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Foreword
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In this second ProSpirits Report, we build on the ideas from the last 

ProWein Report by thoroughly and specifically interpreting the figures.

When it comes to branding and brand management, the spirits industry 

is far ahead of the wine industry. And yet, no further report is needed to 

show that we are going through a challenging period. However, with this 

Report, we show the nature of this change, which is new and exciting!

We examine common terms such as 'premiumisation', 'innovation' and 

'consumer behaviour' in the context of corporate strategies and show 

how they can be utilized more effectively to achieve overarching goals. 

One such goal is currently gaining ever greater significance: 

creating occasions!

Conscious consumption combined with the right opportunity can open 

new possibilities. And we should also consider integrating product 

categories that do not traditionally fall within the spirits sector, in order to 

create new touchpoints. 

Frank Schindler

Head of ProWein
© Messe Düsseldorf



Trends and Category Shifts

The market is defined by tension between premiumization and 

downtrading, putting pressure on the mid-price segment. Growth 

is concentrated in no-/low-alcohol, RTD, and convenience 

formats, while the core spirits market is expected to stagnate or 

decline.

Consumer Relevance is Key

The spirits sector is shifting from broad volume growth to a more 

fragmented relevance market. Future success will depend on 

clear positioning, occasion relevance, and operational robustness. 

Companies aligned with evolving consumption moments, credible 

moderation offers, or strong premium differentiation are better 

placed to defend margins and relevance. For many traditional 

players, however, conditions are becoming more challenging, 

particularly where positioning, differentiation, and consumer 

relevance are weak.

Opportunities

The outlook still offers opportunity. Even in a mature, competitive 

market, attractive positions remain for companies that adapt early, 

focus sharply, and build resilience. While growth may not return 

quickly, there is still room for sustainable success under new 

conditions.

Executive Summary – ProSpirits Report 2026
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ProSpirits Report 2026

More than 100 industry experts from 26 countries — covering the 

complete supply chain from producers to exporters, importers, 

retail, and the on-trade —shared their experience, perspectives, 

and expectations in the second ProSpirits Report 2026.

Challenging Market Environment 

The results suggest that the spirits sector is facing less of a 

cyclical downturn and more of a structural market transition. While 

some responses reflect cautious optimism, the overall pattern 

indicates that the market environment remains challenging. The 

results point to an industry that is not yet entering a genuine 

recovery phase, but is instead trying to stabilize after a period of 

significant pressure

Innovation as Key Driver

Innovation is seen as the key growth lever, but remains largely 

reactive. The challenge is to move beyond trend-following toward 

genuinely new propositions. At the same time, stronger 

collaboration between producers, retailers, and the on-trade offers 

significant untapped potential to reach and activate consumers.



Part 1

Current Condition & Future 
Opportunities



Authors’ Key Insights
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Innovation is widely seen by producers and trade as the key 

growth lever for the spirits sector. However, much of it still seems 

to be reactive, following visible trends rather than shaping new 

ones. The key challenge ahead is to move beyond adaptation and 

develop genuinely new-to-the-world propositions that can redefine 

the category.

At the same time, collaboration between producers, retailers, and 

the on-trade holds significant untapped potential to reach new 

consumers and better activate existing ones. Leveraging these 

partnerships more systematically is a critical driver of future 

business growth.

Success will require sharper focus, disciplined innovation, and 

strong route-to-market execution to ensure relevance where 

consumption still occurs. In a structurally shrinking and more 

competitive market, those who combine occasion fit, brand clarity, 

and operational resilience will be best positioned to sustain both 

relevance and margins.

Prof. Dr. Simone Loose

Geisenheim University

© Wolfgang Staudt



Executive Summary - Situation & Outlook 
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Current situation and outlook

The year 2025 was marked by clear pressure on volumes and, in 

parts of the market, also on price points. Looking ahead to 2026, 

respondents do not indicate broad-based momentum or renewed 

growth. Rather, expectations are centered on stabilization. 

This is a critical distinction: the market is not currently showing 

signs of self-sustained recovery, but of managing decline more 

cautiously.

Demand trends and market tension

A central feature of the current market is the tension between 

premiumization and downtrading. On the one hand, the idea of 

“less, but better” remains relevant and continues to support 

selected premium segments. 

On the other hand, a significant part of demand is moving toward 

lower price points. This suggests increasing pressure on the 

middle of the market, where products often lack both clear 

affordability and strong premium distinctiveness.

Innovation and strategic responses

Innovation appears more reactive than leading, with firms mainly 

adapting to visible trends such as no- and low-alcohol products, 

convenience, and adjacent formats. While understandable in a 

challenging market, this raises the risk of overcrowding and 

limited differentiation. As a result, some prioritize resilience, focus, 

and operational robustness over continuous innovation, which 

may be more sustainable under current conditions.

Route-to-market and export diversification 

Route-to-market excellence and strong partnerships between 

producers, retail, and the trade remain a critical lever for resilience 

and growth. 

At the same time, geographic expansion and export 

diversification are increasingly important—especially for 

producers operating in mature and saturated markets. However, 

ongoing economic uncertainty and geopolitical frictions are raising 

barriers to this diversification, making international growth both 

more necessary and more difficult to execute.



Current economic situation & expectation for 2026
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How do you assess the current economic 
condition of your company?

How will the economic condition of your 
company change within 2026?

5

17

55

19

3

very bad

bad

satisfactory

good

very good

0

21

32

43

4

significantly deteriorate

deteriorate

not change

improve

significantly improve

Experts report satisfactory current economic conditions and express cautious optimism for 2026.



Purchasing Behaviour 2025

How has your clients’ spirits purchasing

behaviour changed in 2025?
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19

34

47

IncreasedRemained stableDeclined

How did your clients‘ price segment preferences

change in 2025?

Purchasing volumes declined in 2025, while price preferences were mostly stable; however, more than 

one third reported shifts to lower price points, signalling pressure on both volume and value.

18

45

37

Shifted to higher
price points

Remained stableShifted to lower
price points



Expectations for 2026

How will your clients’ spirits purchasing

behaviour change in 2026?
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How will your clients’ price segment preferences

change in 2026?

19

56

26

Will increaseWill remain stableWill decline

17

56

27

Will shift to higher
price points

Will remain stableWill shift to lower
price points

For 2026, most experts expect stable volumes and values, suggesting a cautiously optimistic outlook. 

Around one quarter anticipate further declines, while fewer than 20% expect positive market developments.



Opportunities for revenue growth

What are the key opportunities for revenue growth in the spirits sector? 

Producers

10

60

56

52

38

37

36

36

15

Innovation: New products and trends

Stronger route-to-market and partnerships

Geographic expansion and export diversification

Premiumisation: Encouraging trading up

Targeting new consumer groups (Gen Z, light drinkers)

New occasions: creating more consumption moments

On-trade activation and visibility

Alternative packaging formats and sizes



Opportunities for revenue growth

What are the key opportunities for revenue growth in the spirits sector? 

Trade

11

38

38

38

35

35

24

17

Innovative serve formats (RTDS, flights, mini-
serves, experiental tasting)

Gen Z–relevant concepts

Experience-driven activation

Creating new drinking occasions

Food & spirits pairing

Premiumisation and cocktail-led value growth

Operational efficiency and menu optimisation



Innovation
Producer activities - Open responses (4 major archetypes)

12

Market- and trend-led 
product innovation

No/low-alcohol, new occasions, category 
diversification

Premiumization, packaging, 
brand experience

Tradition-based continuous improvement
© NWDN GmbH



Threats and Challenges for the spirits industry
Producers

13

70

69

62

60

53

49

44

40

38

19

Stricter alcohol policies and rising alcohol taxes

Rising production and input costs

Health concerns, consumers reducing
consumption

Reduced consumer spending power

Aging of current consumer target group

Global economic downturn

Pressure from retail and distribution partners

Trade barriers and geopolitical risks

Consumers shifting preferences to substitutes

Staff shortage
© NWDN GmbH



Threats and Challenges for the spirits industry
On-Trade and Retail

14

65

59

56

56

53

53

41

40

39

Reduced consumer spending power

Health concerns, consumers reducing
consumption

Rising costs across the value chain

Stricter alcohol policies and rising alcohol taxes

Margin pressure and profitability challenges

Aging of current consumer target group

Staff shortage

Consumers shifting preferences to substitutes

Global economic downturn



Part 2

Future Trends in the Spirits Sector



Authors’ Key Insights
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The ProSpirits 2026 report points to a

market defined by polarization rather

than recovery.

Growth expectations are concentrat-

ed in No/Low Alcohol, RTDs, and

aperitif-adjacent categories, while

traditional core spirits stagnate or

decline. A shift the survey data now

reflects more accurately after under-

estimating aperitifs and overestimating

whiskey, rum, and tequila in 2025.

Crucially, the substitution story goes

beyond category switching: consumers

are drinking less overall, with function-

al beverages, soft drinks, and water

emerging as genuine competitors.

New occasions follow a defensive

logic, as smaller formats, “cocktail-

ization”, and experience formats are

about staying relevant, not driving

volume.

Hence, it is not surprising that acts of

consolidation are the structural

response of choice: 51% of experts

expect increasing consolidation in the

sector, and 31% indicate they are

likely to actively participate in a

merger, divestiture, or acquisition.

A clear signal that fragmented demand

and persistent pressure are accel-

erating the industry's reconfiguration.

Johan ten Doornkaat Koolman

Managing Partner, NWDN GmbH



Executive Summary - Trends

17

Category shifts and trend segments

Expected growth is concentrated in a relatively narrow set of 

segments, especially no- and low-alcohol products, RTD and 

convenience formats, and aperitif-adjacent concepts. 

By contrast, the traditional core spirits market is more often 

expected to stagnate or decline. Market expectations appear to be 

largely shaped by recent observations, indicating a more reactive 

than forward-looking perspective.

Substitution and changing consumer behavior

A key finding is that the market challenge goes beyond shifts 

between alcohol categories. It reflects broader behavioral 

change: consumers drink less, choose more consciously, and 

consume more situationally. No- and low-alcohol products are 

visible substitutes but do not offset the overall decline, which is 

partly driven by reduced consumption itself.

At the same time, competition extends beyond alcohol to 

include functional drinks, energy drinks, soft drinks, water, and in 

some markets cannabis-related products—shifting competition 

toward relevance within consumption occasions.

Occasions and route to relevance

A similar defensive logic shapes new occasions: the focus is less 

on creating new consumption moments than on staying relevant 

in fewer, more selective ones. Smaller formats, DIY concepts, 

cocktailization, food pairing, and experience-driven approaches 

reflect this shift. These changes are tied to broader structural 

drivers, including moderation trends, limits to premiumization, 

regulatory barriers, and a weakening nightlife culture.

Industry consolidation

Against this background, expectations of further consolidation are 

unsurprising. Many industry experts see consolidation as a likely 

structural response to persistent pressure, fragmented demand, 

and rising competitive intensity. This points to a market in which 

scale alone will not be sufficient unless it is combined with strong 

positioning and operational discipline



Trend Spirits
Which types of spirits do you expect to perform well in the next two years?

18

68

66

58

40

39

31

26

26

18

16

16

7

7

62

54

53

29

29

47

52

44

39

16

8

16

5

Low alcohol spirits

Ready-to-drink mixes

Alcohol-free spirits

Aperitifs

Liqueurs (excl. Aperitifs)

Whisky / Whiskey

Rum

Tequila, Mezcal

Gin

Vodka

Brandy, Cognac

Sake

Korn

2026 2025

The market shows increasing polarization. Trend 

categories from 2025, such as low-alcohol spirits, 

RTDs, and aperitifs, are expected to perform better 

in 2026, while categories that lagged in 2025 see 

declining expectations. 

Overall, a small number of product trends are 

driving the market while the broader sector 

contracts.

© NWDN GmbH



No/Low & Alcohol-Free Substitution 

Moderation & Reduction

Functional & Lifestyle Alternatives 

Alternative Social & Recreational Options

Other alcoholic beverages: beer, RTD, wine

Substitutes to Spirits
What are consumers switching to instead of spirits (5 clusters)

19

Consumers Are Not Simply Switching –

They Are Reframing Consumption

Open responses cluster into five 

archetypes, showing that the shift goes 

beyond substitution toward less, more 

conscious, and occasion-driven consumption:

1) No/Low is fastest-growing substitute, but 

not capturing the full shift.

2) Moderation is not an innovation story—it is 

a volume decline story. Consumption is 

declining, not just shifting.

3) Lifestyle alternatives - competition extends 

far beyond the traditional beverage category. 

Wellness-oriented or performance-driven 

options.

4) Recreational options - spirits lose 

occasions, not just share. THC, alternative 

recreational behavior.

5) Spirits remain relevant but face tighter, 

more selective occasions.



New occasions
How does your company create additional consumption occasions? (4 clusters)
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Responses for the first two clusters were most often mentioned. 

Cluster 1) Many experts see tastings, gatherings, and 

immersive formats as the most practical way to create or 

support new consumption occasions. 

Cluster 2) A large cluster focuses on reframing consumption 

into more conscious, premium, and situational moments through 

rituals, storytelling, pairings, and serve concepts.

1) Experience- and event-led occasion creation

Creating occasions through events, tastings, immersive 
experiences, and social activation.

2) Occasion reframing through rituals, serve ideas, 
and premium enjoyment

Focusses less on “more consumption” and more on 
redefining when, how, and why spirits are consumed, often 
through premiumization, rituals, pairings, and more 
conscious moments.

3) Product, format, and portfolio innovation for
new occasions

Creating relevance through new products, new categories, 
new formats, and adapting the portfolio to emerging usage 
situations.

4) Channel, trade, and community activation

Activating the trade, new channels, visibility, partnerships, 
and relationship-based market presence rather than 
directly creating end-consumer occasions.

Cluster 3) At the same time, a substantial share of 

responses emphasizes product and format innovation 

rather than occasion creation itself. 

Cluster 4) Many producers believe that they cannot “create” 

occasions and instead see their role as providing suitable 

products, supporting the trade, or responding to moments 

that already exist in the market.



Future Communication
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What key image elements will drive successful spirits marketing in the future?

65

65

55

55

52

50

23

17

14

67

60

55

52

51

57

22

7

18

Storytelling

Heritage and Tradition

Inspiring Experiences

Lifestyle Appeal

Luxury and Exclusivity

Social Connection

Exotic Flavours

Romance

Adventure

2026 2025

The key values and associations for brand 

communication remain largely unchanged.

Storytelling, heritage, and tradition continue to be 

the main drivers.

© NWDN GmbH



Plans for the Future
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In which area will you focus your new initiatives?

Producers

63

61

47

42

24

Marketing or brand activities

Sales channels / online sales

Product or packaging innovation

Cost management or efficiency

Operations, Production

Producers focus primarily on market-oriented 

activities in a declining market, particularly 

branding, marketing, and strengthening sales 

channels. 

Product and packaging innovation play a 

secondary role, while operational measures are 

seen as less important drivers.

© NWDN GmbH



Plans for the Future
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In which area will you focus your new initiatives?

On-Trade

46

46

31

31

23

23

23

8

Collaboration with producers and exclusive brands

Marketing and guest loyalty initiatives

Staff training and sommelier education

Cost and efficiency management

Enhancement of spirits offers and pairing concepts

Digital reservation or ordering tools

Diversification of beverage offering (e.g. no/low alcohol)

Introduction of new formats and events (flights, minis serves,
events, tasting nights)

The on-trade clearly prioritizes sales activation 

and customer engagement. Marketing, guest 

loyalty, and collaboration with producers and 

exclusive brands are central to attracting 

consumers, while operational topics are of 

secondary importance.



Consolidation and Cooperation
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We expect increasing consolidation within 

the spirits sector in the next 12 months

We are likely to participate in a strategic 

cooperation, fusion, divesture or acquisition

8

8

33

36

15

do not agree at all

do not agree

neutral

agree

agree strongly

28

18

23

26

5

do not agree at all

do not agree

neutral

agree

agree strongly

The majority of industry experts expect consolidation in the spirits sector to increase in the coming year. 

31% report that they are likely to actively participate in strategic cooperation, a merger, divestiture, or acquisition.



Participating Industry Experts
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Online survey 
(n=102 February 2026)

Producers (n=61)

Spirits Producers

Intermediaries (n=19) Retailers (n=22)

Hotel Trade

Wholesalers

Exporters
Importers, 

Distributors
Specialty retail

On Trade
(restaurants, bars, clubs)

More than 100 industry experts from 26 countries participated in the 2026 ProSpirits Survey.
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