
© 2026 Nielsen Consumer LLC. All Rights Reserved. Confidential and proprietary

February 2026

In partnership with

NIQ Business 
Confidence
Survey



4
col

4
col

2 / 4
col

3
col

3
col

© 2026 Nielsen Consumer LLC. All Rights Reserved.Confidential and proprietary 2

17%

23%

32%

44%
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Surveyed 13th February to 4th March 2026
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41%

54%

Other
Management

Director/Board

CEO

213
businesses 

surveyed

of which

78
are leaders

(5+ sites)

16,000+
venues represented
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Sentiment in October was suppressed by Budget uncertainty, but 
Leaders are now steeled for the challenge ahead

Feb Feb Feb Jul Nov Feb May Aug Nov Feb May Aug Nov Feb May Aug Nov Feb Apr Jun Sep Oct Nov Feb May Sep Nov Feb Jun Oct Jan May Aug Oct Feb Apr Aug Oct Jan May Jul Oct Feb

20142015 2016 2017 2018 2019 2020 2021 2022 2023 2024 2025 2026

Own business 90% 91% 83% 24% 61% 68% 66% 66% 52% 64% 75% 67% 63% 68% 65% 58% 64% 83% 15% 32% 37% 8% 35% 54% 83% 70% 66% 68% 53% 29% 47% 54% 62% 62% 57% 53% 49% 41% 33% 34% 41% 26% 51%

General market 86% 93% 74% 15% 36% 47% 43% 34% 30% 34% 47% 36% 39% 39% 41% 30% 44% 60% 5% 16% 9% 2% 18% 50% 79% 58% 59% 65% 23% 8% 31% 40% 45% 49% 41% 34% 36% 20% 14% 15% 18% 13% 31%
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However, confidence among independents is unmoved
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Q4 2025 brought welcome revenue uplift after the challenge 
of recent years

67%
64%

41% 43%
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53%
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22%
17%

26%

40%

29%
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33%

17%

34%

28%
25%

18%

Q1 2024 Q2 2024 Q3 2024 Q4 2024 Q1 2025 Q2 2025 Q3 2025 Q4 2025

Increased revenue Revenue unchanged Decreased revenue

How would you describe your business’s REVENUE performance over the quarter, compared to the same time last year?
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And this has translated to profit growth – the direction now trending 
back towards an increasingly profitable industry

How would you describe your business’s PROFIT performance over the quarter, compared to the same time last year?

17% 16%

28%
31% 29%

31%
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30%

55%

45% 44%
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20%
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30%

43%

Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4

2023 2024 2024 2024 2024 2025 2025 2025 2025

Decreasing profit
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But profitability performance at year-end is divided by size, with half of Leaders 
growing margins, whilst over half of independents saw no profit at all

How would you describe your business’s profitability performance over the whole year of 2025 compared to 2024?

6%

29%

50%

8%

3%

17%

33%

42%

21%

26%

11%

1%

24%

13%
9%

2% 3% 1%

Single sites 2-4 sites 5+ sites

Profit growth Profit in-line Profit decline Break even Loss making Unviable
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Market uncertainty is a significant dampener to optimism, and while 8% of 
Leaders still feel their business is at risk, overall security has increased again

Is your business at risk of failing in the next year?
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Risk within 1-3 months

Risk within 4-12 months

Unsure
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14%
23%

63%

Shrink estate Maintain estate Increase estate

Shrink estate Maintain estate Increase estate

From this more stable footing, Leaders are looking to grow 

Are you looking to increase the total number of properties you operate from over the next 12 months?
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Avoid filling a slide with text that you 

will read. Instead use images to put 

your audience in the right state of 

mind, bullets to highlight key info, 

and speak to the insights

10

NIQ RSM Hospitality Business Tracker, and ONS

The Hospitality Business Tracker shows that site expansion 
is where real growth is found

3.4%
CPI

throughout 2025

1.6%
Like-for-Like Sites

2025 vs 2024 revenues

4.0%
Total Sites

2025 vs 2024 revenues
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And feelings of lagging competitors fuel this drive for expansion, as 
Leaders seek to broaden their market-leading guest connection

How would you rank yourself over the following business competencies, in comparison to the market?

26%

11%

22%

28%

33%

52%

61%

37%

80%

63%

61%

63%

37%

35%

37%

9%

15%

11%

4%

11%

4%

Expansion

Increasing sales per customer

Increasing footfall

Managing costs

Product offering

Staff engagement and management

Guest satisfaction and engagement

Market leading In line with market Behind market

Source: CGA by NIQ Business leaders Q1 February 2026, sample: 



4
col

4
col

2 / 4
col

3
col

3
col

© 2026 Nielsen Consumer LLC. All Rights Reserved.Confidential and proprietary 12

Expansion plans come alongside a revival in investment intentions, 
with estates at the heart of 2026 spend

In which areas of the business are you planning to make changes to investment over the next year

Market insight

Recruitment

Supply chain

Menu development

Refurbishments

Employee engagement

Staff training

Customer service

Technology

2024 2025 2026
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Looking at 2026 as a whole, what are your biggest business priorities and focuses?

But, while there is intention to invest, there are still trials to overcome
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14%

15%

15%

16%

18%

22%

30%

32%

37%

44%

52%

66%

71%

73%

88%

Sustainability

Compliance with allergen legislation

Disruption caused by strikes

Interest rates

Business debt

Staff shortages

Compliance with EPR legislation

Rental/property costs

Investor confidence

VAT

Energy prices and contracts

Employment Rights Bill compliance

Business rates

Food/drink cost inflation

Increased employment costs

Challenges are wide ranging, but primarily cost led. As 37% are concerned by 
investor confidence, growth plans must be driven by clear strategy

Which of the following challenges are concerns for your business in the next 12 months?

Costs

Workforce

Financing

Compliance
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73%

53%
45% 42%

12%

Reduced in-venue
shift lengths

Eliminated head
office roles

Frozen hiring and
recruitment for

vacant roles

Eliminated in-
venue roles

None of the above

88% have already made workforce reductions over the past year in 
attempts to combat rising staffing costs

Have you taken any of the following actions across your workforce, following increased staffing costs over the past year?
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4% 46% 27% 19% 4%

‘Being understaffed is the new normal’

Agree!
Being understaffed is normal

Disagree!
Being understaffed is not normal

Balancing these staff costs against guest satisfaction will be a key 
challenge for the year ahead
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22

17 17
15

14

7 7

2

Managing
costs

Guest
satisfaction &
engagement

Increasing
footfall

Increasing
sales per
customer

Staff
engagement &
management

Expansion Product
offering

Other

17

While cost are set to receive the greatest operational focus from leaders in 
2026, guest satisfaction and driving footfall are not far behind

Topline priorities:
Allocate these 100 tokens to show how you plan to prioritise your efforts in 2026
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Contact
Reuben Pullan,

Senior Insight Consultant,
Hospitality Operators and Food Team

Reuben.Pullan@nielseniq.com

For more information

Subscribe
to our Newsletter:

NielsenIQ’s Beverage Alcohol 

Industry Newsletter Newsletter QR code

mailto:Reuben.Pullan@Nielseniq.com
https://nielseniq.com/global/en/landing-page/subscribe-to-nielseniqs-beverage-alcohol-industry-newsletter/
https://nielseniq.com/global/en/landing-page/subscribe-to-nielseniqs-beverage-alcohol-industry-newsletter/
https://nielseniq.com/global/en/landing-page/subscribe-to-nielseniqs-beverage-alcohol-industry-newsletter/
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