6m 4.9%

Water £645.8m £107.1m 19.9% 397.0m 36.8m 10.2%

Flavours £445.7m £41.7m 10.3% 252.2m 4.8m 2.0%

Pure Juice & Juice Drinks £664.2m £57.0m 9.4% 352.4m 25.6m 7.8%

Sports £114.8m £18.0m 18.6% 67.7m 9.8m 16.9%

Dairy £255.1m £26.1m 11.4% 139.7m 9.9m 7.6%

RTD Coffee £111.3m £13.6m 14.0% 72.1m 9.4m 14.9%

Squash £170.2m £13.7m 8.7% 92.8m 0.6m 0.7%

RTD Tea £42.9m £5.1m 13.4% 22.4m 2.8m 14.0%

Mixers £76.7m £0.1m 0.1% 50.1m -1.5m -3.0%

Total £4013.4m £444.6m 12.5% 2122.0m 132.8m 6.7%



Total GB Soft Drinks Performance

Source: Nielsen IQ Total GB value and Unit sales latest 4 weeks w.e. 03.10.2026

Return to Summary page
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Over L4W Soft Drinks value growth is  up 12.1% vs PY, Units in growth at 6.2%

Both Take home and Drink now are in  Value  and  Unit growth 

Drink now is in value growth 14.1% which is driven by Water, Sports, and RTD Coffee

Take home is in  value growth 10.6% which is driven by Energy, Sports , Water 

Total Coverage

Latest 4 wks

Sector Sales TY Sales v LY
Sales v LY 

%
Units TY Units v LY

Units v LY 
%

Energy £225.5m £30.4m 15.6% 112.7m 7.6m 7.3%

Cola £249.9m £26.2m 11.7% 103.7m 5.7m 5.8%

Water £187.2m £27.6m 17.3% 115.0m 8.1m 7.6%

Flavours £130.3m £12.5m 10.6% 73.8m 1.5m 2.1%

Pure Juice & Juice Drinks £204.4m £15.2m 8.0% 108.4m 6.7m 6.6%

Sports £35.0m £5.3m 17.9% 20.6m 2.9m 16.2%

Dairy £83.9m £8.3m 10.9% 45.9m 3.5m 8.2%

RTD Coffee £34.0m £4.6m 15.6% 21.9m 3.2m 17.0%

Squash £49.9m £2.8m 5.8% 27.1m -0.8m -2.9%

RTD Tea £12.1m £0.9m 8.4% 6.2m 0.6m 10.2%

Mixers £21.3m -£0.7m -3.2% 13.9m -0.9m -6.1%

Total £1233.4m £132.9m 12.1% 649.4m 38.0m 6.2%



Total Impulse Soft Drinks Performance

Source: Nielsen IQ Tot Impulse value and Unit sales MAT & L12W  w.e. 03.10.26Return to Summary page

Return to Summary page

Total Impulse

Latest 52 wks

Sector Sales TY Sales v LY
Sales v LY 

%
Units TY Units v LY

Units v LY 
%

Energy £1378.4m £181.3m 15.1% 766.9m 65.8m 9.4%

Cola £681.0m £11.8m 1.8% 371.0m -9.0m -2.4%

Water £517.9m £49.3m 10.5% 328.7m 13.1m 4.1%

Flavours £430.1m £11.2m 2.7% 298.9m -2.7m -0.9%

Pure Juice & Juice Drinks £303.6m £17.5m 6.1% 193.7m 6.6m 3.5%

Sports £180.9m £26.0m 16.8% 124.4m 14.6m 13.3%

Dairy £149.1m £13.4m 9.9% 88.2m 4.3m 5.1%

RTD Coffee £87.8m £12.8m 17.1% 46.4m 5.3m 12.8%

Squash £35.8m £1.3m 3.6% 19.3m -0.1m -0.6%

RTD Tea £27.8m -£0.5m -1.9% 15.7m -0.8m -4.9%

Mixers £20.4m -£0.6m -2.9% 12.9m -1.0m -6.9%

Total £3812.7m £323.4m 9.3% 2266.1m 96.1m 4.4%

Total Impulse

Latest 12 wks

Sector Sales TY Sales v LY
Sales v LY 

%
Units TY Units v LY

Units v LY 
%

Energy £365.3m £53.4m 17.1% 198.3m 17.6m 9.8%

Cola £179.8m £13.7m 8.2% 97.3m 3.8m 4.0%

Water £153.7m £25.3m 19.7% 95.3m 11.0m 13.0%

Flavours £117.1m £8.0m 7.3% 80.1m 2.9m 3.7%

Pure Juice & Juice Drinks £83.3m £10.0m 13.6% 53.9m 6.6m 14.0%

Sports £53.0m £11.1m 26.6% 36.0m 6.8m 23.1%

Dairy £40.4m £4.8m 13.3% 23.2m 1.5m 6.8%

RTD Coffee £25.9m £4.7m 22.1% 13.5m 2.0m 17.7%

Squash £9.3m £0.8m 10.0% 4.9m 0.3m 6.1%

RTD Tea £8.0m £0.2m 2.5% 4.5m 0.0m -0.1%

Mixers £5.0m £0.1m 2.4% 3.2m -0.1m -3.4%

Total £1040.8m £132.1m 14.5% 610.2m 52.3m 9.4%

In Total Impulse Soft Drinks value 

sales are up +9.3%.

Both Drink Now & Take Home 

remain in growth. Drink Now 

leading growth +9.8%

Total Units remains in growth 

with Dairy, Sports and RTD 

Coffee driving the growth. RTD 

Tea and Mixers in the greatest 

decline.

In Total Impulse over L12W Soft 

Drinks value remains in growth at 

+14.5%.

Both Drink Now & Take Home in 

value growth. Drink Now +15.0%, 

Take Home +12.8%.

Units remains in growth vs PY 

driven by Juice Drinks, RTD  & 

Sports. 
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Total Impulse Soft Drinks Performance

Total Impulse

Latest 4 wks

Sector Sales TY Sales v LY
Sales v LY 

%
Units TY Units v LY

Units v LY 
%

Energy £120.1m £19.7m 19.7% 65.0m 6.8m 11.6%

Cola £56.4m £5.2m 10.2% 30.6m 1.8m 6.1%

Water £42.6m £6.2m 16.9% 26.3m 2.5m 10.3%

Flavours £34.7m £2.6m 8.1% 23.7m 0.9m 3.9%

Pure Juice & Juice Drinks £24.1m £2.3m 10.7% 15.8m 1.7m 11.9%

Sports £16.1m £3.5m 27.9% 11.0m 2.2m 24.3%

Dairy £12.8m £1.5m 12.8% 7.4m 0.4m 5.6%

RTD Coffee £8.0m £1.5m 22.6% 4.2m 0.7m 19.2%

Squash £2.6m £0.1m 5.9% 1.4m 0.0m 2.3%

RTD Tea £2.2m £0.0m 2.2% 1.2m 0.0m -1.5%

Mixers £1.5m £0.0m 1.2% 0.9m 0.0m -5.1%

Total £321.0m £42.7m 15.3% 187.5m 16.8m 9.8%

Over L4W Soft Drinks value growth is  up 15.3% vs PY, Units in growth at 9.8%

Both Take home and Drink now are in  Value  and  Unit growth 

Drink now is in value growth 16.2% which is driven by Water, Sports, and RTD Coffee

Take home is in  value growth 12.3% which is driven by Energy, Sports , Water 



Top 20 Brands in Total Impulse

Source: Nielsen GTC  Total Impulse L12 weeks w.e. 03.10. 2026

Value Units
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£108.9m

£104.9m

£58.2m

£53.0m

£34.5m

£29.9m

£28.5m

£18.3m

£14.9m

£14.6m

£14.4m

£13.7m

£13.7m

£12.6m

£11.3m

£10.3m

£9.1m

£8.9m

£8.4m

£8.1m

MONSTER

RED BULL

COCA-COLA

LUCOZADE

PEPSI ZERO / MAX

VOLVIC

PRIVATE LABEL

FANTA

BOOST

COCA-COLA LIGHT /…

EVIAN

COCA-COLA ZERO /…

HIGHLAND SPRING

DR. PEPPER

IRN BRU

STARBUCKS

YAZOO

RUBICON

OASIS

RIBENA

Sales Value

£19.4
m

£14.9
m

£1.8m

£6.0m

£4.8m

£4.6m

£1.2m

£2.2m

£4.5m

£1.2m

£2.3m

£2.3m

£4.0m

£0.9m

£0.9m

£2.1m

£1.5m

£1.7m

£0.2m

£0.4m

Sales Value 
Chg YA

21.6
%

16.6
%

3.2%

12.8
%
16.3
%
18.3
%

4.4%

13.4
%

43.7
%

9.2%

19.0
%
20.2
%

41.1
%

7.9%

8.8%

25.5
%

20.2
%

23.8
%

2.9%

5.7%

Value % Chg 
YA

56.1m

48.7m

32.1m

31.7m

29.9m

20.3m

18.8m

15.7m

12.1m

9.7m

9.2m

8.8m

8.6m

7.9m

7.4m

7.3m

7.2m

7.0m

6.6m

6.0m

MONSTER

RED BULL

PRIVATE LABEL

LUCOZADE

COCA-COLA

PEPSI ZERO / MAX

VOLVIC

BOOST

FANTA

HIGHLAND SPRING

EVIAN

COCA-COLA LIGHT / DIET…

DR. PEPPER

COCA-COLA ZERO / NO…

RUBICON

RELENTLESS

IRN BRU

RIBENA

BARR

VIMTO

Sales Units

6.6m

3.8m

2.6m

2.8m

-0.4m

2.3m

2.3m

4.2m

1.2m

2.4m

1.0m

0.7m

0.6m

1.0m

1.4m

1.7m

0.0m

1.2m

0.1m

0.6m

Sales Units Chg 
YA

13.4%

8.5%

8.8%

9.9%

-1.2%

12.5%

13.7%

36.0%

11.3%

32.6%

12.0%

8.4%

7.4%

14.9%

24.0%

29.9%

0.0%

20.2%

0.9%

12.0%

Value % Chg 
YA



Independents & Symbols Soft Drinks Performance
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Soft Drinks value growth is 

+10.6%, driven by Drink Now 

(+12.4%) outperforming Take 

Home (+5.7%) 

Drink Now Value growth being 

driven by RTD Coffee and 

Lemonade

Take Home Value growth being 

driven by Sports, RTD Tea and 

Water.

Soft Drinks value growth is in 

growth at +15.0%

, 

Driven by Drink Now (+16.9%), out 

performing Take Home (+9.7%) 

Take Home is seeing value growth 

across all sectors apart from RTD 

Coffee ( - 23.0%)

In Drink Now everything is in value  

growth. When looking at Units only 

RTD Tea is in decline  apart from 

RTD Tea (-0.5%)

Independents & Symbols

Latest 52 wks

Sector Sales TY Sales v LY
Sales v LY 

%
Units TY Units v LY

Units v LY 
%

Energy £1058.7m £153.6m 17.0% 618.3m 67.0m 12.2%

Cola £499.4m £11.4m 2.3% 281.2m -4.0m -1.4%

Water £291.7m £31.0m 11.9% 210.1m 12.3m 6.2%

Flavours £340.4m £11.2m 3.4% 249.9m 0.0m 0.0%

Pure Juice & Juice Drinks £214.1m £17.3m 8.8% 149.0m 9.1m 6.5%

Sports £136.4m £22.1m 19.3% 101.6m 13.3m 15.1%

Dairy £119.3m £9.5m 8.7% 74.0m 3.1m 4.3%

RTD Coffee £58.2m £10.0m 20.7% 32.7m 4.8m 17.1%

Squash £31.5m £1.3m 4.4% 17.0m 0.1m 0.8%

RTD Tea £17.4m -£0.6m -3.4% 10.6m -0.4m -3.4%

Mixers £17.0m -£0.2m -1.0% 11.5m -0.6m -5.1%

Total £2784.1m £266.7m 10.6% 1755.8m 104.8m 6.4%

Independents & Symbols

Latest 12 wks

Sector Sales TY Sales v LY
Sales v LY 

%
Units TY Units v LY

Units v LY 
%

Energy £276.8m £41.1m 17.4% 158.7m 17.2m 12.2%

Cola £130.8m £10.2m 8.4% 73.8m 3.5m 4.9%

Water £86.5m £15.4m 21.7% 61.0m 8.1m 15.4%

Flavours £91.9m £6.3m 7.3% 66.7m 2.7m 4.2%

Pure Juice & Juice Drinks £58.7m £8.4m 16.6% 41.5m 6.2m 17.5%

Sports £40.2m £9.4m 30.6% 29.5m 6.0m 25.5%

Dairy £31.8m £3.2m 11.0% 19.3m 1.0m 5.7%

RTD Coffee £16.7m £3.2m 23.5% 9.4m 1.6m 20.4%

Squash £8.1m £0.7m 10.1% 4.3m 0.3m 6.9%

RTD Tea £4.9m £0.1m 2.6% 3.0m 0.0m 1.4%

Mixers £4.3m £0.2m 4.7% 2.8m 0.0m -1.2%

Total £750.8m £98.1m 15.0% 470.0m 46.6m 11.0%



Independents & Symbols Soft Drinks Performance

Source: Nielsen IQ I&S value and volume in Liters sales L4W w.e. 03.10.2026Return to Summary page
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Over L4W Soft Drinks sales value is in growth at +16.3% driven by Drink Now (+18.7%) outperforming Take Home (+9.3%) 

Drink Now Value growth being driven by Sports and RTD Coffee. 

Take Home Value growth being driven by Sports and Water . The only sector in decline across Value is RTD Coffee (-26.7%)

Independents & Symbols

Latest 4 wks

Sector Sales TY Sales v LY
Sales v LY 

%
Units TY Units v LY

Units v LY 
%

Energy £91.9m £15.3m 19.9% 52.6m 6.4m 13.8%

Cola £41.2m £4.0m 10.6% 23.3m 1.5m 7.0%

Water £23.6m £3.7m 18.8% 16.7m 1.9m 13.0%

Flavours £27.5m £2.3m 9.0% 20.0m 1.0m 5.3%

Pure Juice & Juice Drinks £17.2m £2.3m 15.3% 12.3m 1.8m 16.9%

Sports £12.3m £3.0m 32.1% 9.1m 1.9m 27.1%

Dairy £10.2m £0.9m 10.2% 6.2m 0.3m 4.3%

RTD Coffee £5.4m £1.1m 25.4% 3.0m 0.6m 23.8%

Squash £2.3m £0.1m 7.0% 1.2m 0.0m 3.2%

RTD Tea £1.4m £0.0m 3.0% 0.8m 0.0m 1.5%

Mixers £1.2m £0.0m 4.1% 0.8m 0.0m -3.0%

Total £234.1m £32.8m 16.3% 146.1m 15.4m 11.8%



Top 20 Brands in Indies & Symbols

Source: Nielsen GTC I&S L12 weeks w.e. 03.10.26

Value Volume
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£144.0m

£143.6m

£76.5m

£72.3m

£47.3m

£35.7m

£33.8m

£29.7m

£24.8m

£23.2m

£22.8m

£22.0m

£21.7m

£15.8m

£15.8m

£15.5m

£14.5m

£14.1m

£11.8m

£11.7m

RED BULL

MONSTER

COCA-COLA

LUCOZADE

PEPSI ZERO / MAX

VOLVIC

PRIVATE LABEL

EVIAN

FANTA

HIGHLAND SPRING

COCA-COLA LIGHT / DIET…

COCA-COLA ZERO / NO…

BUXTON

DR. PEPPER

BOOST

STARBUCKS

OASIS

IRN BRU

RIBENA

RUBICON

Sales Value

£19.3
m

£25.2
m

£2.2m

£8.6m

£6.2m

£5.4m

£0.8m

£4.8m

£2.9m

£8.5m

£1.9m

£3.4m

£2.5m

£1.3m

£4.7m

£3.0m

£0.6m

£1.3m

£1.1m

£1.8m

Sales Value Chg 
YA

15.5%

21.3%

3.0%

13.5%

15.1%

17.8%

2.4%

19.3%

13.3%

58.0%

9.0%

18.2%

13.3%

8.9%

41.9%

23.7%

4.1%

9.9%

10.3%

18.4%

Value % Chg YA

72.7m

63.3m

41.2m

37.6m

36.3m

27.2m

22.0m

16.6m

16.4m

15.5m

14.0m

12.8m

12.1m

10.3m

10.3m

9.3m

9.0m

8.7m

8.2m

7.9m

MONSTER

RED BULL

LUCOZADE

COCA-COLA

PRIVATE LABEL

PEPSI ZERO / MAX

VOLVIC

BOOST

EVIAN

FANTA

HIGHLAND SPRING

COCA-COLA LIGHT / DIET…

COCA-COLA ZERO / NO…

DR. PEPPER

BUXTON

RIBENA

RUBICON

IRN BRU

OASIS

RELENTLESS

Sales Units

7.8m

2.1m

4.1m

-1.0m

2.0m

2.8m

2.8m

4.2m

1.5m

1.5m

4.5m

0.7m

1.5m

0.7m

0.6m

1.6m

1.4m

0.1m

0.0m

1.8m

Sales Units Chg 
YA

12.1%

3.4%

10.9%

-2.5%

5.7%

11.6%

14.4%

34.0%

10.2%

10.6%

47.3%

5.7%

14.3%

7.7%

5.7%

21.2%

18.3%

1.7%

0.0%

30.1%

Value % Chg YA



Food Service Market 
Performance



Food Service key headlines

1

2

3

Source: 1 Lumina Intelligence July 2026, July 2026)
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Foodservice Soft Drinks remain under pressure, but On Trade continues to 

outperform

Total Soft Drinks remains in value and volume decline overall, with Education & 

Workplace driving much of the decline. In contrast, On Trade channels are delivering 

stronger growth and supporting category performance.

Education & Workplace continues to weigh on category recovery

Lower workplace and education footfall is impacting Soft Drinks performance, 

offsetting growth seen across several On Trade segments including pubs and 

hotels.

Consumers remain selective with out of home spend

Value remains a key consideration as consumers carefully balance discretionary spending across 

food and drink occasions.
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Soft Drinks Performance in Foodservice MAT

Total Foodservice Soft drinks is in slight value decline. YoY overall with Value in decline / Education and Workplace driving overall decline. Much 

more positive performance in On Trade.

Value Sales Volume Sales

Source: Nielsen IQ Foodservice Value and Unit sales MAT   w.e. 31..07.2026

7729.2m

4918.6m

1566.3m

1110.1m

1001.7m

669.6m

570.9m

1665.4m

485.6m

1179.8m

894.3m

250.9m

Total Foodservice

On Trade

Wet Led Pubs

Food Led Pubs

Hotels

Restuarants

Clubs

Food On The Go

Sandwich & Coffee

Fast Food

Education &
Workplace

Leisure

£ value sales(m)

-
19.9

m
207.1

m

102.0
m

42.4
m

63.5
m

8.7m

-9.5m

-
68.7

m -
32.3

m-
36.4

m-
129.9

m -
28.4

m

£ Chg YOY (m)

-0.3%

4.4%

7.0%

4.0%

6.8%

1.3%

-1.6%

-4.0%

-6.2%

-3.0%

-
12.7

% -
10.2

%

£ Chg YOY (m)

715.1m

480.6m

158.3m

106.9m

102.5m

61.2m

51.6m

144.5m

43.0m

101.6m

62.8m

27.2m

Total Foodservice

On Trade

Wet Led Pubs

Food Led Pubs

Hotels

Restuarants

Clubs

Food On The Go

Sandwich & Coffee

Fast Food

Education &
Workplace

Leisure

Vol sales(m litres)

7.3m

33.9
m

14.4
m

7.5m

9.6m

4.2m

-
1.8m

-
13.1

m
-

6.2m

-
6.9m

-
11.6

m
-

1.9m

Vol Chg YOY (mltr)

1.0%

7.6%

10.0
%

7.5%

10.3
%

7.4%

-
3.3%

-
8.3%

-
12.7

%
-

6.3%
-

15.6
%

-
6.4%

Vol Chg YOY (mltr)
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141.4m

52.7m

21.4m

11.9m

8.9m

5.4m

5.1m

48.0m

12.5m

35.5m

33.2m

7.5m

Total Foodservice

On Trade

Wet Led Pubs

Food Led Pubs

Hotels

Restuarants

Clubs

Food On The Go

Sandwich &
Coffee

Fast Food

Education &
Workplace

Leisure

Vol sales(m litres)

-5.7m

-1.2m

-0.6m

-0.3m

0.1m

-0.1m

-0.3m

-0.7m

-1.5m

0.8m

-3.5m

-0.3m

Vol Chg YOY (mltr)

-4.0%

-2.2%

-2.6%

-2.7%

1.0%

-2.2%

-5.3%

-1.5%

-
12.2%

2.3%

-
10.5%

-4.4%

Vol Chg YOY (mltr)

Soft Drinks Performance in Foodservice September

Value Sales Volume Sales

Total Soft drinks is in both Value and Vol decline. YoY overall with values in decline / Education and Workplace driving overall declines ,Fast Food 

showing a positive performance across Vol and Val

Source: Nielsen IQ Food Service Value and Unit sales  L4W  w.e. 31..07.2026

1641.4m

615.6m

244.0m

141.2m

102.9m

65.3m

62.3m

569.0m

146.8m

422.2m

369.4m

87.5m

Total Foodservice

On Trade

Wet Led Pubs

Food Led Pubs

Hotels

Restuarants

Clubs

Food On The Go

Sandwich & Coffee

Fast Food

Education & Workplace

Leisure

£ value sales(m)

-
86.2m

-
16.9m

-3.4m

-4.2m

-3.9m

-3.5m

-2.0m

-9.2m

-
10.6m

1.4m

-
52.0m

-8.1m

£ Chg YOY (m)

-
5.3%

-
2.8%

-
1.4%

-
3.0%

-
3.8%

-
5.3%

-
3.2%

-
1.6%

-
7.2%

0.3%

-
14.1

%
-

9.2%

£ Chg YOY (m)
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£ Value Sales  L4W

Foodservice Soft Drinks Performance

Volume (L) L4W

In Foodservice, Soft Drinks 

value sales and volume sales 

is in decline MAT..

 

MAT

Draught: +1.9% , £59.4m vs 

PY Value Sales

Packaged: -1.7%, -£79.4 vs 

PY Value Sales

L4W

Draught: +4.0%, +£11.6m vs 

PY. Value Sales

Packaged: -1.0%, -4.3m vs 

PY. Value Sales

Brand - MAT

Coca Cola (+1.5%), Diet Coke 

(+2.8%), Pepsi Max (+10.2%), 

Coke Zero (+9.9%) and R 

Whites (+10.2%).

Source: Nielsen IQ Food Service Value and Unit sales MAT & L4W  w.e. 
31..07.2026

Foodservice Value Volume

Sales Value
Sales Value 
Chg YA

Sales Value % 
Chg YA Sales LITRES

Sales LITRES 
Chg YA

Sales LITRES % 
Chg YA

Total Soft Drinks £7729.2m -£19.9m -0.3% 1555.3m -86.2m -5.3%
Cola £3434.9m £130.3m 3.9% 674.0m -14.6m -2.1%
Juices £1169.0m -£52.4m -4.3% 219.2m -24.7m -10.1%
Flavours & Lemonade £1239.0m -£19.7m -1.6% 273.6m -10.8m -3.8%
Water £577.3m -£43.4m -7.0% 182.5m -16.9m -8.5%
Mixers £490.2m -£17.7m -3.5% 38.8m -5.4m -12.2%
Squash £415.7m -£48.0m -10.3% 111.7m -16.2m -12.6%
Energy £311.5m £16.7m 5.7% 34.4m -0.7m -2.0%
RTD Tea £24.2m -£0.6m -2.3% 5.3m -0.2m -2.9%
Sports £38.0m £1.0m 2.7% 9.8m 0.2m 1.6%
RTD Coffee £16.4m £0.6m 4.1% 3.0m 0.1m 3.0%

£ Value Sales  MAT Volume (L) MAT

Value Volume

Foodservice Sales Value
Sales Value Chg 
YA

Sales Value % 
Chg YA Sales LITRES

Sales LITRES 
Chg YA

Sales LITRES % 
Chg YA

Total Soft Drinks £715.1m £7.3m 1.0% 138.5m -7.8m -5.3%
Cola £319.7m £11.3m 3.7% 60.8m -1.7m -2.8%
Juices £102.7m -£5.6m -5.2% 18.4m -2.6m -12.5%
Flavours & Lemonade £116.3m -£4.1m -3.4% 24.3m -2.4m -9.0%
Water £52.4m £1.3m 2.6% 16.4m 0.3m 2.2%
Mixers £45.5m £0.5m 1.1% 3.5m -0.3m -7.8%
Squash £41.6m £0.6m 1.4% 10.2m -1.3m -11.6%
Energy £28.7m £2.4m 9.0% 3.1m 0.1m 2.9%
RTD Tea £2.3m -£0.1m -2.5% 0.5m 0.0m -2.6%
Sports £3.0m -£0.3m -9.2% 0.8m -0.1m -10.7%
RTD Coffee £1.3m -£0.3m -16.3% 0.3m 0.0m -15.2%
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Fast Food Soft Drinks Performance

£ Value Sales  MAT Volume (L) MAT

£ Value Sales  L4W Volume (L) L4W

In Fast Food, Soft 

Drinks decline across 

value and volume MAT

MAT

Draught: -1.6% 

-£12.9m vs PY.

Packaged: -5.9% 

-£55.8m vs PY.

L4W

Draught: -8.0%

-£5.7m

Packaged: -8.6% 

-£7.4m vs PY.

Brands MAT

Pepsi Max (-3.8%) and 

Coke Zero (+0.9%).

Source: Nielsen IQ Fast Food Value and Unit sales MAT & L4W  w.e. 31..07.2026

Value Volume

Fast Food / QSR Sales Value
Sales Value Chg 
YA

Sales Value % 
Chg YA Sales LITRES

Sales LITRES 
Chg YA

Sales LITRES % 
Chg YA

Total Soft Drinks £1179.8m -£36.4m -3.0% 0.9m 0.0m -2.8%
Cola £624.8m -£13.2m -2.1% 2.7m 0.0m -0.2%
Juices £147.8m -£38.5m -20.7% 0.9m 0.2m 23.9%
Flavours & Lemonade £292.2m £0.1m 0.0% 423.6m 1.4m 0.3%
Water £72.4m £5.4m 8.0% 229.3m -1.8m -0.8%
Mixers £1.3m -£0.7m -34.3% 38.4m -7.3m -15.9%
Squash £3.7m -£1.5m -29.6% 111.9m 5.9m 5.5%
Energy £6.4m -£0.5m -6.7% 32.4m 2.6m 8.8%
RTD Tea £10.9m £0.5m 4.4% 0.3m -0.1m -19.8%
Sports £3.1m £0.3m 10.6% 1.3m -0.9m -40.0%
RTD Coffee £5.4m -£0.2m -2.9% 1.7m -0.1m -7.7%

Value Volume

Fast Food / QSR Sales Value
Sales Value Chg 
YA

Sales Value % 
Chg YA Sales LITRES

Sales LITRES 
Chg YA

Sales LITRES % 
Chg YA

Total Soft Drinks £101.6m -£6.9m -6.3% 37.3m -0.4m -0.9%
Cola £53.4m -£4.1m -7.1% 20.0m -0.7m -3.4%
Juices £12.1m -£2.9m -19.5% 3.2m -0.7m -18.3%
Flavours & Lemonade £23.2m -£4.5m -16.1% 9.2m -0.9m -8.7%
Water £8.6m £3.4m 65.9% 3.8m 1.7m 76.2%
Mixers £0.1m £0.0m -27.3% 0.0m 0.0m -22.5%
Squash £0.3m -£0.1m -25.6% 0.1m 0.0m -33.8%
Energy £0.6m £0.0m -3.6% 0.2m 0.0m -1.3%
RTD Tea £1.1m £0.0m 3.1% 0.3m 0.0m 4.0%
Sports £0.3m £0.0m -5.4% 0.1m 0.0m -2.7%
RTD Coffee £0.5m -£0.1m -14.4% 0.1m 0.0m -14.3%



Top 20 Brands in Foodservice MAT

Source: Nielsen GTC  MAT  w.e. 31.07.26
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Top 20 Brands in Fast Food MAT

Source: Nielsen GTC  MAT  w.e. 31.07.26
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On-Premise Soft Drinks Performance 

£ Value Sales  MAT Volume (L) MAT

£ Value Sales  L4W Volume (L) L4W

In On Premise Soft 

Drinks are in growth 

value and volume. MAT

MAT

Draught: +3.3% 

+£72.9m vs PY.

Packaged: +5.4% 

+£134.2m vs PY.

L4W

Draught: +8.1% 

+£17.2m

Packaged: +7.1% 

+£16.7m vs PY.

Brands MAT

Pepsi Max (+14.3%), 

Coke Zero (+16.7%), 

Diet Coke (+5.2%).

Source: Nielsen IQ On Premise value and Unit sales MAT & L4W  w.e. 31..07..2026

Value Volume

On Prem Sales Value
Sales Value 
Chg YA

Sales Value % 
Chg YA Sales LITRES

Sales LITRES 
Chg YA

Sales LITRES % 
Chg YA

Total Soft Drinks £4918.6m £207.1m 4.4% 598.7m -16.9m -2.8%
Cola £2383.9m £168.3m 7.6% 311.8m -3.1m -1.0%
Juices £518.0m £47.1m 10.0% 51.6m 0.4m 0.8%
Flavours & Lemonade £736.6m £19.1m 2.7% 97.3m -5.0m -4.9%
Water £209.5m £5.5m 2.7% 29.7m -1.5m -4.7%
Mixers £480.5m -£15.2m -3.1% 37.2m -5.0m -11.9%
Squash £366.7m -£35.3m -8.8% 51.8m -2.8m -5.1%
Energy £208.5m £15.2m 7.9% 17.0m -0.1m -0.6%
RTD Tea £3.9m £0.3m 7.8% 0.4m 0.0m 0.1%
Sports £9.1m £1.3m 17.1% 1.7m 0.1m 6.7%
RTD Coffee £1.0m -£0.1m -12.0% 0.1m 0.0m -16.3%

Value Volume

On Prem Sales Value
Sales Value 
Chg YA

Sales Value % 
Chg YA Sales LITRES

Sales LITRES 
Chg YA

Sales LITRES % 
Chg YA

Total Soft Drinks £480.6m £33.9m 7.6% 57.1m -0.2m -0.4%
Cola £230.7m £19.2m 9.1% 29.3m 0.2m 0.5%
Juices £50.8m £4.6m 10.1% 4.8m 0.0m 0.6%
Flavours & Lemonade £75.2m £4.2m 5.9% 9.7m -0.2m -2.1%
Water £21.0m £1.2m 6.1% 2.9m 0.0m -1.3%
Mixers £44.7m £0.9m 2.0% 3.3m -0.2m -6.7%
Squash £37.6m £1.8m 5.1% 5.4m 0.1m 1.4%
Energy £19.3m £2.1m 12.0% 1.5m 0.1m 4.0%
RTD Tea £0.4m £0.0m -1.9% 0.0m 0.0m -8.3%
Sports £0.8m -£0.1m -10.0% 0.1m 0.0m -18.5%
RTD Coffee £0.0m -£0.1m -83.5% 0.0m 0.0m -87.1%
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Top 20 Brands in On Prem MAT

Source: Nielsen GTC MAT w.e. 31.07.26
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