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Pop Culture: The Growth
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Sparkling Water boomed in 2022, growing 17%
versus 2020. As consumers mereasingly look for Ay
health-focused beverages, is the sparkling |
beverage trend here to stay?
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*Sparkling Beverages = Sparkling Water + Sparkling Juice + Seltzer Water

Gen Z drives growth across total sparkling & carbonated beverages
Room for Sparkling Juice and Seltzer to grow Gen Z units towards carbonated beverage benchmarks

% Cont to Growth — Sparkling* & Carbonated Beverage Category Growth
Sparkling Beverages™ Unit % Growth vs YA
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SPARKLING JUICE SPARKLING WATER SELTZER WATER ENERGY BEVERAGES SOFT DRINKS
Source: NielsenlQ Panel On Demand Omnishopper | US OSH - NDH Synd Full View - 444 5 yr | L52 w/e 10/05/24

Winning sparkling beverage brands capitalize on Gen Z values & shopping behaviors
Drive incrementality through Tik Tik Shop and stackable ESG attributes

Value #1: Gen Z is Digital First Value #2: Sense of identity with social causes

Tik Tok Shop Sales Growing ESG Claims — Unit % Chg 2YA
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reviews via influencer
and peer posts as an
important factor while
shopping. Appeal to
Gen Z authenticity
with Tik Tok
engagement, like these
sparkling beverage
brands do:

those with 2+ sustainability m eﬂth

attributes saw a 2.5x HOUNTAIN WATER
higher sales lift. Inspire
future Gen Z purchases
with attributes they are
spending on, such as these
sparkling beverage brands:

Source: NielsenlQ Omnisales | Syndicated US for Manufacturers | L52 w/e 10/26/24; NIQ SpendZ Report
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Reach out to your NIQ representative to learn about how
NIQ Panel on Demand can illuminate generational
insights for your category and brand!

Scan the QR code for more
beverage related insights

Share your
with us here!
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https://survey-qr-app.azurewebsites.net/survey?vertical=Manufacturers&country=united%20states&client_id=fb7e0bff-5315-4bc2-9f74-921f32140f74&client=Multi%20Client%20%28United%20States%29&source=CPS%2BRMS&delivery=NIQ%20SnapView%20-%20Beverages%20-%20December&ppttype=Thought%20Leadership%20Custom&pptdate=2024-11-25&lang=English&smt_project_id=3314&executive=claire.mollenkopf&executive2=Dana.Chamberlin
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