Snap View

Beverage catec
winners: what’
driving Omni g

In a competitive and shrink
space, growing categories reé
consumers are Omni shoppers,
developed In-Store and Onh
strategies for capturing consu

In-Store occasions sitill

Beverage units are The number of Beverage outnumber online
down UPCs selling in brick &

0 mortar stores fell 1 3 : 1
'1 . 3 A‘) 0 : :
-3 _ 7 A) But online occasions are

in L52W in Total Omni increasing

Channel. in L52W.
+19%

An Omni approach to growth wins: develop a strategy Online and In-Store

Energy Beverages, Coconut Water, Seltzer, & Kombucha realize Omni growth by growing units in both channels
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A/O Beverage Categories = All Other Categories + Sparkling Water + Smoothies (Beverages) + Lemonade + Value Add Water + Water + Tea + Soft Drinks + Fruit/Veg Juice & Drink + Sports Drinks

Winning categories get retained buyers to buy more In-Store; new buying
households and retained buyers are greatest sources of Online growth
Entice retained buyers to buy more In-Store through impulse buys; subscriptions can increase online purchases
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*Auto-Ship categories: Energy Beverages = Energy Drinks + Shots; Coconut Water = Kombucha + Coconut Water; Seltzer $ Tonic Waters/Club Soda = Sparkling Water; Kombucha = Kombucha + Coconut Water

Key Takeaways ‘

Reach out to your NIQ representative to hear more about our
Omnishopper, Omnisales, and Omnichannel Shopping
Fundamentals solutions.

Scan the QR code for more
beverage related insights
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NIQ BASES Omnichannel Shopping Fundamentals (Fall 2023) survey dataset
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