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FOCUS ON 
Sports & Energy

www.planforprofit.co.uk         @PlanForProfitRetail           @Plan_for_Profit

1.	 Nielsen Discover – Total Soft Drinks (Indies &  
Symbols vs Total Coverage), 52 WE 29/12/2025

2.	 Nielsen S&I Wholesale Channel Projection  
2026-2030

3.	 NIQ RMS data to 01.11.2025. Total Value Sales of all 
NPD launched post WE 29.10.2022

48% of all Sports &  
Energy growth has 
come from Symbols  

& Independents.1

Sports & Energy is 
forecast to drive  

50% of Soft Drinks 
growth by 2030.2

NPD has added  
£580m to the Sports  
& Energy category  

since 2022.3

 
50%

GROWTH
BY 2030

48%
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FOCUS ON 
Sports & Energy

KEY INSIGHTS

Dear Retailer, 

The ‘Focus On’ guides by Plan for Profit are specifically designed for the independent 
retailer. Each guide contains expert product and category insight to help you make the 
most of opportunities in store and meet the needs of your customers.

In this guide, we explore the dynamic Sports & Energy category in Symbols and 
Independents. As the largest category in Soft Drinks, Sports & Energy is forecast to  
drive 50% of total category growth by 2030.

This issue highlights category performance, key opportunities for retailers, must-stock 
bestsellers, and a showcase of our NPD big bets for 2026.

All copies of the Focus On Guides are available to review on the Plan for Profit website 
and app. Visit planforprofit.co.uk or search ‘Plan for Profit’ in your preferred app store.

Mark Langohr
Category Controller

View focus
on guides here

DEDICATED TO THE 
INDEPENDENT RETAILER

www.planforprofit.co.uk         
@PlanForProfitRetail           
@Plan_for_Profit

Visit us & boost your  
profits today!

Also available on the App Store/Google Play

3

1.	 ACS Local Store Report 2025
2.	 Niesen Discover Total Soft Drinks ( Indies & Symbols) – 52 WE 29/12/2025
3.	 NIQ RMS data to 01.11.2025. Total Value Sales of all NPD launched post WE 29.10.2022
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Soft Drinks 
makes up 8% of 
all store sales  

in Convenience.1

Single serve is 
growing faster  

than multipacks  
(+12% vs +4%).2

Sports & Energy is now  
a £1bn+ category.2

Red Bull leads the category 
(£362m), with Monster  
close behind (£350m).2

Single serve dominates 
Sports & Energy, delivering 

95% of category sales.2

Innovation 
is driving 

growth, with 
£580m added 

from NPD 
since 2022.3

95%

NPD
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MARKET OVERVIEW

1.	 Nielsen Discover Soft Drinks (Total Indies & Symbols) – 52 W/E 22nd November 2025
2.	 Nielsen Discover Indies & Symbols (Total Soft Drinks) – 52 W/E 15th January 2026
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Soft Drinks are thriving in 
Symbols and Independents, 

outperforming the total 
market as shoppers 
increasingly turn to 

convenience for on-the-go 
and top-up purchases.

Within Soft Drinks, Sports & Energy is now worth £1.1bn in Symbols and Independents  
and is twice the size of Cola, confirming it as a key driver of today’s market.2

The category is now 
worth £2.5bn, up 
10% vs last year.1

Volumes reached 
1.6bn units, up 5% 

vs last year.1

 +10%  +5%

Market Sales % Change1

Value Value ValueUnits Units Units

Value Sales Per Sector

7.5%

Total Coverage Grocery Symbols &
Independents

1.7%

10%

5%

6.9%

0.6%

Sports & 
Energy

Cola Flavoured
Carbonates

Water Fruit Drinks/
Juice

Squashes 
& Cordials

£1.1bn

£487m

£333m
£265m

£189m

£67m
£30m

All Others

£46m



CATEGORY PERFORMANCE
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1.	 Nielsen Discover Indies & Symbols (Total Soft Drinks) – 52 W/E 15th January 2026

Sports & Energy is the number one value growth driver in Symbols 
and Independents, so getting range, availability and space right can 

unlock significant sales and profit growth.1

Energy makes up the majority 
of Sports & Energy sales, 

highlighting sustained demand 
for functional, high-energy 
drinks, particularly in single 
serve formats that deliver a 

strong rate of sale.1

Sales Value YoY Change

Sports & Energy Annual Sales

Energy

£840m

£222m

Sports & Glucose
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2.	 Kantar Take Home Panel, 52 w/e 07 July 2025
3.	 NIQ RMS data to 01.11.2025. Total Value Sales of all NPD launched post WE 29.10.2022

Brands matter more in 
Sports & Energy than any 
other soft drinks segment, 
so stocking a strong core 
range of best sellers and 

merchandising for visibility 
is key to driving sales.2

Share of Shoppers Only Buying 1 Brand

NPD Sales Contribution Since 2022 | Total GB 

Innovation continues to 
drive growth. Since 2022, 

Sports & Energy has 
delivered more NPD sales 
than any other Soft Drinks 

segment, with new flavours 
attracting shoppers into  

the category.3





CATEGORY PERFORMANCE

1.	 ED Shopper Value Sensor and Appinio Research 2022 – 2024
2.	 Nielsen IQ GB Total Market, Independents & Symbols, 52 week value & volume w/e 27/12/25

Flavour is key to expanding Energy’s appeal. Retailers can recruit 
new shoppers by stocking the latest NPD and staying ahead of 

emerging flavour trends.

Sports is outpacing total Soft Drinks, delivering stronger growth in both value and volume  
and highlighting rising shopper demand for functional hydration in convenience.2

Sports is being driven by both 500ml and 
750ml formats, with each serving different 

consumption occasions and shopper needs.2

Sport 500ml 
+8.3% (+£8.2m)

Value

Volume

Sport 750ml 
+414% (+£5.4m)

Flavoured

59%

35%

6%

Both Non-Flavoured

Non Energy Drink Buyers
% That Would Consider1

Symbols & Independents Performance

Shopper Numbers 2022 vs 20241
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10.0%

5.0%

13.1% 12.8%

9.9%10.1%

Total Soft Drinks Total Sports Sports Drink Now
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WINNING IN ENERGY

1.	 Energy Audience U&A, April/May 2025. Total UK base 1035, Recent (238)

RECRUIT

New, younger consumers 
are entering the category, 
traditional energy remains 
king, but zero is growing 

in importance.

We have a clear 
understanding of the shifting 

consumer and shopper 
behaviours reshaping the 

energy category.

REPEAT

Energy consumption  
is becoming more  

frequent as the range of 
occasions increases.

RETAIN

Offering the shopper 
choice, innovation and 

value is important.

47% of Energy 
shoppers want 
range and are  

3x more likely to 
buy with NPD.

34% wouldn’t buy a drink  
if their preferred Energy 
brand wasn’t available.

57% of Energy 
shoppers look 
for promotions 

in store.

32% of 
consumers 

are new to the 
Energy category 

(16–24s lead).

74% of consumers’ first 
Energy purchase is 
Traditional Energy.

44% of recent drinkers 
are entering the category 

through Zero Sugar.

79% of consumers 
drink Energy 

weekly or more 
often; 28% drink 
4x+ per week.

+6% increase in Energy 
consumption frequency vs 

2022, driven by new shoppers.

4 occasions on average drive 
Energy consumption.

Buy 2
for £

74% 
 

+6%
INCREASE
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CORE VS NPD

NPD is essential for 
growth, generating £73m 

last year and driving 
35% of total soft drinks 

category growth.1

However, the core 
remains critical, with 

£133m in growth from 
the top 5 brands.1

Brought to you by: Plan for Profit 13
1.	 Nielsen S&I Wholesale Channel Analysis 52w to Oct 2025

Balance is key. Create space for 
innovation and newness while protecting 
the core ranges that underpin success.

Sports & Energy New Product Launches 2026

Lucozade Grafruitti
Zero PMP

Available: April 2026

Monster Viking Berry  
500ml PMP

Available: February 2026

CELSIUS Energy PMP
Available: January 2026

35%
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BEST SELLERS
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Lucozade Energy
Original

500ml

Monster
Pipeline Punch

500ml

Red Bull 
Original

250ml

Red Bull
Original 

4 x 250ml

Lucozade Sport
Orange

500ml

Red Bull 
Original

473ml

Lucozade Energy
Orange

900ml

Monster
Ultra Zero

500ml

Red Bull
Original 

355ml

Monster
Original

4 x 500ml

Lucozade Sport
Raspberry

500ml

Monster 
Original

500ml

Lucozade Sport
Orange

4 x 500ml

Lucozade Energy
Orange

500ml

Monster
Mango Loco

500ml
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1.	 SmartView Convenience Value & Volume 52week MAT to January 2026



169


