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Licensed & Tobacco Category Guide 2026/27
This guide is a quick and easy 
tool which identifies core 
range products and bestsellers, 
supporting Independent  
Retailers to maximise sales  
and profit in store.

Core Range Process
The dedication of the Plan for Profit team lies in developing 
a core range, guided by unbiased, channel-specific, and  
data-driven decisions, to assist Independent Retailers in 
optimising their retail space and maximising sales potential.

We use SmartView Convenience, the most representative  
EPOS data for Symbols & Independents, along with insights 
from industry experts such as NielsenIQ, Circana, and Lumina. 
We also use sales and trend data from suppliers and Unitas 
Wholesalers to provide our range recommendations.

Callum Atkinson
Category Coordinator

Understanding the guide

Vaping & Reduced Risk guidance is online only due to  
legislation changes and fast-moving products. Scan for the latest  
recommendations and Tobacco and Vapes Bill updates.

These products have 
been newly added to 
the core range.

Products marked with these 
icons are region-specific. Visit 
the Plan for Profit Website and 
App for regional planograms 
and range information.

This product is a price 
marked pack (PMP).

Product information.

NEW

BEST

PMP

Black Storm

1x500ml

Cider 7.5%

This symbol means either of 
these products can be stocked.

This product is a best  
seller (BEST).

Product imagery.

VAPING & REDUCED RISK GUIDANCE

www.planforprofit.co.uk               @PlanForProfitRetail               @Plan_for_Profit

Scan for vaping guidance!
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1
Understand� 

your shoppers
This understanding 

will help stages 
2 and 3.

2 3
Choose the 
right range

See what products 
work best for  

your shoppers.

Stock your 
shelves right

Use our planograms 
to achieve  

maximum impact.

See our family of  
core range guides.

2025/26

Maximise profit from your selling 

space with data driven insight

Best Sellers    |    New Products    |    Planograms    |    Region Specific

Grocery

Non-Food

CATEGORY GUIDEgrocery 
   & non-food

Best Sellers    |    New Products    |    Planograms    |    Region Specific

CATEGORY GUIDE 
2026/27

Maximise profit from your selling  
space with data driven insight
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WINNING WITH LICENSED & TOBACCO

Sources:
1.	 SmartView Convenience 52week Value Sales to March 2026
2.	 Kantar Worldpanel, Total Coverage, 52 w/e 30.11.2025
3.	 Lumina Convenience Tracking Program 2025  

*Regulations may apply in Scotland - See Licensing (Scotland) Act 2005

Back Growth Areas: 
Single-serve formats are driving

the growth in Licensed.1

ARTD shoppers  
are increasing. 

Give ARTDs their  
own sign-posted 
chiller section to 

capture demand.2

Position 5cls near 
the till to add 

£2-3 per basket.

FOUR WAYS TO MAXIMISE AND PROTECT THESE CATEGORIES

Alcohol, Tobacco, and  
Reduced-Risk categories 

account for 35% of Symbols 
and Independents sales, but 

remain in decline due to  
ongoing price competition,  

rising alcohol duty, the impact 
of the disposable vape ban,  

and changing consumer 
behaviour, including moderation 

and reduced consumption.1

Get the Core Right:

...from just 2% 
of all category 

SKUs available.1 

61% of  
category sales.161%

Value Sales % Share1

1 2

4

5%

Spirits

£1.4b
-6%

6%

Beer, Lager & Cider

£2.2b
-6%

Our Core Range delivers:

Use our planograms
to maximise space and 
shopper satisfaction.

ARTD 

GIVE ARTDs 
OWN  

CHILLER 
SECTION

+21% +14%

2% 
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WINNING WITH LICENSED & TOBACCO

Highlight Value: 

58% of alcohol  
is purchased 

on promotion.3 

Sources:
1.	 SmartView Convenience 52week Value Sales to March 2026
2.	 Kantar Worldpanel, Total Coverage, 52 w/e 30.11.2025
3.	 Lumina Convenience Tracking Program 2025  

*Regulations may apply in Scotland - See Licensing (Scotland) Act 2005

Brought to you by: Plan for Profit 5

Stay Compliant:Back Growth Areas: 
1 Oct 2026 UK Vaping Products  

Duty takes effect.

1 Jan 2027  
Generational tobacco  

sales ban & retailer 
licensing regime 

expected to begin.

Scan the QR code 
for the latest  

legislation updates 
on Plan for Profit.

FOUR WAYS TO MAXIMISE AND PROTECT THESE CATEGORIES

Wine

3%

Tobacco & Reduced Risk

21%

£7b 
-11%

Value Sales % Share1

3 4

£1b 
-6%

Spirits

£1.4b
-6%

PMP demand is  
up, with 5% more 

shoppers choosing 
them in 2025.3

Prioritise PMPs and 
run promotions with 
eye-catching POS to  

drive sales.*

+VAT

5%

ARTD 

£350m
+21%
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1

FOUR SIMPLE STEPS TO 
MERCHANDISE YOUR FIXTURE

Clear Range & Pricing
Shoppers use major brands 
and shapes to navigate the 
fixture. Keep products from 
the same brand together for  

each type of product & ensure 
pricing is clearly displayed.

Focus on Top Sellers
Place the best-selling items  
at eye level for maximum 
visibility. Give them extra 

space on fixture to maximise  
availability, sales, and 
shopper satisfaction.

CLEARLY DISPLAY PRICES

£ £ £

GROUP BRANDS TOGETHER

2

BEST-SELLING ITEMS AT EYE LEVEL

*Regulations may apply in Scotland - See Licensing (Scotland) Act 2005

£ £ £
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FOUR SIMPLE STEPS TO 
MERCHANDISE YOUR FIXTURE

Fair Share of Space
Maximise sales by allocating

 space to each category and its 
brands based on their sales  
performance, ensuring the 

fixture is optimally organised.

Maximise Secondary Space
Secondary space is key to promoting 
alcohol for major music and sporting 

events, as well as everyday occasions 
like meal for tonight.*

Included in this guide are Core Range planograms. We also provide  
planograms for small, medium & large stores, tailored for different regions.  
All are accessible through the Plan for Profit website and app.

3

4
GROUP CATEGORIES TOGETHER

USE SECONDARY SPACE

PROMOTE ALCOHOL OCCASIONS

7
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39%

24%

22%

4%
4%

3%

BEER, LAGER 
& CIDER
Beer & Lager Category Breakdown1

Premium

World

Standard

Super Strength 

Value

Stout

Ale & Bitter

Craft & Speciality

Alcohol Free

Cider Category Breakdown1

Sources:
1.	 Circana, Symbols & Independents, Volume Sales, 52w to 27/12/2025
2.	 Molson Coors Projection 2025
3.	 Circana, Symbols & Independents, Value & Volume Sales, 52w to 27/12/2025
4.	 Worldpanel, Beer & Cider Penetration % by Segment, 52w to 28/12/2025 

Best Sellers:

Allocate 33% 
of the chiller to 

World Beer.

World Beer  
continues to lead 

Beer & Cider growth 
across Symbols  

and Independents.

This is on track to 
become the No.1 

segment within the 
next few years.2

World Beer 

Value

Standard Apple & Pear

Premium Apple & Pear

Premium Flavoured

Standard Flavoured

Super Premium

Alcohol Free

35%

20%

19%

1% 1%

11%

9%
5%

1%

See pages 10-13 for the full fixture plans.

Delivering £17m  
of growth in 2025,  

more than any  
other category.3

*Regulations may apply in Scotland - See Licensing (Scotland) Act 2005

Purchased by 32% of UK 
households, the highest 

in the category.4

2%
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Mainstream Lager

High-ABV 500ml single 
cans are a key driver  

of cider sales.3

Protect space and availability  
for Knights and Black Storm 

500ml cans to maximise sales.

Value Cider

Accounting for 6 of the top 12  
best-selling SKUs.3

Knights and Black 
Storm deliver  

almost 25% of total 
cider volume.3

Knights is the 
leading growth 
driver, adding 

£10m last year.3

A core pillar  
of Beer and 

Cider in Symbols 
and Independents,  
ranking as the 3rd 
largest segment.3

Experiencing the heaviest decline 
(-£19m), signalling a clear shopper 

shift towards Premium Lager 
and World Beer.3

CONSOLIDATE YOUR 
MAINSTREAM 
RANGE AND FOCUS ON 

PREMIUM  
LAGER AND
WORLD BEER 
TO DRIVE  

GROWTH
Focus on best-selling 

SKUs and strengthen core 
brand visibility in-store.

25%

MOVE TO
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2.5m x 5 Shelf

BEER, LAGER & CIDER
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Core Range Extended Range NPD
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BEER, LAGER & CIDER

2.5m x 5 Shelf
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Core Range Extended Range NPD



Drink Cruzcampo® Responsibly. 
Brewed in the UK.

Source: *Kantar Worldpanel Purchase 
Panel, Total Beer, 1 year continuous 
panel, 52 w/e 25 Jan 2026
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Drink Cruzcampo® Responsibly. 
Brewed in the UK.

Source: *Kantar Worldpanel Purchase 
Panel, Total Beer, 1 year continuous 
panel, 52 w/e 25 Jan 2026

Desperados

1x650ml

Tequilia Beer 
5.9%

Birra Moretti

1x660ml

Beer 
4.6%

Corona

1x620ml

Extra 
4.5%

Peroni

1x620ml

Nastro Azzurro 
5.0%

Stella Artois

1x660ml

Lager 
4.6%

Newcastle

1x550ml

Brown Ale
4.7%

Madri

1x660ml

Excepcional 
4.6%

Budweiser

1x660ml

Lager
4.5%

Peroni

4x330ml

Nastro Azzurro
5.0%

Budweiser

4x300ml

Lager 
4.5%

Corona

4x330ml

Extra 
4.5%

Desperados

3x330ml

Tequilia Beer 
5.9%

Heineken

4x330ml

Alcohol Free 
0.0%

Birra Moretti

4x440ml

Beer 
4.6%

Low & No is the fastest growing  
category in Lager, Beer & Cider,  

up 24% vs last year.

24%
VS LAST
YEAR
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TURN FOOTBALL
MOMENTS INTO 

BACK THE
WINNING STANDARD

LAGER BRAND*

*Nielsen IQ RMS Total coverage, biggest positive contributor to standard lager category adding £11M RSV. 
Standard Lager Carlsberg Britvic defined, Carlsberg pilsner, Value Sales 52 WE 03/01/26.
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TURN FOOTBALL
MOMENTS INTO 

BACK THE
WINNING STANDARD

LAGER BRAND*

*Nielsen IQ RMS Total coverage, biggest positive contributor to standard lager category adding £11M RSV. 
Standard Lager Carlsberg Britvic defined, Carlsberg pilsner, Value Sales 52 WE 03/01/26. Brought to you by: Plan for Profit

Peroni

4x440ml

Nastro Azzurro 
5.1%

Budweiser

4x440ml

Lager 
4.5%

Heineken

4x440ml

Beer
5.0%

Kronenbourg

4x440ml

1664 Biere 
4.6%

Stella Artois

4x440ml

Lager
4.6%

Carling

4x440ml

Lager
4.0%

Carlsberg

4x440ml

Danish Pilsner
3.4%

Foster’s

4x440ml

Lager
3.4%

SKOL

4x440ml

Lager
2.8%

John Smith’s

4x440ml

Extra Smooth
3.4%

Desperados

4x440ml

Tequilia Beer
5.9%

Madri

4x440ml

Excepcional 
4.6%

68% of beer &  
cider occasions 

include food. 
Cross-merchandise 

with meals  
and snacks to  

drive sales.

Scan to explore Focus On  
Category Guides and grow your  

sales with Plan for Profit.

Kantar Alcovision, 31st March 2024
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CARLING BLACK LABEL
WHAT YOU NEED TO KNOW

WHAT IS CARLING BLACK LABEL

WHERE WILL YOU FIND IT

WHY WE ARE LAUNCHING IT

4.7% full flavoured lager which offers 
a stronger drinking experience.

New lager reviving iconic name 
and heritage.

Disrupt the premium  
mainstream category.

Brings new news and innovation  
to a stagnant category.

Brings these shoppers into the 
Carling trade mark.

Shoppers want stronger, premium 
lager to enjoy at home.

Off trade only SKU.

Carling Black Label_Promo_A4   1Carling Black Label_Promo_A4   1 25/03/2026   15:2425/03/2026   15:24
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CARLING BLACK LABEL
WHAT YOU NEED TO KNOW

WHAT IS CARLING BLACK LABEL

WHERE WILL YOU FIND IT

WHY WE ARE LAUNCHING IT

4.7% full flavoured lager which offers 
a stronger drinking experience.

New lager reviving iconic name 
and heritage.

Disrupt the premium  
mainstream category.

Brings new news and innovation  
to a stagnant category.

Brings these shoppers into the 
Carling trade mark.

Shoppers want stronger, premium 
lager to enjoy at home.

Off trade only SKU.

Carling Black Label_Promo_A4   1Carling Black Label_Promo_A4   1 25/03/2026   15:2425/03/2026   15:24

Tennent’s

4x500ml

Lager
4.0%

Carlsberg

4x500ml

Special Brew 
7.5%

SKOL

4x500ml

Super
8.0%

Tennent’s

4x500ml

Super 
7.5%

Cruzcampo

4x568ml

Lager 
4.4%

Red Stripe

4x568ml

Lager 
4.7%

San Miguel

4x568ml

Especial 
5.0%

Budweiser

4x568ml

Lager
4.5%

Guinness

4x440ml

Draught
4.2%

McEwan’s

4x500ml

Export
4.5%

San Miguel

4x500ml

Especial 
5.0%

Tyskie

4x500ml

Gronie 
5.0%

Zubr

4x500ml

Lager 
6.0%

Holsten

4x500ml

Pils 
5.0%

Premium categories 
now drive over  

60% of Lager, Beer  
& Cider sales.  

Allocate more space 
to premium lines to 

maximise value.

Circana - Geography: Symbols & Independents GB Time: 52 w/e 27 Dec, 
2025 Measure: Value Sales

60%
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UK’s No.1
Traditional Premium Ale*

UK’s No.1
+5.0% ABV Ale*

Both available in 8x500ml packs

ALES
Award-winning
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UK’s No.1
Traditional Premium Ale*

UK’s No.1
+5.0% ABV Ale*

Both available in 8x500ml packs

ALES
Award-winning

Coors

4x568ml

Beer
3.4%

Carling

4x568ml

Lager 
4.0%

Foster’s

10x440ml

Lager
3.4%

Tennent’s

12x440ml

Lager
4.0%

Heineken

4x568ml

Beer 
5.0%

Carlsberg

4x568ml

Export
4.8%

Kronenbourg

4x568ml

1664 Biere 
4.6%

Carlsberg

4x568ml

Danish Pilsner 
3.4%

Tennent’s

4x568ml

Lager 
4.0%

Budweiser

10x440ml

Lager
4.5%

Stella Artois

10x440ml

Lager
4.6%

Carling

10x440ml

Lager
4.0%

Stella Artois

4x568ml

Lager 
4.6%

Foster’s

4x568ml

Lager 
3.4%

Brought to you by: Plan for Profit

Scan to discover new products 
to drive sales in your store.
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Enjoy Inch’s responsibly

*Nielsen, Full Year 2025
**Nielsen Value Sales Growth, Full Year 2025 vs 2023

The Really  Good Cider.

Pick from our 
really apple-y 
ciders.

Premium apple cider
is the 2nd largest

segment in total cider
(£195m mat)*

Inch’s Medium
is the fastest

growing Cider in
the Off Trade**

NEW
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Henry Westons

1x500ml

Vintage
8.2%

Kopparberg

1x500ml

Strawberry & Lime
4.0%

K

1x500ml

Cider 
7.5%

Knights

1x500ml

Cider 
8.4%

Black Storm

1x500ml

Cider 
7.5%

Thatchers

4x440ml

Blood Orange
4.0%

Thatchers

4x440ml

Haze
4.5%

Inch’s

4x440ml

Cider
4.5%

Strongbow

4x440ml

Original 
4.5%

Strongbow

4x440ml

Dark Fruit 
4.0%

Scrumpy Jacks

4x500ml

English Cider 
6.0%

Thatchers

4x500ml

Gold 
4.8%

Premium cider  
segments added  

£14m growth - 
 prioritise premium 
lines to drive value.

Impulse, Symbols & Independents market NielseniQ 52w/e 27.12.25

Circana - Geography: Symbols & Independents GB Time: 52 w/e 27 Dec

Singles drive 
nearly half of 
Cider value

 - a must-stock  
format to capture 

impulse sales.

+£14m
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Enjoy Inch’s responsibly

*Nielsen, Full Year 2025
**Nielsen Value Sales Growth, Full Year 2025 vs 2023

The Really  Good Cider.

Pick from our 
really apple-y 
ciders.

Premium apple cider
is the 2nd largest

segment in total cider
(£195m mat)*

Inch’s Medium
is the fastest

growing Cider in
the Off Trade**

NEW
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Crumpton Oaks

1x2.5L

Cider 
5.0%

Frosty Jack’s

1x2.5L

Cider 
7.5%

Strongbow

10x440ml

Original
4.5%

Strongbow

10x440ml

Dark Fruit
4.0%

REFRESH YOUR
CIDER SALES

REFRESH YOUR
CIDER SALES

Discover a range of white
and everyday ciders that
come in convenient PET

bottles and cans, o�ering
top-notch taste without

the premium price.

Black Storm is the
#2 Cider Brand

Source: Smartview Convenience Volume
Sales 52w MAT TY to 22.03.26

C

M

Y

CM

MY

CY

CMY

K

Unitas Black Storm Core Range Guide 2026 PRINT.pdf   9   19/05/2026   11:51

Strongbow

4x568ml

Original
4.5%

Strongbow

4x568ml

Dark Fruit
4.0%

Strongbow

1x2L

Original 
4.5%

Magners

4x500ml

Original 
4.5%
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REFRESH YOUR
CIDER SALES

REFRESH YOUR
CIDER SALES

Discover a range of white
and everyday ciders that
come in convenient PET

bottles and cans, o�ering
top-notch taste without

the premium price.

Black Storm is the
#2 Cider Brand

Source: Smartview Convenience Volume
Sales 52w MAT TY to 22.03.26

C

M

Y

CM

MY

CY

CMY

K

Unitas Black Storm Core Range Guide 2026 PRINT.pdf   9   19/05/2026   11:51
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ARTD 

Category Share by Volume (LY)1

Key Facts

•	 Spirit Mixers are the largest 
ARTD segment, adding £11m 
in sales growth.1 

•	 30% of households now  
buy ARTDs, up +3.5% year  
on year.2 

•	 58% of ARTDs are  
consumed within three  
hours of purchase.3

Sources:
1.	 SmartView Convenience Unit Sales, 52w to 25/01/2026
2.	 Kantar Worldpanel | Total Coverage | 52w to 30/01/2026
3.	 Kantar Alcovision, On & Off Trade, February 2026
4.	 SmartView Convenience Value Sales, 52w to 25/01/2026

ARTD Powers Growth

Mid to high-strength 
ARTDs surged +67%, 
powering +20% ARTD 

value growth while total 
alcohol declined -4%.4Spirit Mixers Alcopops Cocktails

54%39%

7%

Maximise flavour 
choice. Variety  

attracts new 
shoppers and  

repeat purchase.

Prioritise cans as they account for  
the majority of category value.

ARTD is the only alcohol category 
 to deliver growth over the past year,  

adding £56m in sales.4

*Regulations may apply in Scotland - See Licensing (Scotland) Act 2005

+£56m

+
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Young, Social &  
Occasion-Focused

Brands

51% of ARTD 
shoppers are 

aged 18 to 35.3

72% of Gen Z  
buy for same  

day consumption.3

Trends change rapidly,  
scan the QR code for the latest 

NPD on Plan for Profit.

BuzzBallz is now the No.2 
ARTD brand, delivering £38m 
in growth and accounting for  

68% of category growth.4

2.9% 
RISE

Dragon Soop, AU Vodka  
and Hooch Soopa added £28m, 

with £16m from NPD.4

60% of ARTD  
purchases are  

made on impulse, 
visibility and ease of 

shop are crucial.3

Make ARTDs  
unmissable 

through 
signposted 

chiller space 
and event-led 

secondary 
sitings.

For social occasions, ARTD is far  
more likely to be chosen than all  

other alcohol categories.3

68%
CATEGORY
GROWTH

Big Night Out
133% more likely

BBQs and Picnics
106% more likely

60% 

51% 
35 

Check the 
Plan for Profit 
website for the  

latest NPDs.

SIGNPOSTED SPACE
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Smirnoff

70cl

Ice
4.0%

WKD

4x275ml

Blue
3.4%

BuzzBallz

200ml

Strawberry ’Rita 
13.5%

WKD

70cl

Blue
3.4%

BuzzBallz

200ml

Lime ’Rita
13.5%

BuzzBallz

200ml

Choc Tease
13.5%

BuzzBallz

200ml

Berry Cherry Limeade 
13.5%

Dragon Soop

500ml

Dark Fruit Punch 
7.5%

Dragon Soop

500ml

Strawberry & Lime
7.5%

Four Loko

440ml

Tropical 
8.4%

Four Loko

440ml

White 
8.4%

NPD accounts for £17.50  
of every £100 spent on ARTDs.  

Trial new products to drive growth. 

9 in 10 shoppers 
stick to the same 

pack format - stock 
multiple formats.

Crow Flies Qualitative Groups 
2024/ RetailerX 52we 4.1.26

NIQ Scantrack| Total Coverage | NPD Analysis | Value Sale | MAT 14.06.25

Scan to 
explore.
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AU

330ml

Blue Raspberry 
5.0%

AU

330ml

Cherryade 
5.0%

Captain Morgan

250ml

Spiced & Pepsi MAX
5.0%

 

Scan here to visit 
our Plan for Profit

website

Impulse 2026/27 
Category Guide
Available Now!

12

Cadbury

5 Pack

Twirl

Cadbury

4 Pack

Wispa

Cadbury

4 Pack

Boost

Cadbury

4 Pack

Double Decker

Cadbury

4 Pack

Crunchie

Dairy Milk

4 Pack

Chocolate

Dairy Milk

4 Pack

Caramel

Mars

3 Pack

Chocolate

Twix

3 Pack

Chocolate

KitKat

4 Pack

Chunky

Kinder

8 Pack

Chocolate

Maltesers

110g

Box

Ferrero Rocher

200g

Pralines

Lumina Convenience Tracking Program 52w Jun 2024

Brand is the No.1  

factor in confectionery 

purchase decisions. 

Effective point-of-sale 

is key to making 

brands stand out.

Snickers
Chocolate

3 Pack

Unitas_CoreRange_Impulse_FNL_Print_AW_TOSEND.indd   12

Unitas_CoreRange_Impulse_FNL_Print_AW_TOSEND.indd   12

17/02/2025   13:00
17/02/2025   13:00
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Terry’s

157g

Chocolate Orange

Celebrations

185g

Selection

Cadbury

290g

Heroes

Lindt

200g

Lindor Truffles

Cadbury

360g

Milk Tray

Nestlé

160g

Dairy Box

Seasonal sales 

surged by +21%, 

fueled by Easter’s 

strong performance 

in 2024, driven  

by core gifting,  

sharing formats,  

and novelty lines.

Nielsen Indies & Symbols, Total Confect, Value, YTD Aug 2024 vs. YA

+21%

Unitas_CoreRange_Impulse_FNL_Print_AW_TOSEND.indd   13

Unitas_CoreRange_Impulse_FNL_Print_AW_TOSEND.indd   13

17/02/2025   13:00
17/02/2025   13:00

Best Sellers    |    New Products    |    Planograms    |    Region Specific

CATEGORY GUIDE 
2026/27

Maximise profit from your selling  
space with data driven insight

In DepotApp GuidesWeb In Store

Gordon’s

250ml

Pink Gin & Tonic
5.0%

Jack Daniel’s

330ml

& Coca-Cola
5.0%

Smirnoff

250ml

& Cola 
5.0%

Gordon’s

250ml

Gin & Tonic
5.0%

AU

330ml

Black Grape
5.0%
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NEW

Casillero Del Diablo Jammy Red Devil
Available: Now

Jammy Red Wine Category worth £120m*. 33% 
of Casillero buyers already buy Jammy wines**. 
Casillero commands a higher ASP providing 
a trade up opportunity within the Jammy 
category. Casillero Jammy Devil is a superior, 
sophisticated sweet red wine offering that gives 
consumers the reassurance of Casillero quality. 

Media/investment details: Paid social media 
leveraging our Manchester United Partnership. 

Carling Black Label
Available: Now

Introducing Carling Black Label - a bold, new, 
full-flavoured 4.7% Lager from the UK’s most 
valuable Lager brand. Made in Burton Upon 
Trent, using only British Barley. Available in 
10x440ml and 4x568ml PMP.

Echo Falls Blue Raspberry
Available: Now 

After selling out in the first week of launch, 
Blue Raspberry is back! Stock up on the viral 
sensation from the No 1 Fruit Fusion brand*  
in the UK. Inspired by the bestselling vape  
flavour, this product has been flying off 
the shelf! 

Media/investment details: £100k media 
investment in C&C.
 
*System 1: Brand Equity Wave 8 June 2025, Nielsen MAT to 04.10.25

NEW PRODUCT LAUNCHES 2026

CGA Data P07 2025. Circana Data to 9th August 2025, Total Off Trade

WKD RTD Cocktails 330ml
Available: Now

At-home pre-drinking is growing as consumers 
seek affordable, social ways to recreate  
nights out, with demand rising for newness &  
serve variation. WKD offers true category  
differentiation through uniquely bold, iconic 
brand serves. Made famous in the on-trade - 
these bartender-inspired flavours are well-loved  
and established to the cocktail audience.  

Media/investment details: Supported by social 
media and local digital activation. *Nielsen L52wks data to 18.04.2026. **NIQ Panel on demand 22.02.2025
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NEW PRODUCT LAUNCHES 2026 BEER, ARTD & WINE

CGA Data P07 2025. Circana Data to 9th August 2025, Total Off Trade

Cruzcampo Orange 4x440ml
Available: Now

Introducing Cruzcampo Sevilla Orange;  
a crisp and refreshing 3.3% lager brewed with 
the distinct zesty flavour of Seville Oranges.  
Did you know? Cruzcampo’s hometown of 
Sevilla is home to more orange trees than 
anywhere else in the world.

Bacardi Spiced & Coca Cola
Available: Now

The iconic duo - BACARDÍ Spiced rum with 
hints of vanilla and warm spices, mixed  
with refreshing Coca-Cola - delivers an 
adventurous new flavour profile. A classic 
combination loved for 125+ years since the 
first Cuba Libre in Havana. A new addition to 
the much-loved BACARDÍ & Coca-Cola RTD 
range, awarded Product of the Year 2026. 

Absolut Vodka & Sprite Pineapple
Available: Now

CCEP is accelerating growth in alcohol  
ready-to-drink with the launch of Absolut 
Vodka & SPRITE Pineapple. The 250ml 
cans blend SPRITE’s crisp taste with Absolut 
Vodka’s smooth finish and a tropical 
pineapple burst, building on flavour-led 
innovation success - Absolut Vodka & SPRITE 
Watermelon is now valued at nearly £750k 
with 84% purchase intent. 
Nielsen GB, Grocery, L52wks to 04.10.25, June 2024, sample size 417,  
54%, Branded, Full Bottle Consumption, UK, South/Mid/North

Modelo
Available: Now

Shoppers are seeking greater value through 
more frequent, smaller basket trips, with super/
ultra-premium World Beer outperforming in 
summer. 82% of World Beer shoppers try small 
pack and single bottle formats while deciding 
their preferred style. Modelo’s ultra-premium 
quality and 4x355ml/single bottle formats are 
perfectly placed to capture this opportunity.

Nielsen Panel, Total Beer, Impulse & Convenience Fascias, L52W W/E 
18.04.26 // NIQ RMS, Total Beer, Impulse, L52W W/E 14.03.26*Nielsen L52wks data to 18.04.2026. **NIQ Panel on demand 22.02.2025
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WINE
Category Breakdown1

White Red Rosé

Sources:
1.	 SmartView Convenience Unit Sales, 52w to 25/01/2026
2.	 Nielsen, Symbols & Independents, 52w Value Sales to 03/01/26

Colour & Varietal
White delivers 50%  
of total wine value,  
anchored by Pinot  
Grigio, Sauvignon 

Blanc, and Chardonnay,  
despite declining 

(-4%) year on year.2

57%
30%

13%

Key Facts

•	 Wine in Symbols & Independents 
contributes approximately 100m units 
annually, down 6% in value and 9%  
in volume.1 

•	 The decline is driven by shoppers  
leaving the category or buying less. 

Protect core 
White lines, 

back Malbec 
and prioritise  

lighter-style Rosé.

Red accounts  
for 33% of sales  

(-7%), with Malbec 
the only varietal in 

growth (+1%)  
as Merlot (-12%) 
and Shiraz (-9%) 
continue to fall.2

WHITE 50% OF TOTAL VALUE

This makes stocking our recommended 
core range more important than ever.

*Regulations may apply in Scotland - See Licensing (Scotland) Act 2005

Rosé represents 
17% of sales and 
is the only colour 
in growth (+2%), 

driven by Summer 
Berries, Rhone, 

 & Moscato.2

RED 33% OF TOTAL VALUE

ROSE 17% OF TOTAL VALUE

+1% -12% -9%

+2%

-7%

-4%
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Colour & Varietal

Brought to you by: Plan for Profit

Country of Origin Price Points
Australia remains the dominant 
origin, delivering 32% of total 

wine sales, supported by strong 
brand recognition and accessible 

price points, despite declining 
 (-5%) year on year.2

New Zealand (+1%), France (+12%) and 
Argentina (+3%) are driving growth, 

outperforming the total category and 
building shopper momentum.2

Maintain a strong Australian  
core while increasing visibility of 

key New Zealand, French and  
Argentinian SKUs.

Keep a clear  
pricing ladder: 

entry at the  
bottom, premium 

at the top.

Focus on £7-£8 for core volume and 
£9-£10 as the key trade-up tier.

£7-£8 is the most popular price band, 
delivering 28% of total wine sales and 

driving core category volume.2

£9-£10 accounts for 16% of sales 
and is driving growth (+10%), with 

shoppers trading down from 
£10+ (-6%), establishing it as a 

reliable premium step.2

-5%

+1% +3%

32% 28%£7-8

+10% £9-£10 £10-6%
+12%

PREMIUM

ENTRY

£7-£8 £9-£10
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1.25m x 5 Shelf

WINE
White, Rosé, Sparkling & ARTD

Core Range Extended Range NPD
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WINE
White, Rosé, Sparkling & ARTD

1.25m x 5 Shelf

Core Range Extended Range NPD
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NO.1

MUST STOCK BRANDS

RED
  WINE*

NO.2
WINE BRAND
IN IMPULSE

SALES,
+4% GROWTH*

Source ©2026 NielsenIQ RMS data, Total Light Wine,
Value and Volume Sales (excl Private Label),

52 w/e 24/01/26 (GB Total Coverage)

£22M

109878 SP VCT Europe Unitas Core Range Guide Advert.pdf   1   10/04/2026   13:45
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Hardys VR

75cl

Chardonnay
11.0%

Hardys VR

75cl

Pinot Grigio
11.0%

Hardys VR

75cl

Sauvignon Blanc
11.0%

Yellow Tail

75cl

Pinot Grigio
11.0%

Yellow Tail

75cl

Sauvignon Blanc
11.0%

Casillero Del Diablo

75cl

Sauvignon Blanc
12.5%

Isla Negra

75cl

Chardonnay PX
10.5%

Isla Negra

75cl

Sauvignon Blanc PX 
10.5%

Yellow Tail

75cl

Chardonnay
13.0%

Casillero Del Diablo

75cl

Chardonnay
12.5%

Casillero Del Diablo

75cl

Pinot Grigio
12.0%

Casillero del 
Diablo white 

wines: up £3.4m 
year-on-year.

SmartView Convenience Value 
Sales 52w MAT to 22.03.2026

£3.4m
VS LAST 

YEAR
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Oyster Bay

75cl

Sauvignon Blanc
12.0%

Villa Maria

75cl

Sauvignon Blanc
12.0%

Hardys VR

75cl

Rosé 
11.0%

La Vieille Ferme

75cl

Rosé
12.5%

I Heart

75cl

Rosé
10.0%

Echo Falls

75cl

White
11.0%

Barefoot

75cl

Sauvignon Blanc
13.0%

Barefoot

75cl

Pinot Grigio
12.0%

I Heart

75cl

Pinot Grigio
10%

I Heart

75cl

Sauvignon Blanc 
10%

I Heart

75cl

Chardonnay 
10%

Barefoot rosé: up 10% year-on-year.

La Vieille Ferme: 
fastest-growing 

rosé brand.

SmartView Convenience  
Value Sales, 52w MAT TY  
vs LY to 22.03.2026
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You don’t need a reason.

Available at your local Unitas Wholesale member depot.

Own brand sparkling wine up +10.5%,
a category on the move.
SmartView Convenience, 52w MAT Volume Sales to 22nd March – Own Brand + Santa Loretta.

C

M

Y

CM

MY

CY

CMY

K

SL Landscape Trade Advert 2026 PRINT V2.pdf   2   19/05/2026   11:29
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Barefoot

75cl

Bubbly Pink Moscato 
8.0%

Lambrini

1.25L

Original 
6.0%

Echo Falls

75cl

White Zinfandel 
9.5%

Gallo Family

75cl

White Zinfandel
8.0%

Barefoot

75cl

Pink Moscato 
9.0%

Barefoot

75cl

White Zinfandel 
8.0%

Echo Falls

75cl

Rosé
11.0%

Echo Falls

75cl

Summer Berries 
9.0%

Martini

75cl

Asti Spumante 
7.5%

I Heart

75cl

Prosecco 
10.5%

Barefoot rosé: up 10% year-on-year.

SmartView Convenience Value Sales 52w MAT to 22.03.2026

+10%
VS LAST 

YEAR

You don’t need a reason.

Available at your local Unitas Wholesale member depot.

Own brand sparkling wine up +10.5%,
a category on the move.
SmartView Convenience, 52w MAT Volume Sales to 22nd March – Own Brand + Santa Loretta.

C

M

Y

CM

MY

CY

CMY

K

SL Landscape Trade Advert 2026 PRINT V2.pdf   2   19/05/2026   11:29
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1m x 5 Shelf

WINE
Red

Core Range Extended Range
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WINE
Red

1m x 5 Shelf

Core Range Extended Range
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Trivento

75cl

Reserve Malbec 
12.5%

Jam Shed

75cl

Malbec 
12.5%

Jam Shed

75cl

Shiraz
12.5%

19 Crimes

75cl

Red
12.5%

Hardys VR

75cl

Merlot
11.0%

Hardys VR

75cl

Shiraz 
11.0%

Yellow Tail

75cl

Cabernet Sauvignon 
13.5%

Yellow Tail

75cl

Jammy Red Roo 
12.0%

Yellow Tail

75cl

Malbec 
13.5%

Yellow Tail

75cl

Merlot
13.5%

Yellow Tail

75cl

Shiraz
13.5%

Yellow Tail has added £3M 
in red wine value year-on-year, 

the most of any brand.

Increase visibility to maximise sales.

Smartview Convenience Value 
Sales 52w MAT to 22.03.2026

Trivento Reserve 
+8% year-on-year.

SmartView Convenience Value Sales 52w MAT to 22.03.2026

+8%
VS LAST 
YEAR

+£3
MILLION 
IN VALUE
VS LAST 
YEAR
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whatever it is, we’re the wine for it

Most Wanted Classics 75cl
7 of the nation’s 
favourite 
varieties

Most Wanted Cans 200ml 
Fizz

Pink Fizz 
Most Wanted Cans 187ml

Sauvignon Blanc
Malbec

Pale Rosé

Most Wanted rPET 75cl
Pinot Grigio 

Malbec
Pale Rosé

Recycled  
plastic-  

lightweight  
and safe
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Campo Viejo

75cl

Tempranillo
13.0%

I Heart

75cl

Merlot
11.0%

I Heart

75cl

Shiraz
11.0%

Barefoot

75cl

Merlot
13.5%

Buckfast

75cl

Tonic Wine
15.0%

Buckfast

35cl

Tonic Wine
15.0%

Casillero Del Diablo

75cl

Malbec 
12.5%

Casillero Del Diablo

75cl

Merlot
12.5%

Isla Negra

75cl

Cabernet Sauvignon 
11.0%

Isla Negra

75cl

Merlot
10.5%

Casillero Del Diablo

75cl

Cabernet Sauvignon 
12.5%

64% of shoppers 
plan to buy wine 

before store.

34% buy wine 
spontaneously 

in-store.

60% decide 
which wine to 
buy at fixture.

3 of the top 5 wine SKUs are 
Tonic Wines. Ensure your range 

reflects shopper demand.

Accolade Original 
Research “Blueprint for 
Growth” 2024

SmartView Convenience Value Sales 52w MAT to 22.03.2026
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Focus On

Scan here to 
visit more 

Focus On guides

l	 Targeted guides focusing on key product 
 categories and selling occasions
l	 Benefit from expert advice and 
 the latest industry insights
l	 Discover best selling lines and 
 profit boosting planograms

Brought to you by: Plan for Profit 1

 Data Source Lumina 

Intelligence 24we 22.06.25.

CIRCA 79%
OF BEER & CIDER 

CONSUMPTION 

OCCASIONS 

ARE AT HOME

Data Source: Nielseniq 28we 12.07.25).

BEER VALUE 
SALES £749M

ACCOUNTS FOR 79% VALUE 

SHARE OF TOTAL IMPULSE 

BEER & CIDER DECLINING 

CONTRIBUTION -0.4%PTS YOY

STOCK UP ON THE AMBER

NECTAR NOW

MAXIMISE CONSUMPTION OCCASIONS BY OFFERING A RANGE OF PACK SIZES TO 

MEET THE NEEDS OF THE DIFFERENT CONSUMPTION OCCASIONS. SMALL PACKS TO 

TAKE TO A FRIEND’S HOUSE, OR TO OFFER A CHOICE OF DRINKS IF ENTERTAINING. 

MID PACKS TO ENTERTAIN A LARGER GROUP OF FRIENDS AND FAMILY. 

FOSTER’S 
OWNS A

32.3%
SHARE OF 
CLASSIC 

LAGER*
*Source: Nielsen Full Year 2024 

 – Total Off-Trade

FOCUS ON 
Big Night In

www.planforprofit.co.uk         @PlanForProfitRetail           @Plan_for_Profit

1 in 5 convenience  

baskets now include 

Crisps & Snacks.4 

1. www.conveniencestore.co.uk

2. Lumina Convenience Tracking Program Off Trade, 

52w to 30/03/25

3. Circana, S&I Channel Forecast 2024–2027

4. Lumina Convenience Tracking Program, Data to 

Q1 2025

51% of shoppers prefer 

local stores with themed 

promos like "Big Night In".1

75% of all alcohol is  

consumed at home.2

Confectionery Sharing  

formats are forecast to 

grow 7% by 2027.3

51%

 
+7%

by 2027

75%

Brought to you by: Plan for Profit 1

FOCUS ON 
Alcoholic Ready-to-Drink (ARTD)

www.planforprofit.co.uk         @PlanForProfitRetail           @Plan_for_Profit

40% of sales occur in  

summer, making the

chiller a vital factor.2

26% of purchases are for 

social occasions.3

1. SmartView Convenience 52w Value & Units  

MAT 23/03/2025

2. Nielsen, Impulse RTD, Unit ROS, MAT to 04/01/25 

3. Mintel Global Category Assessment RTD 2024

26%

40%

ARTD’s are the fastest  

growing segment 

in Licensed.1

60% of purchases are 

made on impulse.3

60% 

Brought to you by: Plan for Profit 1

FOCUS ON Beer, Lager & Cider

www.planforprofit.co.uk         @PlanForProfitRetail           @Plan_for_Profit

1. Molson Coors Projection 20252. Impulse, Symbols & Independents, NielsenIQ  
52we to 27/12/24

World Beer is set to become the No. 1 segment within the next few years.1

The 2024 Euros recruited 665k shoppers, signalling clear opportunity for the 2026 International Football Tournament.2

Summer weather drives sharp Beer and Cider sales spikes retailers  must capitalise on.

#1
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CHANGE 
+14%

CHANGE 
+7%

CHANGE 
+2%

47%

SPIRITS
Category Share by Volume1

Vodka

Whiskey

Rum Gin

Liqueurs & Speciality

Brandy

Bottle Size Breakdown1

Sources:
1.	 SmartView Convenience Unit Sales 52w to 25/01/2026
2.	 Nielsen IQ; Total Impulse; MAT 03/01/26
3.	 Lumina Shopper Dashboard, January 2026

Offering fractionals of key brands 
helps cover all shopper occasions.

Fractionals continue  
to gain momentum, 

with consistent  
growth since 2023.2

Fractionals

70cl

35cl

20cl

5cl

1Ltr

Other

29%

22%22%

17%

6%
4%

21%

13%

9%

5%
5%

While 70cl bottles 
still account for 
almost half of 
value sales.2

Shoppers are 
choosing fractionals 

for a more  
affordable treat.2

50% OF 
SALES

*Regulations may apply in Scotland - See Licensing (Scotland) Act 2005

NON
PMP
-16%

70cl 35cl 20cl 5cl

CHANGE

-4%

VALUE
SHARE
47%

VALUE
SHARE
22%

VALUE
SHARE
12%

VALUE
SHARE
4%
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Price Marked Packs Spirit Occasions

PMP spirits  
deliver around  

50% of total  
spirit sales, despite 

making up just  
5% of SKUs.2

PMPs drive growth across 
fractionals and 70cl packs, 

with a greater role in fractionals.2

Highlight cross 
category deals with 
strong point-of-sale.

Spirits are key to treating and  
entertaining, driving trade-up 

and basket spend.

Stock a range 
of PMPs from 

leading brands.

70cl 35cl 20cl

Where possible, place 
related products 
together to make 
shopping easier.*

49%
PMP

76%
PMP

81%
PMP

Reason for Purchase3

As a Treat Night In Entertaining
 43%  37% 20%

POS

Top Products Purchased with Spirits3

Cola Drinks Multipack Crisps

18%22%

NON
PMP
-16%

PMP 
+13%

NON
PMP
-15%

PMP 
+8%

NON
PMP
-2%

PMP 
+9%



50

SPIRITS

2m x 4 Shelf
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Core Range Extended Range
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SPIRITS

2m x 4 Shelf
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Core Range Extended Range
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Smirnoff

5cl

Vodka 
37.5%

Jack Daniel’s

5cl

Whiskey 
40.0%

Fireball

5cl

Whisky Liqueur 
33.0%

Glen’s

20cl

Vodka 
37.5%

Prince Consort

20cl

Vodka 
37.5%

Gordon’s

20cl

Gin
37.5%

Wray & Nephew

20cl

Overproof Rum 
63.0%

Captain Morgan

20cl

Spiced Rum 
35.0%

High Commissioner

20cl

Whisky
40.0%

The Famous Grouse

20cl

Whisky 
40.0%

Jack Daniel’s

20cl

Whiskey 
40.0%

E&J

20cl

Brandy
40.0%

Fireball 5cl +37%. 
Place near till to 

drive growth.

Fractional 
packs sell 60%  
faster than 70cl. 

SmartView Convenience Volume 
Sales 52w MAT to 22.03.2026

Lumina Brown Forman Shopper 
Dashboard, January 2026

Smirnoff

20cl

Vodka 
37.5%

+37%

INCREASE SPACE

Increase space to 
maximise sales.

60%



In DepotApp GuidesWeb In Store

Calculate your 
margins
Calculate the price you need to hit your 
desired profit margins using out POR 
Calculator

Easy as 123 ...
1. Visit Plan for Profit Website
2. Enter pricing details
3. Get your POR in seconds! Scan Me
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Gordon’s

35cl

Gin
37.5%

Captain Morgan

35cl

Spiced Rum
35.0%

High Commissioner

35cl

Whisky 
40.0%

The Famous Grouse

35cl

Whisky
40.0%

Jack Daniel’s

35cl

Whiskey
40.0%

E&J

35cl

Brandy 
40.0%

Absolut

70cl

Vodka 
40.0%

Glen’s

70cl

Vodka 
37.5%

Prince Consort

70cl

Vodka 
37.5%

Smirnoff

70cl

Raspberry Crush 
37.0%

Smirnoff

70cl

Vodka 
37.5%

Gordon’s

70cl

Gin
37.5%

Gordon’s

70cl

Pink Gin
37.5%

Glen’s

35cl

Vodka 
37.5%

Prince Consort

35cl

Vodka 
37.5%

Smirnoff

35cl

Vodka 
37.5%
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Bacardi

70cl

White Rum
37.5%

Captain Morgan

70cl

Spiced Rum
35.0%

Captain Morgan

70cl

Dark Rum
40.0%

High Commissioner

70cl

Whisky
40.0%

The Famous Grouse

70cl

Whisky
40.0%

Whyte & Mackay

70cl

Whisky
40.0%

Jack Daniel’s

70cl

Honey Whiskey 
35.0%

Jack Daniel’s

70cl

Whiskey
40.0%

Jameson

70cl

Whisky
40.0%

Courvoisier

70cl

Cognac VS 
40.0%

Martell

70cl

Cognac
40.0%

Fireball

70cl

Whisky Liqueur
33.0%

Southern Comfort

70cl

Whisky Liqueur
35.0%

Jagermeister

70cl

Liqueur 
35.0%

Baileys

70cl

Cream Liqueur
17.0%

Tequila Rose

70cl

Strawberry Cream 
15.0%
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TOBACCO 
& REDUCED RISK
Category Breakdown1

Visit the Reduced Risk Guidance  
page on the Plan for Profit website to 

stay updated on legislation and get the 
latest range recommendations. 

Sources:
1.	 SmartView Convenience Value Sales 52w to January 2026
2.	 Office for National Statistics - Adult smoking habits 

in the UK 2025

Tobacco
Tobacco sales are declining  

(-10%) as higher prices, tighter  
regulation and changing shopper 

habits reduce demand.1

Around 10% of UK adults smoke, 
the lowest level on record,  

with numbers continuing to fall.2

-10%

Smoking rates in the 
most deprived areas 
are over three times 

higher than in the 
least deprived areas.2

Cigarettes Vape

Other

62%19%

6%

Roll your Own

13%

Scan the QR code  
here for guidance:

Smoking is 
declining,  

but tobacco 
remains  

a sizeable  
category with 

continued  
demand

 across key 
shopper groups.

3x
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Reduced Risk Upcoming Legislation

The reduced-risk  
category is down 
29% year on year.1

+5%

Vaping is down 
35%, significantly  

impacted by 
the disposable 

vape ban.1

Declining sales  
demand tighter  
ranges. Focus  
on top sellers.

Nicotine pouches  
are the only  

category showing 
growth, up 30%  

year on year.1

+30%
YEAR 
ON-YEAR

Scan to 
view legal 
& general 
updates

The top 5 brands account for 96%  
of nicotine pouch sales.1

Create space
for growth 
categories 

and emerging 
brands.

1st October 2026

The UK Vaping Products 
Duty starts, adding a 

new tax to vape liquids 
and related products.

1st January 2027 (expected)

Date to be confirmed

Retailers will need 
a licence to sell  
tobacco, vapes,  

nicotine products 
and accessories.

-35%

-29%
+VAT

CREATE 
SPACE

A generational ban 
will stop tobacco 
sales to anyone 
born on or after 
1 January 2009.



60

Benson & Hedges

20’s

Blue King Size
Benson & Hedges

20’s

Blue Super Kings
Benson & Hedges

20’s

Gold King Size

Benson & Hedges

20’s

Silver King Size
Benson & Hedges

20’s

Sky Blue King Size
Carlton

20’s

Original King Size

Benson & Hedges

20’s

Green Super Kings

Chesterfield

20’s

Blue King Size

Chesterfield

20’s

Red King Size
Chesterfield

20’s

Red Super Kings
Embassy Signature

20’s

Gold King Size
JPS

20’s

Real Blue King Size

Kensitas

20’s

Club King Size
Kensitas

20’s

Club Super Kings
Lambert & Butler

20’s

Blue King Size
Lambert & Butler

20’s

Blue Super Kings
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InStore
The magazine
for independent 
retailers

Sign up and receive:

 •   Essential category and 
seasonal advice

 •   Profit-boosting tips 
from other successful 
independent retailers

 •   New product 
information

 •   Important legal 
updates

 •  Plus much more!

Join more than 
9000 retailers and 

receive InStore 
FREE direct to 

your inbox

Scan the QR 
code to get 

started

*Celsius contains vitamins which help reduce tiredness and fatigue (B2, B3, B5, B6, B12 and Vitamin C). **Recommended Retail Price.

*Celsius contains vitamins which help reduce tiredness and fatigue (B2, B3, B5, B6, B12 and Vitamin C). **Recommended Retail Price.
LIVE. FIT. GO™ .

ENERGY DRINK*

ENERGY DRINK*

AVAILABLE IN

£1.50
    PMP**

click for contents

09Seasonal advice

T
his summer will be fuelled by a host of major 

sporting events including The Hundred, 

Wimbledon, Royal Ascot, the British Grand Prix, 

and the big one – the FIFA World Cup 26™. More than 

half (53%) of consumers planning to get involved 

believe The World Cup to be the most important 

international sporting event of the year1. 

Footfall driver

The biggest driver of convenience sales during The 

World Cup will be the shift to at-home viewing. With 

the matches taking place in different time zones across 

North America, UK fans are in for some late-night 

kick-offs, making pubs less practical. More than half of 

UK viewers are planning to watch from their own living 

room, and many will be hosting friends and family1. 

Top-up missions will be one of the key 

driving forces in convenience. As fans stock up 

on snacks, alcohol and on-the-go food they will 

be looking to your store for quick and easy 

solutions. It’s important you position your store as 

the go-to for match night essentials. Consider 

extending your hours to cater for late fixtures and 

you’ll encourage repeat visits throughout the 

tournament. 

Big night in, bigger baskets 

The FIFA World Cup™ will centre around ‘big night 

in’ occasions, which are key to driving higher basket 

spend. Rather than just shopping for one item, fans 

are shopping for the full match experience, so cross 

merchandising is critical. 

Promoting matchday bundles is the way to go. 

Combine bestselling products such as beer, pizza 

and crisps, and encourage trade-up to premium 

options to offer greater value and make shopping 

easier for your customers while boosting their 

basket spend. 

Convenience store missions can be unplanned 

and visual cues can significantly influence 

purchasing behaviour. Ramp up the excitement with 

eye-catching football-focused PoS 

displays. Send out daily messaging on 

58% of UK shoppers 

say they’re quite or highly 

likely to get involved in 

the tournament

(Source: Savvy, What Are Shoppers Planning for The 

FIFA World Cup, 04.02.26)

A packed calendar of sporting events is expected to drive 

footfall, bigger baskets and impulse spend throughout 

summer. Learn how you can net sales

(Source: 1Savvy, What Are Shoppers Planning for The FIFA World Cup, 04.02.26)

NEXT 
PAGE

Score sales
this summer

Soft drinks 
accounted for 

17.5% of total 
convenience value 

sales in 2025
(Source: Kamcity, Energy Drinks  

Driving Strong Soft Drinks  
Performance In Convenience  

Sector, 11.03.26)

25% of  
crisps, snacks and 
nuts sales happen 

away from the 
main fixture

(Source: PepsiCo, Convenience Path  
to Purchase Research, 2021)

click for contents

click for contents
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As the temperatures increase, so does the pace 
of convenience retail. Barbecues become 
more frequent, kids are home for the 

summer holidays and shoppers’ plans are often 
determined by the ever-changing weather. Customers 
look to your store for easy, high-value solutions to 
their daily missions and spur-of-the-moment occasion 
decisions. The secret to driving sales during the 
summer months lies in your ability to anticipate and 
meet your customers’ immediate needs.

Weatherproof 
your summer sales

Summertime is a critical trading period for retailers. Here’s how you can unlock significant growth across key categories this season

(Sources: 2SmartView Convenience, Volume Sales, Jan-December 2025; 3Nielsen S&I Wholesale Channel Analysis 52w to Oct 2025)

Follow Plan for 
Profit on Facebook 

and X for profit-
boosting tips

Occasion shopping 
During summer, customers tend to move away from 
big weekly shops and instead buy for each 
occasion, filling frequent small baskets. It’s these 
top-up shops that are driving growth in the sector1, 
so be sure to cater to them. That way, you’ll turn 
your store into a one-stop shop for occasions 
ranging from ‘dinner tonight’ to ‘cool down now’.

Act quickly in response to changes in the weather 
with a flexible range of products. If sun is forecast, 
push ice creams, chilled drinks, barbecue foods 
and suncream. If rain is on its way, switch to ready 
meals, alcohol, soft drinks and snacks, and consider 
offering bundles for those planning a cosy night in. 

Keep an eye on the forecast and tailor your daily 
messaging to spread the word. Boast solutions to 
the day’s weather predictions by posting updates 
on your social media or simply placing a sign 
outside your store and watch your sales soar. 

Soft drinks surge  
The summer season is the biggest sales 
opportunity for soft drinks2, appealing to 
shoppers on the go and those hosting friends and 
family. With hot weather comes higher footfall, 
so it’s crucial to restock your chillers regularly. 

Alongside the core range and 
bestsellers, it’s important to have 
healthier alternatives. Functional 
drinks are seeing increasing demand 
and will boost your sales, with 
customers now opting for fortified 
beverages including milkshakes with 
added protein, electrolyte-infused 
water and probiotic drinks. 

Take a look at the Focus On Summer of 
Soft Drinks guide from Plan for Profit for 
more information, available from the 11 May.

Value and NPD
Despite increasing spending frequency,  
value remains front of mind for customers.  
The add-ons and impulse buys retailers see are 
often affordable treats, as shoppers remain 
cautious. Price-marked packs and promotions 
are influential, perceived to be better value  
for money. 

Tap into this desire for affordable treats with 
exciting new flavours to drive impulse spend. 
NPD generated £73m and 35% of category 
growth last year3, so by regularly refreshing your 
range with innovative products, you’ll encourage 
bigger basket spend.Click to 

download 
and save 

this 
article

(Source: 1Lumina Intelligence, UK Convenience Market Trends 2025)

Seasonal advice from

In this issue…
The magazine for independent retailers

Score sales with 
summer of sport

Click to find out how

Simple solutions 
for Father’s Day

Click for the lowdown

Issue 77  May 2026

Brought to you by

be a hero & stock up today

a heroic MARVEL weekend
with your crew

wingive your customers a chance to 

with your crew

scan a
pack to

enter*

*Terms and conditions apply.    © 2026 Mars or A�  liates.    © 2026 MARVEL © Disney.

©

©

REC

The retailer building 

from the ground up

Click for the details
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Lambert & Butler

20’s

Silver King Size
Lucky Strike

20’s

Red King Size
Marlboro

20’s

Gold King Size
Marlboro

20’s

Touch King Size

Mayfair

20’s

Blue King Size
Mayfair

20’s

Blue Super Kings
Mayfair

20’s

Sky Blue King Size
No 3

20’s

No3 King Size

No 3

20’s

No3 Super Kings
Paramount

20’s

Original Super Kings
Players

20’s

Bright Super Kings
Players

20’s

Green Super Kings

Players

20’s

Real Red King Size
Players

20’s

Real Red Super Kings
Richmond

20’s

Green Super Kings
Richmond

20’s

Original King Size
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Richmond

20’s

Original Super Kings
Rothmans

20’s

Blue King Size
Rothmans

20’s

Blue Super Kings
Silkcut

20’s

Purple King Size

Silkcut

20’s

Silver King Size
Sovereign

20’s

Blue King Size
Sovereign

20’s

Blue Super Kings
Sovereign

20’s

Dual

Sterling

10’s

Dual Capsule
Sterling

20’s

Dual Capsule
Sterling

20’s

King Size
Sterling

20’s

Super Kings

20’s

Amber Leaf

30g

Rolling
Amber Leaf

50g

Rolling

30g

Benson & Hedges
Blue Rolling

Cutters Choice

30g

Choice Rolling

30g
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Terea
Mauve Wave

Terea
Russet Selection

Embassy Signature

30g

Rolling
Gold Leaf

30g

Rolling
Golden Virginia

50g

Rolling
Golden Virginia

30g

Rolling

Marlboro

30g

Rolling
Mayfair

30g

Gold Rolling
Riverstone

30g

Rolling
Sterling

30g

Rolling

Sterling

50g

Rolling
Terea

20’s

Amber Selection
Terea

20’s

Blue Selection
Terea

20’s

Green Selection

Terea +£3m value year-on-year.  
Stock the range to capture demand.

SmartView Convenience Value Sales 52w MAT to 22.03.2026

+£3m
YEAR 
ON-YEAR

20’s20’s
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Terea

20’s

Sienna Selection
Terea

20’s

Twilight Pearl

Terea

20’s

Turquoise Selection
Terea

20’s

Yellow Selection

7 heated tobacco SKUs  
account for 84% of sales. 

Stock the core range to 
maximise sales.

SmartView Convenience Value Sales 52w MAT to 22.03.2026

84%

In DepotApp GuidesWeb In Store

Explore ways to
Plan for Profit

Scan here 
to visit

our Plan 
for Profit
website

Retailer Tools Business AdviceRange Advice NPDMarket Insight

2025/26

Maximise profit from your selling 

space with data driven insight

Best Sellers    |    New Products    |    Planograms    |    Region Specific

Grocery

Non Food

CATEGORY GUIDE
grocery 
   & non food
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Calculate your margins
The POR Calculator from Plan for Profit determines the exact 

price you need to charge to hit your desired profit margin.

@Plan_for_Profit

 @PlanforProfitRetail

planforprofit.co.uk

Easy as 123 ...
1. Visit Plan for Profit Website2. Enter pricing details3. Get your POR in seconds!

Scan Me

Calculate your margins A4 advert.indd   1

Calculate your margins A4 advert.indd   1

06/02/2025   11:15
06/02/2025   11:15

Awesome Oinks

22g

Bacon Spicy Bikers

22g

Baked

Johnny’s

22g

Onion Rings Walkers

6x25g

Variety Quavers

6x16g

Cheese Golden Wonder

6x25g

Cheese & Onion

Midland Snacks

40g

Pork Scratchings

Butterkist

78g

Toffee Butterkist

70g

Sweet & Salty

Skips

17g

Prawn Cocktail Transform-A-Snack

27g

Beef

KP Nuts

65g

Dry Roasted KP Nuts

65g

Original Salted

Small multipacks make up 
90% of total multipack sales.

SmartView Convinence, Units, 52w to 01.12.2024

90%

Brought to you by: Plan for Profit
Unitas_CoreRange_Impulse_FNL_Print_AW_TOSEND.indd   55

Unitas_CoreRange_Impulse_FNL_Print_AW_TOSEND.indd   55

17/02/2025   13:03
17/02/2025   13:03

Best Sellers    |    New Products    |    Planograms    |    Region Specific

CATEGORY GUIDE 
2026/27

Maximise profit from your selling  
space with data driven insight
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OFFERS AVAILABLE
FROM 28/10/2024 - 17/11/2024P15

Pepsi
varieties as stocked 2ltr PMP £2.29/£2.59

EACH£1.59

40-TODIMPLICDB-P P15.indd   1 27/09/2024   08:14

Posters, stack cards
and shelf talkers
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OFFERS AVAILABLE
FROM 28/10/2024 - 17/11/2024P15

Skittles Fruit/Sours 45g PMP 65p/
Starburst Fave Reds/Original 45g PMP 65p

£1ANY
2 

FOR

40-TODIMPLICDB-ST P15.indd   15 27/09/2024   08:13
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OFFERS AVAILABLE
FROM 28/10/2024 - 17/11/2024P15

Carlsberg Pilsner Can 10pk
10x440ml

£8

40-TODIMPLICDB-ST P15.indd   54 27/09/2024   08:14 Themed point
of sale
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OFFERS AVAILABLE
FROM 06/01/2025 - 26/01/2025P1

CRASHPRICE

Kit Kat 2 Finger 5pk Milk PMP £1.25/
Blue Riband 6pk PMP £1.25

£2ANY
2 

FOR

18-TODNL-P P1.indd   4 27/11/2024   10:00
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OFFERS AVAILABLE
FROM 28/10/2024 - 17/11/2024P15

FESTIE 
FAVOURITES

FESTIVE 
FAVOURITES

Aero/After Eight/Kit Kat/Milkybar Pouch
varieties as stocked 55g-70g

EACH£1.19

40-TODIMPLICDB-ST P15.indd   18 27/09/2024   08:13

Featured brands
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Scan the QR 
code to find 
your nearest 

depot

Plan for Profit
Depot Locator

Scan the QR 
code to get 

started

Plan for Profit 
participating depots are 
supporting independent 
retailers through the 
Plan for Profit core 
range programme 
in multiple locations 
throughout the UK.
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FOR ADULT NICOTINE CONSUMERS ONLY

* Based on NielsenIQ RMS data for the Nicotine Pouches category for the 18-month period ending 30/09/2025 

for the UK total retail market (Copyright © 2025, NielsenIQ). For more info, please visit velo.com

**  This product is not risk-free and contains nicotine, which is addictive. You should not use this product if you do not already use nicotine.

THE UK'S

 No.1
NICOTINE POUCH*


