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Prime 
What can SmartView Convenience 
tell us about Prime’s performance 
in the independent convenience 
channel? 
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SmartView Convenience 

WHAT IS IT? 

SmartView Convenience is the most representative EPOS market read covering independent convenience 
retail and wholesaler-supplied symbol stores in GB

• EPOS sales data from a cherry-picked sample of >5,000 stores (building to 6.5k) 

• We've then removed outliers, incomplete data and rebalanced the sample against leading industry reports

• We’ve extrapolated the data using algorithms to represent total independent convenience stores in GB 
(around 30k stores) and the data has been cleansed by our experienced data quality team

HOW YOU CAN USE THE DATA

• Tactically – identify and plug distribution gaps, ensure fair share of space and identify opportunities 

• Strategically – demonstrate the scale and importance of the channel; measure ROI; justify continued 
support 
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Prime

• Launched early 2022 via Instagram Live

• Carefully controlled listings / limited availability 
created huge demand and allowed the drink to be 
sold at a significant premium 

Findings from SmartView Convenience:

• Prime has achieved >5% share of sports & energy 
drink now soft drinks in independent convenience

• It is currently the 4th largest sports & energy drink 
in the channel (by value) 

• Incumbent sports drinks brands have not seen a 
drop in sales, suggesting that Prime has been 
largely incremental to the category 



Source: I-TG International Services Ltd in partnership with TWC

Drink Now – 13w/e 10.09.23 – Value 

• Sports & energy accounts for almost half of all value 
sales in Drink Now soft drinks and the category is 
growing at +13.1% YOY (13 w/e 20.08.23) in value.
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Sports & Energy – 13w/e 10.09.23 – Value 

• In the latest 3 months, sales of Prime reached £14.4mn 
in independent convenience, making it the 4th largest 
sports & energy drink with a share of 5.3% of the sub-
category. 
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Sports drinks – 13w/e 10.09.23 – Value 

• Within sports drinks, Prime has achieved a share of 
almost 29% in 13 w/e 10 Sept 2023, making it the 2nd 
largest sports drink. 
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Sports drinks – 13w/e 10.09.23 – Volume 

• Due to its significantly higher price point, Prime 
commands a lower volume share – it was the 3rd best-
selling sports drink now brand in the 13 w/e 10 Sept 23, 
with a share of 12.9%. 
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Prime weekly volume sales – 26w/e 10.09.23 
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SPORT CATEGORY PRIME

The introduction of Prime appears to have 
been incremental to the category as there 
hasn’t been a direct drop off in category 
sales. We also believe that Prime has 
attracted a different target consumer to 
other sports drinks brands. 
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Stimulation drinks – 13w/e 10.09.23 – Value 

• Within stimulation, Prime Energy has achieved a 
share of 0.9% (value) in 13 w/e 10 Sept 23.  
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Prime value/volume/price – 13w/e 10.09.23 

Prime Hydration 
13w/e value share of 

SPORTS
28.9%

Prime Energy 13w/e 
value share of 
STIMLUATION

0.9%

Hydration 
accounts for 87% 

of Prime sales 
(Value, 13w/e 

10.09.23) 

Energy has 
achieved sales of 
almost £2mn in 
13w/e 10.09.23

TOTAL 
PRIME

PRIME 
HYDRATION

PRIME
ENERGY

AVERAGE WEEKLY VALUE £1,107,511 £961,256 £146,255

AVERAGE WEEKLY VOLUME 349,594 300,132 49,462

AVERAGE PRICE £3.17 £3.20 £2.96

13 w/e value share of
 Sports & Energy 

5.3%

13 w/e volume share of 
Sports & Energy 

2.5%
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Prime Hydration SKU performance – 13w/e 10.09.23 
• Meta Moon is the top selling 

line (accounting for 18% of 
total brand sales and 20.5% 
of Hydration sales)
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Prime Energy SKU performance – 13w/e 10.09.23 
• Ice Pop is the top selling 

Prime Energy variant in the 
channel, closely followed by 
Blue Raspberry.
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TWC thoughts
Prime has achieved a 5% share of drink now sports & energy soft drinks with minimal impact on 
incumbent brands Red Bull, Monster, Lucozade and Boost, suggesting that Prime has largely been 
incremental to the category. 

Prime has had a significant impact on value sales due to its much higher selling price, which peaked at £20 
a bottle at its peak. Since distribution has increased and demand has cooled, it has settled at around 
£3.50, which is still a premium vs. the category; enabled by carefully controlled listings and supply 
resulting in wholesalers, retailers and consumers being willing to pay a premium.

The launch of Prime is a great example of how the wholesale channel adapts – by embracing fast moving 
NPD, wholesalers benefit from the margin and footfall upside when demand is high. This requires 
wholesalers to spot the trend early but also to appreciate that a more disciplined route to market strategy 
will be required to maintain demand and price. 

This approach naturally lends itself to certain operators but any operator who can use data to evidence 
store stockists, RSP and ROS should get a fair chance to participate, so long as the volume they have 
bought is reported on shipments and retail sales. 



If you found this informative, contact us to find out more 
about SmartView Convenience and organise your own 
personalised demo   

Call 01908 101 389 |  Visit www.twcgroup.net

Contact Tom:
Email tom@twcgroup.net

Contact Sarah:
Email sarah@twcgroup.net
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