
HOW HAS COVID 
AFFECTED EVERYDAY 
SPENDING?

Total % Spending Less 32%

Less but at a higher quality 6%

Less and at the same quality 18%

Less and at a lower quality 8%

Total % Spending More 18%

More but at higher quality 6%

More but at the same
quality 9%

More but at a lower quality 3%
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About one-third (32%) of Canadian shoppers are now spending less across beverage 
categories than before the pandemic began, likely due in part to recent inflation.
• Among those who are spending less, most are still buying at the same quality. The remainder are 

nearly evenly split for trading up or down on quality.
About 1 in 5 are now spending more on beverages.
• For those who are spending more, shoppers are generally spending more at the same or higher 

quality, with very few trading down.

SPOTLIGHT ON BEVERAGES

Bolded numbers indicate that they are higher than the category average

Less but at higher
quality

Less and at the 
same quality

Less and at lower
quality

Net Less

Energy drinks 8% 19% 10% 37%

Coffee 5% 12% 5% 22%

CSDs/Pop 4% 22% 7% 33%

Alcoholic bevs 4% 22% 6% 33%

Sports drinks 9% 17% 9% 36%

SPENDING CHANGES: AVERAGE ACROSS 5 BEVERAGE CATEGORIES

SPENDING CHANGES BY SPECIFIC BEVERAGE CATEGORY (AMONG CATEGORY BUYERS)

More but at 
higher quality

More and at the 
same quality

More and at 
lower quality

Net More

Energy drinks 10% 9% 5% 24%

Coffee 6% 9% 3% 18%

CSDs/Pop 3% 7% 3% 13%

Alcoholic bevs 5% 10% 3% 18%

Sports drinks 5% 10% 4% 19%

Compared to the other beverage categories assessed, there’s an interesting dynamic for 
energy drinks. Energy drinks over-index on both spend cutbacks as well as spend 
increases but with shoppers seeking “higher quality” in either case. Sports drinks, which is 
a close-in category to energy drinks, exhibits a similar dynamic.

% Spending the same amount 
at the same quality as before 
COVID

49%
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