
GENERAL BEVERAGES
South Africa’s general non-
alcoholic cold beverage 
market continues to grow 
while remaining highly 
competitive. Encompassing 
carbonated soft drinks, 
bottled water, fruit juice 
and fruit drinks, energy and 
sports drinks, iced teas, 
cold coffees, flavoured 
waters and functional 
beverages, the market 
is being shaped by the 
interplay between afford­
ability, health, convenience 
and indulgence.

The overall outlook for 2026 going into 2027 is continued evolution 
rather than dramatic category disruption. Growth opportunities 
are likely to centre around reduced-sugar products, affordable 
energy drinks, bottled and enhanced water, functional beverages, 
natural juice products and packaging that offers either improved 
sustainability or better consumer value.

According to Mordor Intelligence, non-alcoholic beverages are 
expected to reach a compound annual growth rate (CAGR) of 6.74% 
from 2026 to 2031. This is expected to be fuelled in part by increased 
demand for sugar-free energy drinks, ready-to-drink (RTD) cold teas 
and coffees and plant-based milks.
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General and alcoholic beverages in focus
Trends, Tastes and Opportunities

By Ann Baker-Keulemans

From familiar favourites to 
fresh new flavours, formats 

and formulations, South Africa’s 
beverage market is evolving as 
consumer tastes and priorities 
change. Both alcoholic and 
non-alcoholic beverages are 
competitive mass markets, with 
economic pressures, lifestyle 
changes and shifting consumer 
expectations influencing what 
consumers choose.

Traditional favourites remain 
an important driver of sales but 
consumers are also looking for 
variety, such as healthier choices, 
added convenience, an affordable 
energy boost or innovation and  
something different to enjoy. 
Brands that deliver on these ex­
pectations while staying relevant 
to core consumer values are 
finding opportunities for growth.

Several trends are shaping buy­
ing decisions and, in turn, are in­
forming manufacturer innovation 
as the market responds to the 
changing consumer landscape.

https://stockcake.com/i/golden-hour-cocktail
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CONTACT US FOR QUALITY, DURABLE DOORS AND PANELS 
 saleshub@glacierdoors.co.za    +27 11 613 8120    www.glacierdoors.co.za

Upgrade your operation with high-performance refrigeration doors and insulated panels 

engineered to support seamless material handling while keeping your product fresh and safe.

Fast-access 
door systems for 
high-traffic areas

Smooth integration 
with handling and 
storage processes

Reduced temperature 
loss during loading 

and offloading

Durable construction 
for demanding 
environments

Supports 
food safety and 

hygiene standards

Minimises 
waste and 

product loss
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underlying survey weighting, comparable coffee 
consumption increased by almost 8% year-on-
year. The research also identified cold-brewed 
coffee as a recent local trend and highlighted 
Bootlegger’s canned iced coffee as an example 
of how brands are responding to younger 
consumers seeking portable and convenient 
products.”

There is a growing range of products available 
in the cold coffee category, from RTD offerings 
to home preparation products. Vida e Caffè, for 
example, offers bottled iced coffee products 
alongside seasonal iced beverages introduced 
through its café network. 

In its annual results for the 
2026 financial year, Shop­
rite announced that it had 
acquired a 100% stake in 
Vida e Caffè. Pieter Engel­
brecht, Shoprite’s CEO, says 
Vida will provide a strong 
platform for future growth 
and customer engagement.

Coffee Magazine says, “South Africa’s RTD 
coffee market is still relatively small, but it’s 
quietly gaining momentum. Traditionally dom­
inated by sweet, dairy-based iced coffees in 
cans and bottles, the category is now starting 
to evolve. Alongside familiar cappuccino and 
mocha variants, we’re seeing the early emer­
gence of cold brew and lower-sugar options 
that speak to a more health-conscious, premium 
-minded consumer.”
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A health-centric approach
Increased consumer interest in functional beverages 
with a perceived health benefit such as probiotics, high 
protein, high fibre or immune-boosting ingredients is 
mirrored by a growing demand for reduced-sugar or 
sugar-free options, particularly with regard to traditional 
carbonated drinks. Market insights show that consumers 
may economise on everyday cold drinks, while sometimes 
paying more for products that promise energy, hydration, 
convenience or other functional benefits. South Africa’s 
Health Promotion Levy is also forcing manufacturers to 
explore lower-sugar alternatives alongside their full-sugar 
counterparts.

Localised ingredients such as Rooibos and marula, as 
well as additives such as CBD, ashwagandha, rhodiola, 
L-theanine and lion’s mane mushroom, promise various 
health benefits that appeal to consumers who are actively 
searching for better-for-you options. Although these come 
at a price, consumers have shown that when it comes 
to their health, they’re still willing to pay for perceived 
quality and benefit.

Thami Silwana, National Liquor Exe­
cutive at TOPS at SPAR, says, “Energy 
drinks have become much broader 
than the traditional ‘I need a boost’ 
occasion. People are thinking about 
hydration, fitness, focus, recovery and 
even what fits into their everyday rout­
ines. Reduced-sugar options are also 
becoming more important. Thus, the

category has naturally had to offer greater variety. People 
want to walk into a store and have options to suit what 
they need at that moment.”

Thami Silwana

Cold-brew and iced coffee culture
According to DrinkStuff South Africa, “Cold 
coffee, RTDs, digital loyalty, forecourt formats 
and airline partnerships are all accelerating 
competition and opening new channels for 
brands and suppliers. South Africa’s coffee 
market isn’t saturating – it’s segmenting, pre­
miumising and expanding into new geographies. 
The winners are those with a clear identity, 
tight operations and a model that travels.”

Insight Survey states that “approximately 
22.7 million South Africans drink some form 
of coffee daily, representing nearly half of the 
adult population,” according to a report by 
Eighty20. “After accounting for changes to the 

Pieter Engelbrecht

Cold Coffee gives brands greater scope to experiment with 
flavours, seasonal ranges and visually distinctive products. 
Financial Mail described cold Coffee as a strong new South 
African trend, noting that the format performs well on social 
media, supports flavour experimentation and resonates with 
younger consumers. https://insightsurvey.co.za/
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Situational purchasing
Price is one of the most important influences on beverage 
purchasing, creating demand for promotional packs, larger 
formats, returnable packaging and competitively priced 
brands. However, it is becoming clearer that consumers 
shop according to the occasion. The convenience of some­
thing chilled and ready to drink may override cost or brand 
loyalty, while the benefits of buying in bulk – whether in 
larger-volume or multipack formats – can influence deci­
sions when consumers are catering for social gatherings or 
at-home entertaining, which can dictate purchase decisions 
as consumers become more deliberate.

Local consumer trends
Value, choice and convenience are the biggest influencers 
within the local cold beverages category. Silwana says, 
“People are watching their budgets, but that does not mean 
that they want boring choices. They still want to try new 
things, explore reduced-sugar or functional options and 
pick up something quickly when they are on the go. For us, 
the goal is to maintain the right mix between good value, 
enough variety and ease of shopping, whether online or in-
store.”

When it comes to hot-or-not flavour profiles, Silwana says, 
“The classics aren’t going anywhere. The likes of orange, 
lemon, lime and other familiar flavours still have huge 
appeal because people know exactly what they are getting. 
However, consumers are also becoming more adventurous. 
We are seeing much more curiosity around flavours such as 
dragon fruit, hibiscus and botanical or floral combinations. It 
really is that balance of comfort and discovery; sometimes 
you want your favourite and sometimes you want to try 
something completely different.”

ALCOHOLIC BEVERAGES
In 2025, the large and highly competitive off-
trade liquor market – physical and online stores 
selling beverages for later consumption off-site 
– grew by 4.2% to R109bn, according to Trade 
Intelligence.

Economic pressures continue to influence 
what consumers buy and how much they are 
prepared to spend. Beer is the largest main­
stream category, while wine, spirits, cider and 
RTD beverages all play important roles. At the 
same time, there is a shift towards moderation 
and low- and no-alcohol alternatives.

Across all sub-categories, the market is driven 
by both value-consciousness and premium­
isation. Innovation is also making the category 
more flexible as consumers want drinks that 
work for different occasions – something con­
venient, lighter, alcohol-free or something new 
to try. RTDs are the definition of convenience, 
while alcohol-free choices mean people can 
still join the occasion without drinking alcohol.

Adapting to consumer behaviour
Trade Intelligence noted a shift away from 
fragmented purchasing of liquor products 
– specific or targeted trips – toward more 
integrated grocery-and-liquor shopping 
occasions. For retailers and wholesalers, this 
means relooking  merchandising decisions, 
implementing cross-category promotions 
and creating combined shopping experiences 
across food and liquor.

While brick-and-mortar sales, especially 
grocery-and-liquor expeditions, are still the 
primary way that shoppers are buying their 
favourite alcoholic beverages, convenience-
driven online purchases are making strong 
inroads into the alcoholic beverages category. 
In their operational update for the 52 weeks 
ended 28 June 2026, Shoprite Holdings 
announced that Checkers and Checkers Hyper, 
inclusive of Checkers LiquorShop, reported 
sales growth of 10%, with Checkers Liquor­
Shop alone increasing sales by 14.5%.

Dragon fruits are well worth the price. With 
a flavour similar to a kiwi, these light, refreshing 
fruits are extremely high in vitamin C (10 per
cent of your daily requirement), antioxidants, 
fatty acids, protein and carotene. While they are 
delectable on their own, their speckled flesh is 
even better mixed up into a health-conscious 
cocktail. Best of all, if you scoop them out care
fully enough, you can use the exotic, bright pink 
hull of the fruit as your cocktail glass. 
Photo by Mathew Kelly. Supercall, https://www.
thrillist.com/recipe/dragon-fruit-cocktail-recipe
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Trade Intelligence reports that “Checkers 
Sixty60 currently dominates digital liquor 
purchasing, commanding exceptional reach 
across beer, spirits and premixes, illustrating 
how winning online depends on appearing 
within broader grocery missions rather 
than on standalone liquor online platforms. 
Digital trade spend must target on-demand 
delivery app integration and in-app bundle 
solutions that place products next to 
routine grocery lines, rather than just 
relying on standalone digital platforms.”

This change in consumer behaviour has 
not gone unnoticed. Silwana says, “The 
lines between shopping in-store and online 
are becoming much more blurred – our 
home delivery app solution SPAR2U and 
partnership with Uber Eats are ways in 
which we are looking to deliver greater 
convenience and value for our consumers. 
Someone might see an offer digitally, 
add it to their shopping list and buy it 
in-store – or discover something on the 
shelf and order it online next time. Loyalty 
and promotions can make that journey 
more rewarding, particularly when they 
are simple and relevant. It is these value 
offers that continue to drive sales and 
consumer loyalty. The key is making value 
easy to see wherever people choose to 
shop while keeping responsible retail and 
age requirements front and centre when it 
comes to alcohol.”

Beer, wine, spirits
In May, DrinkStuff SA reported, “South Africa’s 
alcohol market isn’t shrinking – it’s mutating. New 
data from South African Breweries (SAB) shows 
a consumer who hasn’t walked away from the 
category but is becoming far more deliberate about 
what, when and why they drink.”

This mindful consumption doesn’t just mean 
a sober-curious consumer – it’s a consumer who 
considers what they want to consume in each situ­
ation and then purchases accordingly. They may 
choose an RTD for convenience, a low- or no- 
alcohol beverage for certain social outings and then  

splurge on a premium brand for special occasions. This 
means manufacturers are having to diversify their offerings.

There are several reasons for this, notes DrinkStuff. “SAB’s 
latest quarterly update shows mid‑single‑digit revenue 
growth and low‑single‑digit volume gains, but with a clear 
divergence between categories.

“Beer volumes lagged behind the rest of the portfolio, 
while premium and super‑premium brands surged in the 
20% category, led by Corona. Mainstream beer held steady 
with low single‑digit revenue growth, supported by Carling 
Black Label.

“This pattern reflects a consumer who is stretching their 
spend carefully: sticking to familiar staples but reserving 
budget for occasional ‘treat’ purchases. For producers, 
this means premiumisation still has legs – but only when 
paired with strong value cues and brand equity.”

When it comes to wine, tastes are shifting and so is local 
production. While budget-friendly wines remain a staple 
for many producers, premiumisation is driving the industry 
from the opposite pole. As consumers move away from 
many of the heavier styles of wine towards a fresher, signa­
ture style of South African wine, they are more frequently  
prepared to pay for what they regard as high-quality, high-
value products.

In a report on the 2026 wine harvest, South Africa Wine 
says, “South Africa’s ability to deliver consistent quality 
across a broad range of styles and price points is increas­
ingly important. While the quality and scale of the 2026 
vintage create greater market opportunity and flexibility, 
the industry remains focused on disciplined supply manage­
ment, sustainable value growth and protecting long-term  
brand positioning, rather than pursuing short-term volume 
gains through excessive discounting.”

www.maisonsheba.co.za/
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Sustainable
plastic packaging

homegrown in
South Africa

At Polyoak Packaging, we are committed 
to providing sustainable packaging that 
supports diverse applications, including 

food, beverage, industrial, home and 
personal care. Our extensive selection 
of locally inspired bottles, tubs, drums, 

buckets and closures are widely recycled 
to offer you innovative solutions without 

compromising on quality.

Choose from our generic designs with
eye-catching decoration or collaborate 

with our design specialists to create some-
thing truly unique for your brand.

• AEROTON 011 247 6000 • BLOEMFONTEIN 051 410 5900 • CAPE TOWN 021 710 9200 • CENTURION 011 247 6297 • DURBAN 031 702 3452
• EAST LONDON 043 736 6300 • GEORGE 044 878 1760 • GQEBERHA 041 403 7200 • LOUIS TRICHARDT 015 2994583 • MBOMBELA 013 246 8864 
• MIDDLEBURG 013 246 8840 • NORTH COAST (EMPANGENI) 060 162 3433 • POLOKWANE 015 299 4580 • ROODEKOP 011 724 3800
• UPINGTON 087 703 5790 • WORCESTER 023 348 6380 • ESWATINI 00268 2518 6871 • HARARE 00263 448 7322 • WINDHOEK 00264 6130 1892
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Rico Basson, CEO of South Africa 
Wine, says, “The challenge in 
the current market is protecting 
value in an environment where  
global oversupply and pricing 
pressure are driving increased 
competition. South Africa has 
clear strategies in place to steer 

these conditions responsibly, with a strong focus on 
premiumisation, market diversification, disciplined 
supply management and long-term brand posi­
tioning.

“Our strength lies in our ability to compete 
through quality, consistency and diversity across 
price points, rather than relying on unsustainable 
discounting. Around 60% of South African wine is 
consumed in the domestic market, while exports 
reach more than 120 countries globally, providing 
important market diversity and resilience as we 
continue to focus on long-term competitiveness 
and sustainable value growth.”

According to The Spirits Business, the South 
African spirits market is struggling to fight off illicit  
alcohol and gain a foothold against beer’s popularity

In an article for the March 2026  
issue of The Spirits Business 
magazine, Nuno Fernandes, 
KWV’s Marketing Director Spirits 
and Liqueurs, says, “Spirits have 
been in decline for a few years 
now. The only growth categories 
are cognac and tequila, with rum 

recently showing some growth, but Captain Morgan  
Spiced is predominantly driving this.”

With the gin explosion over and craft distilleries 
struggling to gain ground against international 

giants, brandy and cognac are holding firm, as is 
the small but loyal base of whisky drinkers. Rum 
and vodka have long been the stalwarts of the RTD  
category but ciders and spritzers are making inroads.

Creating a consumer-friendly category
There’s no denying the sheer scope of the local 
alcoholic beverages market, but that can also be 
a problem for consumers who are spoilt for choice 
and overwhelmed by options. “There is a big oppor­
tunity to make the category easier and more enjoy­
able to explore,” explains Silwana. “We use our 
different Kulchas to make it easier for consumers 
to categorise which drinks they would want to 
consume at a particular time. Helping someone 
find the right wine for dinner, discover an alcohol-
free alternative or choose drinks for a weekend 
with friends adds real value for our shoppers – this 
is evident with our recent partnership with Vivino, 
which helps consumers discover all the wine exclu­
sives we have in store. Ultimately, it is about giving 
people choice while encouraging them to enjoy 
alcohol responsibly.”

For more than two decades, 
Rosa Kruger has worked along
side South Africa’s vineyards, 
building a reputation as one of 
the country’s most respected 
viticulturists. As founder and 
chairperson of the Old Vine Pro
ject, she has been instrumental 
in preserving South Africa’s old
est vineyards and championing 
the people who care for them. 
Her work has shown the value 
of old vines and the knowledge 
they offer about resilience and 
sustainability. 
www.wineland.co.za/

Rico Basson Nuno Fernandes

Brandy in South Africa is produced in two ways. 
It is either a potstill or a blended brandy. A potstill 
brandy is produced exactly like a cognac and is also 
double distilled in a potstill. However, it cannot 
be referred to as a Cognac because it was not 
produced from Cognac grapes. According to SA 
brandy legislation, a potstill brandy must mature for 
at least three years in oak barrels. Potstill brandies 
usually have an alcohol content of 38%. 
KWV 10 year, 12 year, 15 year, 20 year, Nexus and 
Centenary brandies are potstill brandies.
A blended brandy is a brandy which must contain 
at least 30% potstill brandy. According to SA legis
lation this 30% potstill brandy must mature for 
at least three years in oak. The rest of the blend 
consists of column distilled wine spirit which does 
not have to mature in oak barrels. Blended brandies 

usually have an alcohol content of 43%. KWV 3 year and 5 year brandies are blended 
brandies. https://kwv.co.za/experience-kwv/house-of-fire/
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Mindful consumption  
drives alcohol-free sales
Low- and no-alcohol options have become more 
popular, with, for example, Brutal Fruit’s  alcohol-
free spritzer, while the alcohol-free beer category 
is growing slowly but steadily. Corona Cero Alcohol 
Free Beer has been joined by the likes of Heineken, 
Castle, Devil’s Peak and Darling Brew, all of which 
now produce popular 0% beers.

Local wineries continue to refine their low- and 
no-alcohol wines and bubblies, moving beyond 
simply removing the alcohol and instead focusing 
on producing low- and no-alcohol wines with 
complex tasting notes, sophisticated aromas, good 
mouth feel and a premium experience that many 
consumers now expect.
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Ann Baker-Keulemans writes on topics related  
to business, lifestyle, technology, and health, with 
extensive knowledge on the SA retail and wholesale 
landscape. Contact annbk@wilkinsross.co.za   
www.wilkinsrossglobal.com
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‘Kulcha’ experience at TOPS redefines 
how alcoholic categories are explored
TOPS at SPAR’s Kulcha campaign utilises 
six experiential categories that are aimed at 
simplifying choice for the consumer by translating 
products into “moments that shoppers instantly 
recognise,” (Rising Sun, 3 March 2026). Beer 
Kulcha, Wine Kulcha, Whisky Kulcha, Cocktail 
Kulcha, Tequila Kulcha and Gin Kulcha view alcohol 
shopping through a cultural lens, underpinned by 
the premise of intentional, intuitive purchasing 
for different occasions. The Kulcha campaign 
incorporates a strong commitment to responsible 
enjoyment, moderation, safety and accountability, 
while encouraging connection, enjoyment and the 
celebration of social and cultural occasions. 

TRENDS TO WATCH
Moving beyond beer
SAB has embraced the need for diversification 
with their Beyond Beer portfolio growing volumes 
by high single digits driven by Flying Fish and 
spirits‑based RTDs. Despite mainstream beers 
retaining market share and a solid loyal customer 
base, younger consumers are branching out and 
smart producers are answering that need with 
diversity and fresh ideas.

Convenience and innovation  
fuel RTD growth
The RTD market is growing as younger consumers 
seek variety, flavour combinations and drinks that 
are lighter and easier to consume. This is noticeable 
in the premixed offerings from local wineries such 
as Simonsvlei and Robertson Winery introducing 
premixed alcoholic and non-alcoholic mimosas in 
both bottles and cans, while Andiamo has brought 
a premixed aperitif spritz to the market.

Hard sodas and spritzers are 
another growing trend within 
the RTD category. When South 
Side launched their new Water­
melon Twist Hard Soda, Trent 
Varejes, Director, described the 
new flavour as a natural pro­
gression for the brand. With 
a market searching for flavour 

innovation and convenience, South Side aims to 
maintain a consistent supply chain across its retail 
network, including to outlets such as TOPS at SPAR, 
Pick n Pay Liquor and Norman Goodfellows.

Trent Varejes
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ates on 220V power. Available as a 3m or 6m chiller/cold 
room, it can be connected to a standard domestic power 
outlet and operates between +2°C and +10°C.

Standard refrigerated containers offer a wider temper­
ature range, operating from +20°C to −35°C. They can be  
used as holding freezers for frozen products or as chillers 
to help keep temperature-sensitive products fresh.

Blast freezers, meanwhile, are designed for rapid tem­
perature pull-down, making them useful for applications 
such as meat, fisheries, ice cream and prepared foods.

Making room for the peaks
This is where containerised cold storage can play a useful 
role. Refrigerated containers can be positioned directly 
on site to provide additional capacity for a short-term 
peak or a longer-term requirement. Businesses can 
increase their chilled or frozen storage space without 
making significant changes to their existing premises.

For a retailer preparing for a busy trading period, a food 
producer dealing with increased production or a dis­
tributor taking on additional stock, that ability to add 
capacity when it is needed can be particularly useful.

Avoid off-site cold storage. Our refrigerated 
containers can be delivered directly to your site 
with flexible short- or long-term leases, giving  
you the agility to scale temperature-sensitive 

storage when you need it.
Nikki White, Sales Manager, Almar Container Group

The practical side of cold storage
There are other considerations beyond temperature. 
A refrigerated container requires the correct power 
supply and needs to be positioned appropriately on site. 
Products also need to be packed correctly so that airflow 
through the unit is not restricted. Poor loading can affect 
how efficiently the container maintains the required 
temperature.

Then there is reliability. Refrigeration equipment can 
be expected to operate around the clock, making 

Flexible refrigerated storage can give retailers 
and food businesses the extra capacity they 

need, without immediately investing in permanent 
infrastructure.

Cold storage capacity has a habit of becoming a problem 
at exactly the wrong time. A seasonal increase in stock, 
a new product line, higher production volumes or an 
unexpected order can quickly put pressure on the refri­
geration space a business already has.

For retailers, food producers and distributors, the answer 
may seem obvious: build more cold storage. But when 
demand fluctuates throughout the year, investing in 
permanent capacity that may be underused during 
quieter periods does not always make commercial sense.

Chilled, frozen or rapidly frozen?
Adding capacity is only part of the decision. The 
temperature requirement depends on what is being 
stored and what needs to happen to the product while 
it is inside the unit. Fresh produce, dairy and beverages 
generally require chilled conditions, while frozen products 
need considerably lower temperatures.

For businesses needing a convenient chilled-storage 
option, Almar’s customised single-phase solution oper­

When demand outgrows the cold room
regular maintenance and access to technical support an 
important part of any cold storage arrangement.

Capacity that fits the requirement
For businesses with changing requirements, leasing 
provides the flexibility to bring in additional cold-storage 
capacity for as long as it is needed. This can help busi­
nesses respond to short-term increases in demand or 
provide a longer-term solution without committing to 
additional permanent cold-storage infrastructure.

â
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ALMAR CONTAINER GROUP
+27 31 561 6767 | www.almar.co.za

Ultimately, additional cold storage does not  
always require a major infrastructure project.  

Sometimes it is simply about having the right capacity, 
at the right temperature, for the right 

amount of time.

Almar Container Group
Almar supplies refrigerated container solutions 
across South Africa, including chillers, freezers 
and blast freezers. While Almar units are on lease, 
servicing, maintenance, breakdown assistance and 
technical support are included, helping customers 
keep their cold-storage solution operating reliably 
throughout the rental period.


