,,...mb
I
>
G-
o
7p)
>
O
=

©
N
o
N
Aam
O
—
)
>
“—
o
n
@®©




Agenda

p
1 Beverage Landscape
Current Landscape & FY 2025 Media Trends
-
E
2 Beverage @ NBCU Update
Media Trends, Creative Showcase
.
p
Beverage Upcoming
3 Opportunities At NBCU

NBCUniversal | 2



Category Landscape

~

Current Beverage Category Dynamics

The Beverage category is shifting from broad-based volume expansion to targeted, portfolio-led growth

Headwinds

Health-forward behaviors are
reshaping consumption, as
moderation, sugar scrutiny,
and wellness priorities
influence beverage choices

Competition for occasions is
intensifying, as energy,
functional beverages, alcohol
alternatives, and hydration
formats fragment share

Price sensitivity accelerating
trade-down behaviors is
putting premiumization under
pressure

Younger drinkers are
reshaping the category entry
point, experimenting across
formats and showing weaker
long-term brand loyalty

Tallwinds

Convenience-led formats
drive growth, with RTDs and
portable beverages aligning
with on-the-go lifestyles

Premium share holds with
consumers paying more for
quality ingredients and
authentic storytelling

Functionality expands new
occasions, aswellness
benefits unlock new
consumption moments

Innovation fuels cultural
relevance, as limited
releases, collaborations, and
flavor experimentation
capture attention

NBCUniversal | 3



Category Marketplace Spend
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Beverage Marketplace Spend

The category continues to tap into cultural moments as it continues the shift towards digital by
increasing spend across the digital video ecosystem

Beverage Category Media Mix Total Spend
Share of Spend, in % +710% YoY
Driven by digital growth (+14%)
7% 7%
3% 5%
Other Digital
Retail Media 31% 30%
Search
Social 4% 9%
OLV .
19% Social
Short-Form Video ’ 20%
-, +4% YoY
reaming
B Other Traditional Now representing the largest media channel by volume/share for the
category
B Linear
2024 2025 Linear Spend
iti i +2% YoY
Trad|t|.onalvs. Digital 31% / 69% 28% / 72% . .
% Split Fueled by increases in Sports (+5%), Broadcast (+10%), and News (+52%)

Source: Intemal analysis le veraging data from Guideline, Me diaRadar, and Pathmatics
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Category Marketplace Spend

N~—

Non-Alcoholic Beverage Media investment sees growth
from categories supporting on-the-go lifestyles

(-23% YoY) () |

Bottled & Enhanced Water
(-20% YoY)

Juice & Flavored Beverages | \/’ - 1

(A

Soft Drinks
(+12% YoY)

Non-Alcoholic Beverage category
has grown +22% over the last 3
years, driven by strong growth from
Sports & Energy Drinks, Soft Drinks,

Sports & Energy Drinks

+9% YoY

Coffee & Tea
(+17% YoY)

and Coffee & Tea

Source; : SMI Core 2.0; Non-Alcoholic Beverages



Alcohol Media investment reflects
Innovation fueling cultural relevance

Wine & Champagne
(-26% YoY)

Coolers/ RTDs

+0% YoY

Liquor & Spirits ?
(-6% YoY)

Source; : SMI Core 2.0; Non-Alcoholic Beverages

Category Marketplace Spend

N

i

Beer & Ale
(+6% YoY)

Alcohol category spend has declined
-7% overthe past 3 years, however,

Coolers/RTDs grew (+11%) fueled by
innovation and shifts in consumer
preferences

NBCUniversal | 6



< Category Marketplace Spend

0 2025 Alcohol Advertiser Spend Volume Growth by Subcategory
$USD Millions

Liquor & Spirits
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The largest 2025 Alcohol
spend growers were in the

Whiskey, Import
Beer, and RTD
Categories + Corone.
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The largest 2025 Beverage
spend growers were in the

Soft Drink,
Coffee, and
Performance
Drink
Categories

2025 Non-Alc Beverage Advertiser Spend Volume Growth by Subcategory

$USD Millions

Sports, Energy & Health Drinks

‘. I

Hydration Multiplier
Sugar Free

$1
Red Bull 5
B A

yfood =iy
$12

$11 $11
vitaminwater :
BOU- Jailir347)
gl

$12 $6 $4

Coffee & Tea

NESPRESSO tavATIA

$19

g~
Seattles

Sa  FULLEN

wow: E8 | TAACDY 36
CRIO BRU

$9 $8 $7

Soft Drinks

2
(Fie4] Star Wars

Galaxy Edge
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Water

e
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$36
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)
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Beverage
NBCU SPEND

2025 vs. 2024

Alcohol Spend Growth at
NBCU Outpaced the

Marketplace in 2025

As portfolios look to premium
content environments and
advanced buying paths to capture
and convert key audiences across
platforms.

Source: NBCU Intemal Spend Data

4L

LINEAR

remains the focal point,
with the Sports and ELG
genres driving investment
as brandstapinto cultural

ADVANCED

buying paths are being
prioritized as brands seek
to strengthen relationships
with key consumer

peacock:

STREAMING

continues as a key area to
engage audiences,
accounting for 88% of all
digital spend, as brands

NBCU Category Trends
el

@
AD
INNOVATIONS

remain anintegral part of
the category’s streaming
strategy — capturing

moments and prioritize segments. look to drive impact and ; i
. A A attention and sparking
multicultural consumers. reach with premium . L .
- inspiration for drinking
content opportunities. .
occasions.
Sports & ELG account for +24% +40% +26%
76% in advanced audience in Streaming spend YoY in innovations
of all Linear spend buying paths
+23% +44% +19% 96%
in Hispanic Linear in advanced streaming, in Peacock Premier of innovation spend
accounting for 62% of all allocated to Pause,
streaming spend +50% g;ii\f%;n:igts and
in Peacock AX
- - - -
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Creative Showcase

Creative & Innovation
Across NBCU

2 N
NBCU Spotlight NBCU Spotlight NBCU Spotlight

Late Night with Seth Meyers x Canada Dry x Below Deck Cuervo x

Maker’s Mark Canada Dry leveraged Below Deck |IP Love Island USA & WWHL

Maker’s Mark partnered with Late and its beloved crew to launch a first- Cuervo tequila partnered with Love
Night with Seth Meyers for an on- of-its-kind partnership in a cross- Island USA S7 and WWH to maintain
air segment showcasing its red platform execution that successfully summer-long relevance, headlined
wax dipping and barrel rotation, drive brand love and capture high by two custom content spots

and extended the activation to engagement from target audience. featuring fan-favorite Leah Kateb.

the SNL50 Primetime Special and

digital platforms.
Maker's l"‘"“k |
£y Mark DRY @ﬂ:ﬂn

\ 4 \ 4 \ 4
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2026 BEVERAGE Predictions

Beyond regulatory shifts, these 5 key topics highlight how brands are balancing convenience,
functional value, and intentionality to capture the evolving modern consumer.

Choice
Fluidity

Brands are launching
unified portfolios where the
same brand logic applies to
0.0%, low-ABV, and full-
strength versions.
Consumers are "zebra-
striping" (alternating
between alc and non-alc)
within a single evening.

Growth will come from
portfolio strategy rather than
single-SKU success.

92%

of non-alcoholbuyers also
purchase alcohol, supporting
the idea that consumers are
redistributing consumption
across formats over time.’

The Rise of
Intentionality

Alcoholis losing its status
as the social default.
Drinking is moving to a
deliberate, occasional
choice, driven by a
generational shift in health
perception.

Volume-based growth

models are under pressure.

Brands must pivot to value
over volume, focusing on
premiumization, smaller
formats and high-end
associations.

54%

a record-low 54% of Americans
say they drink alcohol, as a
majority now believe moderate
drinking is unhealthy.?

The Functionality
Takeover

The market is shifting from
refreshment to bio-
hacking, with ingredients
like magnesium for calm,
lion’s mane for focus,
energy, and probiotics for
gut health becoming
standard.

Brands can no longerwin
on taste alone. Innovation
must shift from new flavor
launches to benefit-led
platforms.

75%

of functional drink consumers
believe brands should do more
to explain benefits of these
ingredients.®

Source: 1. NielsenlQ; 2. Gallup; 3. Mintel - Naon-Alcohalic Beverages Occasions—1] =2025; 4. Mintel — Alcohol Alternatives— 1] =2025; 5. Mintel — Food Packaging Trends— 1] -2025

Beverages as
Mood Tools

Beverages are increasingly
used as "liquid tools" to
manage the stress and
cognitive demands of
modern life. Alcohol no
longer holds the monopoly
on "winding down”.

Brands need to map their
products to "need states"
rather than time-of-day,
(e.g., energy, relaxation,
celebration).

45%

of U.S. consumers look for
mood-boosting benefits when
choosing an alcohol
alternative.®

Price Sensitivity vs
Efficiency

Consumption is shifting
toward convenience and
value, as seen in the growth
of ready-to-drink options
alongside asurge in
concentrates and
multipurpose powders that
offer cost-effective formats.

Pack architecture is now a
primary growth lever. Value
packs appeal to families,
while Gen Z prefers smaller,
"aesthetic" single-serves.

53%

of U.S. consumers would rather
see smaller package size than
higherprices.®

FeMBECUniversal | 11


https://nielseniq.com/global/en/insights/report/2025/non-alcohol-is-no-longer-a-niche-its-a-billion-dollar-movement/
https://news.gallup.com/poll/693362/drinking-rate-new-low-alcohol-concerns-surge.aspx
https://clients.mintel.com/content/report/non-alcoholic-beverages-occasions-us-2025#workspace_SpacesStore_cc20a622-a5a1-43dc-a0a6-22a5a113dc0f
https://clients.mintel.com/content/report/non-alcoholic-beverages-occasions-us-2025#workspace_SpacesStore_cc20a622-a5a1-43dc-a0a6-22a5a113dc0f
https://clients.mintel.com/content/report/non-alcoholic-beverages-occasions-us-2025#workspace_SpacesStore_cc20a622-a5a1-43dc-a0a6-22a5a113dc0f
https://clients.mintel.com/content/report/non-alcoholic-beverages-occasions-us-2025#workspace_SpacesStore_cc20a622-a5a1-43dc-a0a6-22a5a113dc0f
https://clients.mintel.com/content/report/non-alcoholic-beverages-occasions-us-2025#workspace_SpacesStore_cc20a622-a5a1-43dc-a0a6-22a5a113dc0f
https://clients.mintel.com/content/report/non-alcoholic-beverages-occasions-us-2025#workspace_SpacesStore_cc20a622-a5a1-43dc-a0a6-22a5a113dc0f
https://clients.mintel.com/content/report/non-alcoholic-beverages-occasions-us-2025#workspace_SpacesStore_cc20a622-a5a1-43dc-a0a6-22a5a113dc0f
https://clients.mintel.com/content/report/non-alcoholic-beverages-occasions-us-2025#workspace_SpacesStore_cc20a622-a5a1-43dc-a0a6-22a5a113dc0f
https://clients.mintel.com/content/report/non-alcoholic-beverages-occasions-us-2025#workspace_SpacesStore_cc20a622-a5a1-43dc-a0a6-22a5a113dc0f
https://data.mintel.com/databook/alcohol-alternatives-us-2025/#Q23
https://data.mintel.com/databook/alcohol-alternatives-us-2025/#Q23
https://data.mintel.com/databook/alcohol-alternatives-us-2025/#Q23
https://data.mintel.com/databook/alcohol-alternatives-us-2025/#Q23
https://data.mintel.com/databook/alcohol-alternatives-us-2025/#Q23
https://data.mintel.com/databook/alcohol-alternatives-us-2025/#Q23
https://data.mintel.com/databook/alcohol-alternatives-us-2025/#Q23
https://clients.mintel.com/content/report/food-packaging-trends-us-2025#workspace_SpacesStore_4f9ffbe6-575b-4923-9ffb-e6575b2923be
https://clients.mintel.com/content/report/food-packaging-trends-us-2025#workspace_SpacesStore_4f9ffbe6-575b-4923-9ffb-e6575b2923be
https://clients.mintel.com/content/report/food-packaging-trends-us-2025#workspace_SpacesStore_4f9ffbe6-575b-4923-9ffb-e6575b2923be
https://clients.mintel.com/content/report/food-packaging-trends-us-2025#workspace_SpacesStore_4f9ffbe6-575b-4923-9ffb-e6575b2923be
https://clients.mintel.com/content/report/food-packaging-trends-us-2025#workspace_SpacesStore_4f9ffbe6-575b-4923-9ffb-e6575b2923be
https://clients.mintel.com/content/report/food-packaging-trends-us-2025#workspace_SpacesStore_4f9ffbe6-575b-4923-9ffb-e6575b2923be
https://clients.mintel.com/content/report/food-packaging-trends-us-2025#workspace_SpacesStore_4f9ffbe6-575b-4923-9ffb-e6575b2923be

2026 Opportunities
for the Beverage Category

\NBCU Category Opportunities

s N\ \ N
Late Night w/ Seth Meyers Top Chef
Late NI WILH QeI Meyers :_ Y >
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Pleasereach out to your NBCU sales or marketing lead for more information or to check status of category availability for th e oppo rtunities.
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https://view-su2.highspot.com/viewer/56dc1a4866ee38ef925ebe9d9c6ce290
https://view-su2.highspot.com/viewer/a9d91dbb3bfded55ca0b6ae3f0b5b4c4
https://nbcuni.highspot.com/items/693afa48578deecf08fbeb63?lfrm=shp.9
https://nbcuni.highspot.com/items/67d2e6a8e8bee4a580d05232
https://nbcuni.highspot.com/items/68acc60a0aa0bc45b986ce27#1
https://view-su2.highspot.com/viewer/080d64f2e6bce8d4680cec9d8d8e9530
https://view-su2.highspot.com/viewer/5a3d4af68754a87ba6c418f4cda9c317
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NBCU Beverage Categ

Dominique Folacci, Nick Cafiero, Ben Cohe
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