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Industry presentations

Industry referrals and claims

Conferences

For more information on any of Canadean's beverage services or consulting please contact Canadean on tel: 

+44 (0)1256 394200, email: sales@canadean.com or visit www.canadean.com

Bespoke projects

Database management

Long-range forecasting

Client presentations

Beverage workshops

Bespoke database solutions

Soft Drinks Service - annual country and global Wisdom databases and reports

Beer Service - annual country and global Wisdom databases and reports

Beverage Packaging Service - annual country and global Wisdom databases and reports

Iberia - annual, quarterly and monthly reports on Spain and Portugal

Special Focus Reports - please check our website or contact us for details of the latest special reports 

available

Consulting

Products & Services Available from Canadean in 2010

Wisdom - Canadean's online multi-dimentional beverage database, available for all services

All Beverage Services - annual and quarterly Wisdom databases and reports - Global Beverage Forecasts 

and Quarterly Beverage Tracker (QBT)



GLOBAL SUMMARY

ASIA

AUSTRALASIA

LATIN AMERICA

EAST EUROPE

MENA

REST OF AFRICA (Global)

NORTH AMERICA

WEST EUROPE

Contents

individual country, specifically Central & South America, Asia, Middle East/North Africa and

Rest of Africa, we have taken a value judgement to arrive at a balancing “Others” figure. This is 

is recorded as a separate entity, specific to the Region to which it belongs

Product Coverage

Main beverage category groups: Soft (standard), Soft (extended), Beer, Spirits (standard), 

WEST EUROPE: Austria, Belgium, Denmark, Finland, France, Germany, Greece, (Republic of)

Ireland, Italy, Netherlands, Norway, Portugal, Spain, Sweden, Switzerland, United Kingdom,  

Other West Europe

Regional Balancers

For regions where it has not been possible to generate total market volumes by profiling each

Latvia, Lithuania, Macedonia, Poland, Romania, Russia, Serbia, Slovak Republic, Slovenia, Turkey, 

Ukraine, Other East Europe

MIDDLE EAST & NORTH AFRICA (MENA): Bahrain, Egypt, Jordan, Kuwait, Lebanon, Oman, Saudi Arabia, 

Qatar, Tunisia, United Arab Emirates, Other MENA

REST OF AFRICA: Nigeria, South Africa, Other Rest of Africa

NORTH AMERICA: Canada, United States of America

Singapore, South Korea, Taiwan, Thailand, Vietnam, Other Asia

AUSTRALASIA:  Australia, New Zealand

LATIN AMERICA: Argentina, Bolivia, Brazil, Caribbean, Chile, Colombia, Costa Rica, 

Ecuador, El Salvador, Guatemala, Honduras, Mexico, Nicaragua, Panama, Paraguay, Peru, Uruguay, 

Venezuela, Other Latin America

EAST EUROPE: Belarus, Bosnia-Herzegovina, Bulgaria, Croatia, Czech Republic, Estonia, Hungary,

Data Table

Data Horizon: 1999-2008 ACTUAL, 2009P (provisional), 2010-2015F (forecast)

Measures: Volume (million litres), Population (millions), Litres Per Capita

Geographic Coverage

ASIA: China, Hong Kong, India, Indonesia, Japan, Kazakhstan, Malaysia, Pakistan, Philippines, 



Packaged Water

Bulk/HOD Water

Carbonates

Juice

Nectars

Still Drinks

Squash/Syrups

Fruit Powders

Iced/Rtd Tea Drinks

Iced/Rtd Coffee Drinks

Sports Drinks

Energy Drinks

Dairy Drinks

Hot Tea

Hot Coffee

Beer

Cider

Wine

Spirits

Fortified Wine

FABs

Sake

Rice Wine

Energy Drinks. Packaged Water excludes all water sold in large containers of >10 litres

Soft (extended): Bulk/HOD Water, Dairy Drinks (White Milk, Flavoured Milk, Soymilk and

Cultured Dairy Drinks including Drinking Yogurt and Fermented Milk combined), Hot Coffee, Hot Tea

Beer: Beer, Sorghum Beer and Cider

Soft (standard): Packaged Water, Carbonates, Juice (100% pure juice), Nectars (products 

Market Commentary

Categories covered where applicable:

with a 25-99% juice content), Still Drinks (<25% juice content), Squash/Syrups, Fruit Powders,

Iced/Ready To Drink (RTD) Tea, Iced/Ready To Drink (RTD) Coffee, Sports Drinks, 

Wines: Wine (Still and Sparkling combined)

Spirits (standard): Spirits (excludes Fortified Wine and Flavoured Alcoholic Beverages (FABs))

Spirits (extended): Flavoured Alcoholic Beverages (FABs), Fortified Wine, Rice Wine and Sake

Spirits (extended) and Wines.

Individual beverage categories within each main group are as follows:

Geographic Coverage

ASIA: China, India, Indonesia, Japan, Kazakhstan, Malaysia, Philippines, Singapore, Thailand, Vietnam

LATIN AMERICA: Argentina, Brazil, Chile, Colombia, Mexico, Peru, Venezuela

Global Beverage Forecasts - Methodology

REST OF AFRICA: Nigeria

NORTH AMERICA: United States of America

WEST EUROPE: Austria, Belgium, Denmark, Finland, France, Germany, Greece, (Republic of)

Ireland, Italy, Netherlands, Norway, Portugal, Spain, Sweden, Switzerland, United Kingdom

EAST EUROPE: Belarus, Bosnia-Herzegovina, Bulgaria, Croatia, Czech Republic, Estonia, Hungary,

Latvia, Lithuania, Macedonia, Poland, Romania, Russia, Serbia, Slovak Republic, Slovenia, Turkey, 

Ukraine



Data extracted from Canadean Ltd's Global Beverage Forecasts Wisdom database

All data is owned by Canadean Ltd and may not be passed to a third party without written consent from Canadean Ltd

Global Summary
1999 2000 2001 2002 2003 2004 2005 2006 2007 2008 2009P 2010F 2011F 2012F 2013F 2014F 2015F
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Data extracted from Canadean Ltd's Global Beverage Forecasts Wisdom database

All data is owned by Canadean Ltd and may not be passed to a third party without written consent from Canadean Ltd

Asia
1999 2000 2001 2002 2003 2004 2005 2006 2007 2008 2009P 2010F 2011F 2012F 2013F 2014F 2015F

Volume (Millions Litres)

All Categories Total

All Soft Total

Total

Packaged Water

Carbonates

Juice

Nectars

Still Drinks

Squash/Syrups

Fruit Powders

Iced/RTD Tea Drinks

Iced/RTD Coffee Drinks

Sports Drinks

Energy Drinks

Total

Bulk/HOD Water

Dairy Drinks

Hot Coffee

Hot Tea

All Alcoholic Total

Total

Beer

Sorghum Beer

Cider

Spirits (Standard) Total

Spirits excluding FABs & Fort Wine

Spirits (Extended) Total

Flavoured Alcoholic Beverages

Fortified Wine

Sake

Rice Wine

Total

Wine

Population (Millions)

Litres per Capita

All Categories Total

All Soft Total

Total

Packaged Water

Carbonates

Juice

Nectars

Still Drinks

Squash/Syrups

Fruit Powders

Iced/RTD Tea Drinks

Iced/RTD Coffee Drinks

Sports Drinks

Energy Drinks

Total

Bulk/HOD Water

Dairy Drinks

Hot Coffee

Hot Tea

All Alcoholic Total

Total

Beer

Cider

Total

Spirits excluding FABs & Fort Wine

Spirits (Extended) Total

Flavoured Alcoholic Beverages

Fortified Wine

Sake

Rice Wine

Wine

Beer

Spirits (Standard)

Soft (Standard)

Soft (Extended)

Beer

Wines

Soft (Standard)

Soft (Extended)



Data extracted from Canadean Ltd's Global Beverage Forecasts Wisdom database

All data is owned by Canadean Ltd and may not be passed to a third party without written consent from Canadean Ltd

China
1999 2000 2001 2002 2003 2004 2005 2006 2007 2008 2009P 2010F 2011F 2012F 2013F 2014F 2015F

Volume (Millions Litres)

All Categories Total

All Soft Total

Total

Packaged Water

Carbonates

Juice

Nectars

Still Drinks

Squash/Syrups

Fruit Powders

Iced/RTD Tea Drinks

Iced/RTD Coffee Drinks

Sports Drinks

Energy Drinks

Total

Bulk/HOD Water

Dairy Drinks

Hot Coffee

Hot Tea

All Alcoholic Total

Total

Beer

Sorghum Beer

Cider

Spirits (Standard) Total

Spirits excluding FABs & Fort Wine

Spirits (Extended) Total

Flavoured Alcoholic Beverages

Fortified Wine

Sake

Rice Wine

Total

Wine

Population (Millions)

Litres per Capita

All Categories Total

All Soft Total

Total

Packaged Water

Carbonates

Juice

Nectars

Still Drinks

Squash/Syrups

Fruit Powders

Iced/RTD Tea Drinks

Iced/RTD Coffee Drinks

Sports Drinks

Energy Drinks

Total

Bulk/HOD Water

Dairy Drinks

Hot Coffee

Hot Tea

All Alcoholic Total

Total

Beer

Cider

Total

Spirits excluding FABs & Fort Wine

Spirits (Extended) Total

Flavoured Alcoholic Beverages

Fortified Wine

Sake

Rice Wine

Wine

Beer

Spirits (Standard)

Soft (Standard)

Soft (Extended)

Beer

Wines

Soft (Standard)

Soft (Extended)
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Global Beverage Forecasts/Feb-2010 

Packaged Water 
Packaged water registered robust growth of nearly 17% in 2009 primarily thanks 
to good performances from leading players such as Kangshifu. Mineralised water 
and mineral water are taking share from purified water thanks to their healthy 
image. Premium water shows potential with big player involvement; however the 
volume still remains extremely limited at this stage. Healthy growth (12.4% CAGR) 
is expected in the forecast period, supported by key manufacturers such as 
Kangshifu which will further consolidate a leading position in the national market. 
 
 

Bulk/HOD Water 
Bulk/HOD water enjoyed high growth of 16% in 2009, driven by national players 
such as Wahaha and local leading players like Yibao as well. Large manufacturers 
maintained strong performances and continued to enhance their presence in the 
market by expanding capacity and building up more effective distribution 
channels. Average growth of over 10% is expected from 2010 onwards, supported 
by growing consumption demand. However, rising costs on transportation, water 
resources, labour, etc will continually be the challenge for this industry.  
 
 

Carbonates 
Carbonates experienced a hard year in 2009 with growth of only 6% which is 
among the lowest in all rtd soft drinks categories. Coca-Cola performed 
satisfactorily with effective marketing and is the key driver of this category. The 
second biggest player PepsiCo suffered a marginal decline which contributed to 
an overall slowdown in category growth. The forecast for 2010 is a slight 
improvement to 8% growth along with economic recovery. However in the long-
term this category will be under great pressure from other rtd categories with a 
healthier image and therefore the future is not very promising. 
 
 

Juice 
Growth for juice slowed down further in 2009 to less than 10% as the performance 
of market leader Huiyuan remained unsatisfactory especially after the failure of 
Coca-Cola’s acquisition in March. Huiyuan obviously was not prepared for this 
result and had to re-adjust its business strategy which will take some time to 
implement. As this category has a healthy image and is relatively underdeveloped 
the potential is believed to be huge when the big players start to seriously develop 
it. 2010 is expected to gain a better rate of some 13% growth and will continue to 
gain momentum in the future when consumers have more disposable income. 
 
 

Nectars 
Like the juice category, growth in nectars also fell slightly in 2009. The 
performance of market leader Huiyuan remained unsatisfactory especially after 
the failure of Coca-Cola’s acquisition in March. Huiyuan obviously was not 
prepared for this result and had to re-adjust its business strategy which will take 
some time to implement. However, the situation is better in nectars because there 
are more producers involved in the market, offering different varieties of products. 
Judging from the improved performance of Huiyuan in the second half of 2009, it 
is expected that 2010 will see a higher growth rate of almost 15%. Healthy image 
and numerous flavours will help this category capture strong growth in the forecast 
period. 
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Still Drinks 
Impacted by economic turbulence and the slowdown of herbal drinks, growth of 
still drinks dropped to just over 13% in 2009. The healthy image of fruit still drinks 
and the cooling function of herbal drinks continued to attract purchases. The 
performance of Minute Maid remained excellent, supported with strong promotions 
and product innovations. However herbal drink leader, Wang Lo Kat was hit by a 
problem with the ingredient ‘self-heal’, which impacted its sales in the second half 
of the year and hence dragged down herbal drinks. 2010 is expected to achieve 
better sales as it is considered Wang Lo Kat will overcome the short-term 
interruption and regain good growth. This category is forecast to continue double-
digit growth over the next few years, increasing share of all commercial 
beverages. 
 
 

Squash/Syrups 
Due to inherent inconvenience, strong competition from rtd drinks kept a squeeze 
on this category with consumption declining almost 1% in 2009. Leading player 
Xindibao became more prudent in marketing investment. Due to a lack of demand 
no large producers want to get involved in this market which is therefore left to 
small local producers, and the category is therefore expected to continue shrinking 
in the forecast period. 
 
 

Fruit Powders 
Marginal growth approaching 3% for 2009 primarily driven by the leading players, 
Kraft and Nestlé who carried out many in-store promotions. Small producers lost 
shares when they met financial difficulties during the economic crisis and had to 
cut production. With limited demand when facing competition from rtd drinks, this 
category is forecast at around 2.1% CAGR in the next five years. 
 
 

Iced/Rtd Tea Drinks 
Iced/rtd tea leads growth among the main categories. A 22% increase was 
registered in 2009, thanks to leading brands such as Kangshifu which has been 
enjoying thriving sales in recent years. Green tea is growing faster than black tea 
with most contribution from jasmine flavour. Although its volume remains niche, 
the carbonated segment has gradually recovered in 2009 thanks to the new 
entrant Pier Chashuang from Wahaha. This category is estimated to maintain high 
growth from 2010 onwards, primarily driven by key players such as Kangshifu. 
More product innovations are expected as manufacturers try to attract consumers 
and gain more market share.  
 
 

Iced/Rtd Coffee 
Drinks 

Iced/rtd coffee continued steady growth above 12% in 2009, primarily from 
contributions by leading brands such as Nestlé. Nestlé tried to expand its market 
in second and third tier cities in order to find a new profit point. However, the 
challenge in this strategy was great due to the lack of reliable distribution channels 
in these areas. Other leading brands such as Suntory also saw good 
performances in big cities. Annual growth around 14% is estimated for 2012 
onwards, with volume remaining relatively small. Iced/rtd coffee still remains a 
niche market in China where consumers are deeply influenced by the tea drinking 
culture. 
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Sports Drinks 
Sports drinks witnessed growth of almost 6% in 2009, thanks to the still segment 
(represented by leading brands such as Gatorade and Pocari Sweet), which 
enjoyed solid growth thanks to heavy promotions in the big cities. The carbonated 
segment however saw a decline as leading player, Jianlibao, failed to improve its 
performance which had a negative effect on this category. The category is 
expected to gradually catch up from 2010 onwards with contributions mainly from 
the key brands such as Gatorade, Pocari Sweet, etc. 
 
 

Energy Drinks 
Energy drinks increased by 14% in 2009 driven by a successful year for leading 
player Red Bull. Other small brands such as Lipovitan and Ichi More maintained 
sustainable growth in key cities like Shanghai and Beijing. Strong growth (11.98% 
CAGR) is expected during the forecast period. Red Bull will maintain its leading 
position and continue its promotional activities in big cities such as Beijing and 
Shanghai to enhance its brand awareness to consumers. 
 
 

Dairy Drinks 
During the first half of 2009, the residual impact of the 2008 melamine affair still 
persisted, and consumption continued to fall. However, record low raw milk prices 
contributed greatly to companies’ profit margins. In the second half of 2009, as the 
macro economy recovered quickly, consumer confidence and demand were also 
boosted. Industry integration and new investment were frequently seen during 
2009. The investment in raw milk ranches in 2009 by major producers will push 
production and consumption back on track over the next few years. Fermented 
milk will accelerate over the next few years on account of its diversified flavours 
and healthy perception among consumers. Ambient white milk will continue to be 
the key battle field for major dairy producers, evidenced by massive promotional 
campaigns in this category in late 2009. The overall market will be driven by 
continuous investment, boosted per capita income and the rapid urbanisation of 
rural areas.  
 
 

Hot Tea 
China is traditionally a tea drinking country, and hot tea achieved a relatively 
stable increase approaching 6% in 2009, supported by frequent promotions for 
leading brand Lipton, including offering samples and tasting sessions in 
supermarkets. Consumers are more cautious about quality when choosing tea 
with increasing food safety awareness; therefore the unbranded and bulk tea 
share is decreasing. The forecast for 2010 is for growth of 5%, taking into 
consideration an already mature market, and the rate will continue slowing during 
the forecast period. 
 
 

Hot Coffee 
The hot coffee market increased by almost 14% in 2009 driven by ongoing 
promotional activity by Nestlé, Super and Maxwell in modern retail. 13% growth is 
expected in 2010 thanks to increasing market demand, leading players’ efforts in 
developing the market and more domestic players joining the market. 
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Beer 
In 2009 beer consumption in China saw a 7% increase. The negative impact of 
the global financial crisis on the beer market is diminishing, and thanks to the 
good performance of leading brewers, CRSB, Tsingtao and Yanjing, the market 
maintained good growth. The future for beer in China remains optimistic, 
considering the fundamental facts that per capita consumption is still low and that 
a vast rural market has yet to be fully explored. With the economic situation 
recovering, 2010 should see growth of 7% with continued M&A and further market 
consolidation expected in 2010.The top three market leaders will continue 
improving their market positions and brand value. Competition in national brewing 
will change from scale to brand competition, and market share will be 
concentrated on only a handful of brands in the future. 
 
 

Cider 
Cider consumption volume declined in 2009 compared to 2008. As a non-
traditional type of alcoholic drink for mainstream consumers, cider still lacks 
awareness and clear positioning among Chinese consumers. The expansion of 
distribution channels and further promotional efforts will be helpful to speed up 
growth over the next few years. 
 
 

Wine 
Wine recorded double-digit growth of more than 13% in 2009, boosted by 
improving living standards for consumers and continuous recovery from the 
negative influence of the global financial crisis. Further increase of 15% is forecast 
in 2010, thanks to the economic recovery. Still the largely untapped rural market 
remains a long-term driving force for low-end wine's sustainable growth. 
 
 

Spirits 
In 2009, the spirits category maintained a high growth rate. Unlike other alcoholic 
drinks, spirits has been acting as an important and traditional relationship-building 
tool for Chinese people for many years. Spirits, especially mid-high end products 
are actually irreplaceable for people during social lunch or dinner. This category 
has a relatively rigid demand which helped it recover very rapidly from the 
economic downturn and was not affected so much by the consumption tax 
increase and anti-drink driving action. As a result of rapid urbanisation and 
increased per capita income in China, there will be more consumption shifting 
from low-end to mid-high end spirits markets. Consumption will maintain steady 
growth during the forecast period. 
 
 

Fortified Wine 
The situation for fortified wine in 2009 was still similar to 2008. Awareness and 
distribution channels are two major obstacles for this category, and it will take time 
and effort for producers to promote this product and build up channels before 
fortified wine is widely recognized and accepted by mainstream Chinese liquor 
drinkers.  
 
 

FABs 
New flavours, with colourful and fancy packaging, make FABs attractive 
beverages for young adults. With a relatively low base consumption volume in 
China, FABs have continued to grow rapidly in recent years. Consumption 
including local and international brands achieved 34% growth in 2009, mainly via 
contributions from new regional markets and channel extension. From 2010, as a 
result of the rapid expansion of distribution networks and a growing number of 
amusement places after further urbanisation, the steady growth rate will continue 
as sales increase.   
 
 



5 
 

Global Beverage Forecasts/Feb-2010 

Sake 
As a type of alcoholic drink primarily served in Japanese restaurants, sake 
consumption in China was affected by the economic crisis early in 2009. As the 
domestic economy recovered quickly, annual growth for sake consumption was 
slightly higher than previously expected. Consumption of sake will continue to 
grow in 2010 as more restaurants will start to serve it and channel extension 
efforts will appear in mainstream supermarkets. The lighter and healthier low 
alcoholic perception of sake will also attract more individual drinkers in China.  
 
 

Rice Wine 
Rice wine achieved double-digit growth in 2009. As a traditional type of wine with 
a relatively low price, this category possesses a large regular consumer base and 
is less sensitive to the macroeconomic environment. Rice wine consumption will 
obviously benefit from the World Expo 2010 which will be held in Shanghai, fairly 
close to traditional rice wine origins and consumers. Distribution channel 
extension efforts by leading producers will be another factor stimulating 
consumption as more untapped regional markets will be developed. 
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1. The first stage in creating the forecasts is gathering input from trade interviews undertaken by 
the Canadean beverage researchers in each local market. This is designed to provide a 
medium term (1 to 2 year) view of expected volumes from leading manufacturers by main 
beverage category. 82 markets are researched biannually. In 47 of these, additional quarterly 
research takes place. As well as providing an ongoing check on volumes the quarterly 
research also tracks industry confidence levels.  

 
2. Inputs from local Canadean researchers are combined with an analysis of back data to create 

a longer range momentum forecast, weighted to the most recent period.  
 

3. Our analysts then validate this forecast in a number of ways:  
a. Ensuring forecasts are within the recent range of market/category change 
b. Volume forecasts are aligned with forecast changes in GDP 
c. Forecasts fit with data on industry confidence levels 

 
4. Finally, we have made specific allowance for the effects of the recent global economic 

downturn, using an analysis of previous economic dips and their effect on beverage 
consumption. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 




