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Products & Services Available from Canadean in 2010

Wisdom - Canadean's 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)

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 webiste or contact us for details of the latest special reports 

available

Consulting

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



Contents

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

Venezuela, Other Latin America

Regional Balancers

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

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

Data Table

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

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

Geographic Coverage

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

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), 

Spirits (extended) and Wines.

Individual beverage categories within each main group are as follows:

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

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, 

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 and Cider

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

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



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

Market Commentary

Categories covered where applicable:

Global Beverage Forecasts - Methodology

Geographic Coverage

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

Wines: Wine (Still and Sparkling combined)



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

Latin America
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

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

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

Argentina
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

Sports Drinks

Energy Drinks

Total

Bulk/HOD Water

Dairy Drinks

Hot Coffee

Hot Tea

All Alcoholic Total

Total

Beer

Cider

Spirits (Standard) Total

Spirits excluding FABs & Fort Wine

Spirits (Extended) Total

Flavoured Alcoholic Beverages

Fortified 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

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

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

Bolivia
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

Nectars

Still Drinks

Fruit Powders

Sports Drinks

Energy Drinks

Total

Bulk/HOD Water

Dairy Drinks

Hot Coffee

Hot Tea

All Alcoholic Total

Total

Beer

Spirits (Standard) Total

Spirits excluding FABs & Fort Wine

Spirits (Extended) Total

Flavoured Alcoholic Beverages

Total

Wine

Population (Millions)

Litres per Capita

All Categories Total

All Soft Total

Total

Packaged Water

Carbonates

Nectars

Still Drinks

Fruit Powders

Sports Drinks

Energy Drinks

Total

Bulk/HOD Water

Dairy Drinks

Hot Coffee

Hot Tea

All Alcoholic Total

Total

Beer

Total

Spirits excluding FABs & Fort Wine

Spirits (Extended) Total

Flavoured Alcoholic Beverages

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

Brazil
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

Sports Drinks

Energy Drinks

Total

Bulk/HOD Water

Dairy Drinks

Hot Coffee

Hot Tea

All Alcoholic Total

Total

Beer

Cider

Spirits (Standard) Total

Spirits excluding FABs & Fort Wine

Spirits (Extended) Total

Flavoured Alcoholic Beverages

Fortified 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

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

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

Caribbean
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

Cider

Spirits (Standard) Total

Spirits excluding FABs & Fort Wine

Spirits (Extended) Total

Flavoured Alcoholic Beverages

Fortified 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

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

Chile
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

Sports Drinks

Energy Drinks

Total

Bulk/HOD Water

Dairy Drinks

Hot Coffee

Hot Tea

All Alcoholic Total

Total

Beer

Spirits (Standard) Total

Spirits excluding FABs & Fort Wine

Spirits (Extended) Total

Flavoured Alcoholic Beverages

Fortified 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

Sports Drinks

Energy Drinks

Total

Bulk/HOD Water

Dairy Drinks

Hot Coffee

Hot Tea

All Alcoholic Total

Total

Beer

Total

Spirits excluding FABs & Fort Wine

Spirits (Extended) Total

Flavoured Alcoholic Beverages

Fortified 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

Colombia
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

Sports Drinks

Energy Drinks

Total

Bulk/HOD Water

Dairy Drinks

Hot Coffee

Hot Tea

All Alcoholic Total

Total

Beer

Spirits (Standard) Total

Spirits excluding FABs & Fort Wine

Spirits (Extended) Total

Flavoured Alcoholic Beverages

Fortified 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

Sports Drinks

Energy Drinks

Total

Bulk/HOD Water

Dairy Drinks

Hot Coffee

Hot Tea

All Alcoholic Total

Total

Beer

Total

Spirits excluding FABs & Fort Wine

Spirits (Extended) Total

Flavoured Alcoholic Beverages

Fortified 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

Costa Rica
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

Spirits (Standard) Total

Spirits excluding FABs & Fort Wine

Spirits (Extended) Total

Flavoured Alcoholic Beverages

Fortified 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

Total

Spirits excluding FABs & Fort Wine

Spirits (Extended) Total

Flavoured Alcoholic Beverages

Fortified 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

Ecuador
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

Sports Drinks

Energy Drinks

Total

Bulk/HOD Water

Dairy Drinks

Hot Coffee

Hot Tea

All Alcoholic Total

Total

Beer

Spirits (Standard) Total

Spirits excluding FABs & Fort Wine

Spirits (Extended) Total

Flavoured Alcoholic Beverages

Fortified 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

Sports Drinks

Energy Drinks

Total

Bulk/HOD Water

Dairy Drinks

Hot Coffee

Hot Tea

All Alcoholic Total

Total

Beer

Total

Spirits excluding FABs & Fort Wine

Spirits (Extended) Total

Flavoured Alcoholic Beverages

Fortified 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

El Salvador
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

Spirits (Standard) Total

Spirits excluding FABs & Fort Wine

Spirits (Extended) Total

Flavoured Alcoholic Beverages

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

Total

Spirits excluding FABs & Fort Wine

Spirits (Extended) Total

Flavoured Alcoholic Beverages

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

Guatemala
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

Cider

Spirits (Standard) Total

Spirits excluding FABs & Fort Wine

Spirits (Extended) Total

Flavoured Alcoholic Beverages

Fortified 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

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

Honduras
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

Fruit Powders

Iced/RTD Tea Drinks

Sports Drinks

Energy Drinks

Total

Bulk/HOD Water

Dairy Drinks

Hot Coffee

Hot Tea

All Alcoholic Total

Total

Beer

Spirits (Standard) Total

Spirits excluding FABs & Fort Wine

Spirits (Extended) Total

Flavoured Alcoholic Beverages

Fortified Wine

Total

Wine

Population (Millions)

Litres per Capita

All Categories Total

All Soft Total

Total

Packaged Water

Carbonates

Juice

Nectars

Still Drinks

Fruit Powders

Iced/RTD Tea Drinks

Sports Drinks

Energy Drinks

Total

Bulk/HOD Water

Dairy Drinks

Hot Coffee

Hot Tea

All Alcoholic Total

Total

Beer

Total

Spirits excluding FABs & Fort Wine

Spirits (Extended) Total

Flavoured Alcoholic Beverages

Fortified 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

Mexico
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

Cider

Spirits (Standard) Total

Spirits excluding FABs & Fort Wine

Spirits (Extended) Total

Flavoured Alcoholic Beverages

Fortified 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

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

Nicaragua
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

Sports Drinks

Energy Drinks

Total

Bulk/HOD Water

Dairy Drinks

Hot Coffee

Hot Tea

All Alcoholic Total

Total

Beer

Spirits (Standard) Total

Spirits excluding FABs & Fort Wine

Spirits (Extended) Total

Flavoured Alcoholic Beverages

Fortified 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

Sports Drinks

Energy Drinks

Total

Bulk/HOD Water

Dairy Drinks

Hot Coffee

Hot Tea

All Alcoholic Total

Total

Beer

Total

Spirits excluding FABs & Fort Wine

Spirits (Extended) Total

Flavoured Alcoholic Beverages

Fortified 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

Other Latin America (Global)
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

Sports Drinks

Energy Drinks

Total

Bulk/HOD Water

Dairy Drinks

Hot Coffee

Hot Tea

All Alcoholic Total

Total

Beer

Cider

Spirits (Standard) Total

Spirits excluding FABs & Fort Wine

Spirits (Extended) Total

Fortified 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

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

Fortified 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

Panama
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

Spirits (Standard) Total

Spirits excluding FABs & Fort Wine

Spirits (Extended) Total

Flavoured Alcoholic Beverages

Fortified 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

Total

Spirits excluding FABs & Fort Wine

Spirits (Extended) Total

Flavoured Alcoholic Beverages

Fortified 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
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Paraguay
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

Nectars

Still Drinks

Fruit Powders

Iced/RTD Tea Drinks

Sports Drinks

Energy Drinks

Total

Bulk/HOD Water

Dairy Drinks

Hot Coffee

Hot Tea

All Alcoholic Total

Total

Beer

Spirits (Standard) Total

Spirits excluding FABs & Fort Wine

Spirits (Extended) Total

Flavoured Alcoholic Beverages

Fortified Wine

Total

Wine

Population (Millions)

Litres per Capita

All Categories Total

All Soft Total

Total

Packaged Water

Carbonates

Nectars

Still Drinks

Fruit Powders

Iced/RTD Tea Drinks

Sports Drinks

Energy Drinks

Total

Bulk/HOD Water

Dairy Drinks

Hot Coffee

Hot Tea

All Alcoholic Total

Total

Beer

Total

Spirits excluding FABs & Fort Wine

Spirits (Extended) Total

Flavoured Alcoholic Beverages

Fortified 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

Peru
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

Fruit Powders

Iced/RTD Tea Drinks

Sports Drinks

Energy Drinks

Total

Bulk/HOD Water

Dairy Drinks

Hot Coffee

Hot Tea

All Alcoholic Total

Total

Beer

Spirits (Standard) Total

Spirits excluding FABs & Fort Wine

Spirits (Extended) Total

Flavoured Alcoholic Beverages

Fortified Wine

Total

Wine

Population (Millions)

Litres per Capita

All Categories Total

All Soft Total

Total

Packaged Water

Carbonates

Juice

Nectars

Still Drinks

Fruit Powders

Iced/RTD Tea Drinks

Sports Drinks

Energy Drinks

Total

Bulk/HOD Water

Dairy Drinks

Hot Coffee

Hot Tea

All Alcoholic Total

Total

Beer

Total

Spirits excluding FABs & Fort Wine

Spirits (Extended) Total

Flavoured Alcoholic Beverages

Fortified 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

Uruguay
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

Fruit Powders

Sports Drinks

Energy Drinks

Total

Bulk/HOD Water

Dairy Drinks

Hot Coffee

Hot Tea

All Alcoholic Total

Total

Beer

Spirits (Standard) Total

Spirits excluding FABs & Fort Wine

Spirits (Extended) Total

Flavoured Alcoholic Beverages

Fortified Wine

Total

Wine

Population (Millions)

Litres per Capita

All Categories Total

All Soft Total

Total

Packaged Water

Carbonates

Juice

Nectars

Still Drinks

Fruit Powders

Sports Drinks

Energy Drinks

Total

Bulk/HOD Water

Dairy Drinks

Hot Coffee

Hot Tea

All Alcoholic Total

Total

Beer

Total

Spirits excluding FABs & Fort Wine

Spirits (Extended) Total

Flavoured Alcoholic Beverages

Fortified 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

Venezuela
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

Sports Drinks

Energy Drinks

Total

Bulk/HOD Water

Dairy Drinks

Hot Coffee

Hot Tea

All Alcoholic Total

Total

Beer

Spirits (Standard) Total

Spirits excluding FABs & Fort Wine

Spirits (Extended) Total

Flavoured Alcoholic Beverages

Fortified 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

Sports Drinks

Energy Drinks

Total

Bulk/HOD Water

Dairy Drinks

Hot Coffee

Hot Tea

All Alcoholic Total

Total

Beer

Total

Spirits excluding FABs & Fort Wine

Spirits (Extended) Total

Flavoured Alcoholic Beverages

Fortified 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 
In 2009 the packaged water market increased slightly as the soda siphon segment 
performed well driven by non-returnable packs distributed through the modern 
retail channel. Carbonated table water also grew, taking volume from premium 
brands, while still mineral water showed negative growth. 
 
As the economic environment improves, packaged water growth should 
accelerate to over 1% in 2010 and in the long-term is expected to continue to grow 
as mineral water brands expand their presence in the market. 
 
 

Bulk/HOD Water 
Bulk/HOD water grew by 7% in 2009 as at-home consumption increased and 
bulk/HOD water gained ground at the expense of soda siphons. 
 
In the long-term the category is projected to grow at a slightly faster rate than 
previously expected, as soda siphon players are expected to concentrate on 
profitable bulk water products. The outlook for this market is likely to remain 
positive; particularly as providing water coolers is a good way for shops to bind 
customers to their outlet. 
 
 

Carbonates 
In 2009 consumption decreased by just over 3% as low income consumers 
switched from B-brands to more economical non-rtd variants. In 2010 the 
carbonates market is expected to grow by 3% as the economic situation improves. 
Refillable bottles are projected to gain space in both on and off-premise channels 
and the low calorie segment is forecast to grow at a faster rate than regular fuelled 
by the entry of Coca-Cola Light Plus. 
 
In the long-term, the category is forecast to return to growth, but at a slower rate 
due to increasing consumer health concerns and higher demand for natural 
healthy beverages. Regular cola is expected to lose ground to low calorie and still 
flavoured water options.  
 
 

Juice 
Juice maintained solid double-digit growth in 2009, with the category particularly 
performing well at the end of the year driven by Citric and Puro Sol premium 
brands and the recovery of the on-premise channel. Upbeat growth is projected 
for 2010, fuelled by NFC chilled options. 
 
The category is forecast to continue to register strong growth over the forecast 
period as it is expected to take volume from nectars due to the quality of the 
products. Bars and restaurants, as well as ‘on the go’ consumption are also 
forecast to keep growing, taking volume from still drinks. In addition, new 
functional segments are anticipated, capturing new adult consumers.  
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Nectars 
In 2009, nectars grew by nearly 10% fuelled by strong growth in the supermarket 
channel and ‘on the go’ consumption picking up towards the end of the year. 
Further strong growth of 11% is anticipated in 2010 driven by the healthy profile of 
this category. 
 
The nectars market is forecast to maintain growth of around 7% year on year over 
the forecast period driven by heavy advertising and promotional activity. Low 
calorie versions are also expected to continue gaining ground in key urban areas. 
 
 

Still Drinks 
Still drinks registered strong growth of nearly 25% in 2009 driven by the still 
flavoured water segment taking volume from fruit-flavoured CSDs. In 2010 the still 
flavoured water segment is expected to be the driver of growth, with soy drinks 
also contributing boosted by their healthy profile.  
 
Growth is expected to slow slightly over the forecast period. Still flavoured water 
brands are expected to continue to grow at the expense of carbonates, but soy 
drinks growth is expected to slow as these drinks are expensive in comparison to 
juice and nectars. 
 
 

Squash/Syrups 
A stable performance in 2009 (+3%) due to a slowdown of the bitter segment and 
moderate growth of concentrated juice brands.  
 
Squash/syrups is projected to maintain growth of around 3% over the forecast 
period, fuelled by low and middle socioeconomic groups. 
 
 

Fruit Powders 
Fruit powders achieved double-digit-growth of over 11% in 2009 taking volume 
from squash/syrups and rtd categories such as carbonates. B-brands grew faster 
than premium brands fuelled by an aggressive price policy.  
 
Following two years of high growth, from 2011 growth of fruit powders is expected 
to slow as it starts to reach a plateau. 
 
 

Sports Drinks 
In 2009 sports drinks grew by 9% driven by growth of consumption through gyms. 
Coca-Cola also performed well over the year. 
 
Over the forecast period, the sports drinks market is expected to maintain growth 
of around 10% boosted by new low sodium sports drinks as well as the expansion 
of the low calorie segment.   
 
 

Energy Drinks 
The energy drinks category registered 20% growth in 2009 driven by increased 
distribution through the on-premise channel. Stronger penetration of the low price 
market is forecast to contribute to 24% growth in 2010.  
 
In the long-term, the energy drinks market is expected to be boosted by daytime 
consumption increasing and attracting new consumers. Over the next couple of 
years new low calorie variants are expected to emerge as well as new flavours 
bottled in larger packs. 
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Dairy Drinks 
UHT white milk recovered in 2009 driven by big supermarket chains offering 
aggressive discounts, while chilled white milk remained stable, affected by 
government price controls making the category unprofitable for small producers. 
Growth is expected to be slow over the forecast period driven by the expansion of 
UHT milk. 
   
Flavoured milk achieved moderate growth of 1% in 2009 due to strong discounts 
applied by supermarket chains. The category is expected to grow at a faster rate 
in the long-term driven by value brands. 
 
In the drinking yogurt category, premium functional brands and portion packs 
suffered during 2009 leading to a decline of nearly 2%. Growth is expected to pick 
up again in 2010 and over the longer term as family-sized packs take share from 
single-serve formats. 
 
 

Hot Tea 
In 2009, hot tea showed a slight increase driven by low-priced brands. The yerba 
mate segment remained stable, while the tea segment showed moderate growth. 
 
The long-term forecast is for continued steady growth of around 1% year on year 
due to low-priced variants.  
 
 

Hot Coffee 
Hot coffee declined for a second year in a row due to a decrease in on-premise 
consumption impacted by the relatively high price of hot coffee. Instant coffee 
gained share from premium options. 
 
Hot coffee consumption is expected to grow again in the long-term as the 
economic situation improves. 
 
 

Beer 
Beer growth slowed to less than 1% in 2009 impacted by the economic climate. 
However, discount brands, such as Palermo and Schneider, saw an increase in 
volume and Stella Artois and Heineken continued to gain ground in major cities. 
As economic conditions improve, beer is expected to grow by 2% in 2010, with on-
premise consumption growing at a faster rate driven by returnable bottles.  
 
Over the next few years beer consumption is expected to maintain growth of 
around 2%, with premium and superpremium options expanding their market 
share. 
 
 

Cider 
Cider consumption contracted in 2009 due to the impact of the economic 
environment. Volume is expected to recover in 2010 and maintain growth of 
around 3% over the forecast period driven by its low-price positioning in 
comparison to sparkling wine and champagne.  
 
 

Wine 
In 2009, wine consumption decreased by almost 3% due to a decline in 
consumption of wine packaged in carton and demijohn bottles. Sparkling wine 
also contracted in Q4-09, while fine wine registered a positive performance. 
 
In the long-term wine is projected to recover driven by growth of the fine wine 
segment and stable table wine consumption.  
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Spirits 
In 2009 spirits continued to decline registering a drop of nearly 5% over the year 
due to decreasing consumption of domestic whisky, and liqueurs. Imported spirits, 
including whisky, vodka, and liqueurs, however, continued to grow. 
  
A recovery is projected from 2010 onwards, as value-priced brands start to grow 
in the off premise channel. Imported spirits are also forecast to continue to grow in 
line with tourism growth. 
 
 

Fortified Wine 
Fortified wine growth slowed to just over 1% in 2009 impacted by the economic 
environment, however towards the end of the year the category started to recover 
driven by the performance of Gancia in the supermarket channel.  
 
2010 should see growth accelerate to 3% and the category is forecast to maintain 
growth of around 2% up to 2015 as economic conditions improve. 
 
 

FABs 
In 2009 volume decreased due to a significant contraction of consumption through 
the on-premise channel. The volume decline started to slowdown by the end of 
year due to the launch of new flavour mixes by Sava Gancia. 
 
FABs are expected to recover in 2010, with growth accelerating over the forecast 
period, fuelled by new entrants including the recently launched Gancia One and 
Dr Lemon with tequila. 
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Packaged Water 
Packaged water grew by almost 4% in 2009 as a result of higher consumption 
during Q4-09, driven by the strong growth of still mineral water, and the growth 
carbonated water experienced in line with on-premise recovery. On the back of a 
better macroeconomic scenario, packaged water is projected to grow almost 6% 
in 2010, with premium brands, and imports from France and Italy, gaining ground. 
Continuous category growth is projected through to 2015 (CAGR 4.5%), fuelled by 
increased consumption from low income consumers. 
 
 

Bulk/HOD Water 
In 2009 bulk/HOD water grew 4% partly due to the category’s performance in Q4-
09, which was driven by low income consumers in the north-east region of the 
country and an increase in office deliveries. Bulk/HOD water will continue to 
experience steady growth, with an increase of nearly 8% forecast for 2010, 
reflecting the high level of investment in quality controls and advertising 
campaigns. The category is projected to grow steadily at an average around 5% 
through to 2015, fuelled by the poor quality of tap water in many regions of the 
country. Bulk/HOD water is also expected to continue taking volume from the 
more expensive packaged water options. 
 
 

Carbonates 
Carbonates registered growth of over 2% in 2009, mainly due to strong 
consumption from low and middle income consumers and the performance of 
lower price per litre options. Based on higher than expected growth in Q4-09, 
category growth of nearly 4% is forecast for 2010. The FIFA World Cup will boost 
csd consumption in Q2-10 and Q3-10. As a result, on-premise is projected to 
experience double-digit growth in June and July, helping premium brands gain 
ground and single-serve packs grow at a faster rate. Showing signs of 
consolidation, carbonates are forecast to register a slowdown in growth through to 
2015 (CAGR 2%), mainly due to health concerns and the higher demand for 
natural and healthy beverage options.  
 
 

Juice 
Juice grew nearly 8% in 2009, driven by premium supermarket sales in key urban 
areas and NFC options gaining important ground during Q4-09. Lower tax 
pressure on juice will maintain category growth, with nearly 11% growth forecast 
for 2010, driven by both off and on-premise consumption. Juice is forecast to grow 
7% through to 2015, but it is expected to lose some ground to aggressively priced 
nectars options. 
 
 

Nectars 
Nectars registered upbeat growth of over 9% in 2009, driven by the performance 
of 100cl carton packs in the modern channel. Double-digit growth of almost 11% is 
projected in 2010 driven by an increase in ‘on the go’ consumption. Category 
growth of nearly 8% is forecast through to 2015, fuelled by low calorie variants 
and the launch of new flavours. The premium segment is also expected to gain 
ground in key urban areas. 
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Still Drinks 
Still drinks experienced growth of 7% in 2009 partly due to the excellent 
performance of soy drinks and low-priced fruit flavoured brands gaining ground in 
the Horeca channel. Continuous category growth is projected through to 2015 
(CAGR 5%), fuelled by increased consumption from low income consumers and 
the strong growth of soy based drinks and low-priced fruit flavoured brands. Soy 
drink B-brands are also projected to gain ground in the traditional channel.  
 
 

Squash/Syrups 
Squash/syrups remained relatively stable in 2009, partly due to the moderate 
recovery the category experienced in Q4-09 driven by regional brands in the 
traditional channel. Due to the expected economic recovery, category growth of 
around 2% is forecast through to 2015. As a result of more disposable income, 
super concentrated value options will lose ground against quality options. 
 
 

Fruit Powders 
Fruit powders registered growth of over 2% in 2009, driven by premium brands 
and the low calorie brand Clight (Kraft Foods). Growth of almost 4% is forecast for 
2010, boosted by the entry of La Frutta (Nestlé) in Q1-10. Category growth of 
around 1% is predicted through to 2015, with low calorie fruit powders expected to 
take volume from carbonates and concentrated juice. 
 
 

Iced/Rtd Tea Drinks 
Iced/rtd tea drinks grew 8% in 2009, partly driven by the boost in consumption of 
green and white iced/rtd tea drink options in Q4-09. Private Label products such 
as Viver (Carrefour) started to gain ground in large size supermarkets, while 
carton packs continued taking volume from PET packs. Category growth of 10% is 
forecast for 2010, driven by low calorie green and white iced/rtd tea drink options. 
Growth of around 7% is predicted through to 2015, mainly driven by green tea 
functional products. 
 
 

Sports Drinks 
Sports drinks grew nearly 16% in 2009 as a result of the strong recovery in the on-
premise channel. Category growth of around 10% is projected through to 2015, 
driven by a wider distribution reach which includes gyms and convenience stores.  
 
 

Energy Drinks 
Energy drinks registered strong growth of nearly 45% in 2009, albeit from a low 
base, partly driven by the performance of supermarket and traditional channels in 
Q4-09. Double-digit growth of 23% is projected through to 2015, with daytime 
consumption expected to grow as low and middle income consumers’ start being 
targeted. Supermarket and traditional channels are also expected to grow at a 
higher rate than on-premise channels. 
 
 

Dairy Drinks 
Dairy drinks experienced moderate growth of almost 2% in 2009. White milk 
registered modest growth of over 1% driven by price discounts, while soymilk 
grew 14%, gaining volume from UHT white milk. Drinking yogurts grew almost 7% 
driven by functional yogurts. Steady growth of 2% is forecast for dairy drinks 
through to 2015, driven by UHT milk, functional yogurts, and the expected gain in 
soymilk volume driven by competitive prices. In addition, family packs are 
expected to lose ground against single-serve packs. 
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Hot Tea 
Hot tea grew nearly 2% in 2009, driven by green tea and new fruit flavoured 
presentations. Category growth of 3% is projected through to 2015, with organic 
maté emerging and green tea continuing to grow and taking volume from black 
tea. 
 
 

Hot Coffee 
This highly competitive market grew 4% in 2009, driven by positive health 
associations. Category growth of around 3% is projected through to 2015, driven 
partly by increased consumption from low income consumers who are switching to 
instant coffee options. Instant coffee will continue gaining pace, while premium 
coffee will grow at double the speed.  
 
 

Beer 
Beer grew nearly 6% in 2009, driven by increased consumption from low and 
middle income consumers. Slightly stronger growth is projected for 2010, partly 
due to the FIFA World Cup, although production capacity could limit further 
growth. As a result of increased consumption, aluminium cans are projected to 
grow nearly 20% compared to 2009 figures. For the long-term, slower category 
growth of nearly 3% is forecast through to 2015, with beer expected to take 
volume from spirits. 
 
 

Cider 
Cider grew nearly 6% in 2009, partly due to the performance of the category 
during Q4-09, which was driven by low priced brands. A niche category, cider is 
forecast to grow nearly 3% through to 2015, with premium brands expected to 
recover some ground.  
 
 

Wine 
Wine registered growth of nearly 6% in 2009, driven by domestic brands and 
imports from Chile and Argentina. Category growth of nearly 8% is forecast 
through to 2015, driven by imported wines from Latin America and future 
investments in domestic wineries. 
 
 

Spirits 
Spirits experienced slight growth of 1% in 2009, even though whisky, liqueurs and 
cachaça lost some ground during the year. Category growth of nearly 2% is 
forecast through to 2015 on the back of a better economic scenario, and driven by 
imported spirits. In 2010, on-premise is projected to grow strongly as a result of 
the FIFA World Cup, boosting spirits consumption. 
 
  

Fortified Wine 
Fortified wine grew over 2% in 2009, partly due to the recovery of on-premise 
consumption. Category growth of around 2% is forecast through to 2015, boosted 
by expected discounts and promotions.  
 
 

FABs 
FABs grew 5% in 2009, partly due to on-premise recovery and increased 
consumption by young adult consumers. Category growth of 7% is forecast 
through to 2015, boosted by expected discounts and promotions. 
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Packaged Water 
Packaged water growth slowed to 2% in 2009, with growth driven mainly by 
mineral water in large formats. Table water remained stable due to its low price 
positioning, while the larger carbonated water segment was the hardest hit. The 
slowdown was a consequence of the economic global crisis; Chile has excellent 
quality tap water, which can be easily substituted for packaged water by 
consumers when purchasing power is limited. Slightly stronger growth is forecast 
for 2010, as the economic mood improves, and consumers regain confidence in 
the market and the country. The long-term forecast is for moderate growth. 
 
 

Bulk/HOD Water 
Category growth slowed to 2% in 2009 in the face of rising unemployment and 
consumers switching to tap water, which is excellent quality in Chile. Bulk/HOD 
water consumption is closely linked with the workplace, and it was affected by the 
slowdown in industries, particularly mining and construction. Home consumption 
was also affected as consumers moved away from non-essential purchases due 
to reduced purchasing power. A slight recovery is expected in 2009 as 
unemployment is starting to fall. The newly elected president assumes his 
presidency in early March, and it is hoped this will generate new employment 
opportunities. The long-term forecast is stable as volumes recover from the 
economic crisis.  
 
 

Carbonates 
Carbonates grew just 2% in 2009 due to the economic slowdown. The category 
was supported by a number of new product launches and massive advertising and 
promotional campaigns. Low calorie cola has regained consumer confidence 
following the cyclamate issue, and is starting to return to a positive trend. Clear 
carbonates registered a positive performance as demand for healthier beverage 
options increases, and as leading companies widened distribution to include liquor 
stores. Refillable packaging registered an outstanding performance, promoted by 
leading brands as an affordable option. B brands are having a tough time as 
consumers switch to other affordable options such as squash/syrups or fruit 
powders. A slight recovery is forecast in 2010 as the economy starts to improve. 
Long-term consumption is expected to stabilise in line with the positive 
macroeconomic forecast.  
 
 

Juice 
In 2009 the category declined almost 6% as price increases, mainly caused by 
higher costs resulting from the devaluation of the Chilean Peso, forced consumers 
to trade down to cheaper beverages such as nectars and still drinks. There were 
few signs of innovation in this category, with some slow moving formats, such as 
25cl Tetra Prisma, discontinued. A return to growth is expected in 2010 in line with 
the macroeconomic scenario; volumes will rise as consumers regain confidence in 
the economy. The long-term forecast for this small category is for moderate 
growth, restricted by a low consumer base. 
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Nectars 
Nectars registered 4% growth in 2009, driven by significant innovation in flavours 
and formats, and continuous massive advertising/promotional support from major 
players. In addition the category benefited from being perceived as an enriched 
product and being able to substitute for categories such as juice and white milk 
which were affected by higher retail prices in 2009. Continued growth is forecast 
for 2010 driven by consumers that are switching from juice, looking for a more 
affordable option, or new consumers attracted by innovation in flavours and 
packaging. The long-term forecast is for moderate growth as this is a mature 
category, but continuous innovation in flavour and packaging will maintain 
consumer interest. 
 
 

Still Drinks 
In 2009 still drinks recorded an increase of 8%, driven by the flavoured still drinks 
known in Chile as fantasy refreshment. Soy drinks showed an impressive 
dynamism, as Unilever increased its efforts behind Ades to recover share lost 
since the entrance of Watts Soy. The liquid candy segment was affected by a hike 
in prices and lost incremental volume to other still drinks which were more 
affordable. The category was boosted by new product launches and strong 
advertising and promotional support by major companies. Continued growth is 
forecast in 2010 and long-term, with more innovative product development 
expected. Still drinks are perceived as a healthy alternative as consumers are not 
aware of the relatively low juice content. 
 
 

Squash/Syrups 
The category has two distinct segments, commercial (in formats of 500cl and 
over) and retail (up to 400cl). Despite gains in retail as consumers traded down 
from more expensive beverages, rising unemployment has severely impacted on 
the commercial segment. However, the category registered 5% growth overall in 
2009, boosted by the entrance of TCCC. Retail sales were helped by packaging 
innovations such as Fruitopia in carton and the switch by Frugo from HDPE to 
more attractive transparent packaging. Continued moderate growth is forecast in 
2010 and long-term. 
  
 

Fruit Powders 
In 2009 this category posted a better than expected performance, up 2%, due to 
price increases in other categories and strong promotions from leading players 
Corpora Tres Montes and Carozzi. The category is perceived as a viable low cost 
alternative to nectars and still drinks. More moderate growth in 2010 will be driven 
mainly by regular calorie offerings. Juice-based fruit powders will continue to 
perform well, with new brands and flavours receiving strong promotional support 
and driving long-term growth. 
 
  

Iced/Rtd Tea Drinks 
A strong performance in 2009 for this tiny new category, boosted by the entrance 
of family formats up to 150cl. Iced/rtd tea drinks increased 33%, driven by the 
growing health and wellness trend. A further increase of 22% is forecast for 2010 
driven by an increase in consumption occasions and the expected arrival of more 
low calorie products and new flavours. The long-term forecast is for continued 
growth, albeit at a slower pace. 
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Sports Drinks 
The category grew by 22% in 2009, driven by the health and wellness trend, and 
promotional campaigns by leading players providing continuous support. An 
explosive growth in gyms, particularly in the main municipalities of Providencia 
and Las Condes, also boosted consumption. Innovative new products included 
single-serve packaging and new flavours. Around 19% growth is forecast for 2010 
as the category attracts new consumers, including young people and women and 
consumption opportunities increase. The long-term forecast is for lower rates of 
growth as the category becomes established and loses its novelty factor. 
 
 

Energy Drinks 
Energy drinks increased by 37% in 2009, albeit from a low base, driven by leading 
players such as Red Bull and Burn and strong marketing support. CCU promoted 
petrol station distribution to capture impulse purchases. There was an aggressive 
pricing policy in supermarkets geared by B brands. A further year of robust growth 
is expected in 2010 in line with the macroeconomic scenario. Long-term continued 
growth is forecast, at a more modest rate. 
 
 

Dairy Drinks 
A return to growth for white milk in 2009, driven by stable prices. Lactose-free 
products grew in response to demand from the rising number of lactose-intolerant 
Chileans. Calcium-enriched and low calorie products are becoming more popular 
not only with women, but also among men and young consumers. Powdered milk 
now has two segments; white powder, and white powder plus vegetable fat 
(bebida lactea) in order to make the product more affordable. Leading companies 
such as Watts and Nestlé have added bebida lactea to their portfolios, and it now 
represents some 10% of powdered milk. PL brands performed well driven by 
competitive prices. Continued growth is forecast for 2010 and long-term in line 
with the macroeconomic scenario. 
 
 

Hot Tea 
A flat performance for hot tea in 2009. Some growth is expected in 2010 as tea 
benefits from the developing health and wellness trend and the introduction of new 
tea varieties in 2009. The long-term forecast is for slight growth for this mature 
market, assuming a good economic climate. 
 
  

Hot Coffee 
The category increased almost 4% in 2009, driven by freshly ground and premium 
coffee consumption driven by a new coffee culture which is becoming more 
popular in the country. Most gains came from off-premise channels, which were 
supported by strong advertising and promotional activity by the leading players, 
while on-premise consumption was hit by the economic crisis. Around 2% growth 
is forecast for 2010, as consumers feel less uncertain about the economic climate. 
The long-term forecast is for stable growth. 
 
 

Beer 
The economic crisis affected beer, which slipped 1% in 2009. On-premise 
consumption suffered as consumers responded to the crisis by switching to 
returnable bottles for consumption at home. Marketing efforts were minimal as 
leading companies suspended their advertising budgets. The category faced 
strong pressures to reduce prices, particularly in modern retail. Consumption is 
expected to recover in 2010; leading companies started the period with 
promotional activities in order to push consumption and gain consumer 
confidence. The long-term forecast is for a return to regular growth, assuming 
favourable macroeconomic conditions. 
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Wine 
Almost 1% growth for wine in 2009. Quality wines registered a positive 
performance, but these are not as representative as carton packed wine, which 
was affected by the slowdown in the economy as consumers started to become 
more prudent with their spending. Carton is losing share to glass, which is 
perceived as offering better quality wine. 2009 was a one of the best in a decade 
for wine production; 2010 consumption is expected to benefit from this before 
returning to long-term marginal growth.  
 
 

Spirits 
The spirits category, which is mainly driven by imports, was affected by the US 
dollar exchange rate in 2009, but managed to grow 4%. Rum, the main category 
driver, continues to grow thanks to consumer loyalty and because it is a 
fashionable drink among young adults. Continued growth is forecast, driven by 
rum. 
 
 

Fortified Wine 
There is little consumer awareness of this tiny market, which remained flat in 
2009. No visible change expected in 2010 or long-term. 
 
 

FABs 
There is little consumer awareness of this tiny market, which remained flat in 
2009. No visible change expected in 2010 or long-term. 
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Packaged Water 
Thanks to its performance in the second half of the year packaged water 
consumption recovered in 2009 following two years of decline. This was thanks to 
the introduction of new brands and the strong focus from product manufacturers 
on promoting the category. Packaged water consumption is expected to continue 
its recovery thanks to improvements in purchasing power and especially if there is 
warm weather which will favour demand for packaged water. Additionally it is very 
probable that both Coca-Cola, the leading player, and Postobon, will invest in the 
development of the category. 
 
 

Bulk/HOD Water 
Sales of bulk/HOD water dropped considerably in 2009 due to the economic 
climate. In 2010 and beyond it is highly probable that bulk/HOD water will recover 
from previous years decline, this will be mainly driven by the focus from TCCC to 
promote consumption as well as from the improving economy. 
 
 

Carbonates 
Carbonates consumption grew moderately in 2009 with stronger growth prevented 
by competition from other soft drinks categories in particular still drinks. 
Carbonates consumption will continue to grow in 2010 and onwards thanks to the 
recovery in purchasing power and also because per capita consumption is still low 
when compared to neighbouring countries like Venezuela which means that the 
category still has room for growth. In addition, new product developments are 
expected to reach the market which will generate higher volume sales. 
 
 

Juice 
Juice is still a very small category which will develop in the short term due to the 
new entrants. As purchasing power recovers it is feasible that consumers will 
increase their expenditure on more expensive options thus driving moderate 
growth. 
 
 

Nectars 
In 2009 nectars saw moderate growth; better development was hindered by the 
advance of still drinks. Nectars consumption will continue growing particularly in 
2010 as new players reach the category eg AjeColombia. In addition, it is 
expected that players such as Jumex will start to produce locally, and so it is very 
probable that the company will invest heavily and generate incremental volume 
sales. 
 
 

Still Drinks 
Still drinks was one of the best performing categories due to the consolidation of 
brands like Del Valle and Cifrut as well as the entrance of new brands such as 
Tutti Frutti SunFrut. Over the coming five years it is very probable still drinks will 
continue growing, however growth rates are expected to be much more moderate 
when compared to 2009. The category will reach stability, with no new players 
expected to join in the short term. These new wave brands are seen as the latest 
way to take category volumes forward over the next few years as more 
established brands begin to fade. The general rate of progress is expected to be 
moderate after the initial hype. 
 
It is very probable that several new product developments will be introduced into 
the category in order to support growth rates.   
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Squash/Syrups 
The demand for squash and syrups is likely to continue to decline in the forecast 
years, due to the lack of innovation and interest in developing this market. No new 
players are expected. 
 
 

Fruit Powders 
Fruit powders consumption continued falling dramatically as a consequence of the 
fast growth of cheap rtd options, in particular still drinks. In the short term it is very 
probable that fruit powders will see a moderate recovery from the drop observed 
over the past two years. In the mid and long term sustainable growth is expected, 
as innovation in terms of flavours and functional additives will be introduced into 
the category. Leading player Quala will continue increasing its market share. 
 
 

Iced/Rtd Tea Drinks 
Iced/rtd tea drinks has been a recent success story supported by the health and 
wellness trend and driven by the efforts of the brand leaders; Mr Tea, Lipton and 
Nestea.  
For 2010 it is expected that the sales of iced/rtd tea drinks will continue increasing 
thanks to the health and wellness trend. Additionally it is very probable that key 
players will continue to invest in the development of the category. 
In the short and midterm, new product developments are expected to be 
introduced in particular new flavours and packaging. 
 
 

Sports Drinks 
During 2009 sports drinks experienced a decline because demand dropped as 
consumers reduced spending on non essential items. In 2010 rapid recovery is 
likely as it is very probable that the new brand Sporade (AjeColombia) will 
consolidate. Additionally it is almost certain that Powerade will be relaunched, 
which will generate sales. Leading brand Gatorade is also expected to continue 
investing in promotions which will benefit the category. 
 
 

Energy Drinks 
The lack of interest from Red Bull’s local operator negatively affected the category 
in 2009. This occurred because from January 2010 Red Bull International will 
operate the brand directly and energy drinks is expected to see a very positive 
performance in the next five years because of this. In the short term, the category 
will grow thanks to the investment from Red Bull International while subsequent 
growth will be driven by newcomers and new product development. 
 
 

Dairy Drinks 
White Milk consumption saw a slight decline in 2009 driven by drops in 
pasteurised and powdered milk. Flavoured milk was affected by the advance of 
other products like still drinks and spoonable yogurt. Overall dairy drinks will see a 
positive performance in the coming five years. Thanks to the recovery of the 
economy in 2010 and 2011 the consumption of flavoured milk will recover 
significantly. Innovation in functionality and flavours will be used to resist 
competition from other commercial beverages such as JNSD and malta. 
White milk consumption is expected to increase as leading players invest in 
promoting milk consumption. UHT milk will continue gaining ground from 
pasteurized. 
 
 

Hot Tea 
Hot tea will continue growing thanks to the increasing interest in consuming drinks 
perceived as healthy. Growth rates are likely to be moderate when compared to 
some previous years, as the category is still fairly niche. 
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Hot Coffee 
Following a small increase in 2009 hot coffee consumption will see a moderate 
drop in 2010 as a consequence of the forecast warm weather that will affect the 
demand for hot drinks. However after 2011 it is forecast that demand will grow but 
at very moderate growth rates. 
 
 

Beer 
A reduction in purchasing power and increasing beer prices, led to beer sales 
declining in 2009. The decline would have been worse had it not been for the 
efforts of leading brewer Bavaria which carried out significant promotional efforts. 
2010 will be a very difficult year for the beer industry as a new tax imposed on 
beer consumption is expected to affect demand. After this, moderate growth is 
expected for the rest of the forecast period. 
 
 

Wine 
Wine continued growing but at a lower rate than previously seen mainly due to the 
contraction in purchasing power and the lack of any wine culture. A new trend is 
emerging; a lack of knowledge of wine types combined with the great variety of 
wines entering the market is causing consumer confusion and keeping new 
consumers away from the category. However, for the coming years wine will 
continue growing as there is still a rising interest in wine culture.  
 
 

Spirits 
The growth of spirits continued in 2009 thanks to aguardiente. Spirits consumption 
will continue advancing although performance within the category is varied. 
Whisky and aguardiente will continue to consolidate, while others categories like 
vodka might stagnate. 
 
 

FABs 
In 2009 FABs saw a decline as a consequence of consumers omitting non 
necessary items. FABs will see variable growth in the future as it is very probable 
that new brands will continuously enter and withdraw from the market. 
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Packaged Water 
Packaged water grew over 6% in 2009, driven by the unexpected hot climate and 
the performance of 500cl+ presentations which were boosted by panic shopping 
as a result of the influenza outbreak. Lower growth of almost 4% is predicted for 
2010 as consumer disposable income increases and other beverage options 
become affordable. Category growth of over 5% is forecast through to 2015, 
driven by population growth and the effort of major players; such as PepsiCo, 
Coca-Cola, Danone and Nestlé, to increase per capita consumption. New players 
in mineral water are also expected as this segment gained preference as a mixer 
with new alcoholic trends (growing whiskey and vodka consumption). 
 
 

Bulk/HOD Water 
Bulk/HOD water recorded growth of almost 2% in 2009, partly due to its better 
price per litre option during the economic crisis and increased home consumption, 
helped by the growth of fruit powders and squash/syrups which need to be diluted. 
As a mature category, growth of almost 2% is forecast through to 2015, in line with 
population growth. 
 
  

Carbonates 
In 2009 carbonates recovered due to the performance of cola flavours, which 
helped the category grow by 2%. Apple flavours gained ground, while other non-
cola flavours underperformed. The category is expected to continue growing 
through to 2015 (CAGR 2%) as the economy recovers. Pricing might be an issue 
in the near future, as FEMSA has already stated it expects to increase prices in 
line with inflation throughout 2010. 
 
 

Juice 
Juice grew by over 2% in 2009, thanks to the increasing inroads of Private Label. 
On 28 October 2009 the government issued an official standard after revising 
supposed juice content and finding many irregularities with the 100% content. As 
a result, juice companies are expected to comply with this new rule, which should 
boost the category in the coming years. With the economy recovering and new 
innovations in packaging, flavours and price promotions, the category is expected 
to grow around 3% through to 2015.  
 
 

Nectars 
Nectars grew at a faster pace than juice in 2009, registering growth of 5% due to 
the consumers’ perception of nectars having more juice content because of the 
thickness, and the entrance of new products by major players such as Del Monte 
and Ajemex. As the economy recovers and a wider range of products become 
available, category growth of over 4% is forecast through to 2015. One of the 
factors that might boost category growth in the future is the possible government 
measure to cut carbonates from schools due to health concerns. 
 
 

Still Drinks 
Still drinks grew nearly 7% in 2009, thanks to the performance of fruit flavoured 
still drinks and naranjadas which gained ground due to their cheaper price in times 
of economic crisis. Some of the main brands innovating during the year have been 
Bonafont (Danone), with its extended range (orange/apple flavours), and Ciel 
(Coca-Cola), which re-launched its flavoured water with a new image. Category 
growth of around 6% is forecast through to 2015, fuelled by the low purchasing 
power of unemployed and low income consumers, although some consumers are 
expected to switch to other beverage options as the economy recovers. 
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Squash/Syrups 
Squash/syrups registered 5% growth in 2009, the highest since 2002, driven by its 
low price compared to other categories during the economic crisis. Category 
growth of around 2% is forecast through to 2015. As the economy recovers, some 
migration to still drinks and unpackaged fruit drinks is foreseen.  
 
 

Fruit Powders 
Fruit powders grew nearly 18% in 2009, mainly due to consumers switching from 
ready to drink options during the economic crisis. Formula innovation has helped 
the category become more flexible in packaging, launching promotions such as 
‘three sachet packs for the price of two’ or extra litres for the same price. A 
slowdown in growth is forecast through to 2015 (CAGR 4%) as the economy starts 
to recover and consumers return to ready to drink beverage options, which is 
expected to boost ‘on the go’ consumption.  
 
 

Iced/Rtd Tea Drinks 
The category grew 16% in 2009, due to the entry of new regional players and 
iced/rtd tea drinks image as a healthier alternative to carbonates. Even though 
increased consumption began to show during the end of the year, the category 
remains with low per capita consumption compared to other beverage options. A 
favourable growth scenario is forecast through to 2015 but at a slower pace 
(CAGR 13%), mainly due to innovations in flavours and packaging.  
 
 

Iced/Rtd Coffee 
Drinks 

Iced/rtd coffee drinks registered growth of over 16% in 2009, partly due to the 
development efforts of major brands such as Starbucks (local operator, PBG) and 
Illy (Coca-Cola), and new entrants to the market such as Andatti (Private Label 
brand of Oxxo convenience stores). Category growth of around 9% is forecast 
through to 2015. As one of the most recently introduced categories, major players 
are making large investments in order to develop the category, with new product 
launches expected in the coming years.  
 
 

Sports Drinks 
One of the most affected categories due to its high price, sports drinks declined by 
almost 4% in 2009. The category is expected to recover some ground in 2010, 
due to improvement in the economy and increased marketing campaigns as the 
FIFA World Cup approaches. Category growth of around 2% is forecast through to 
2015, in line with the projected economic recovery. 
 
 

Energy Drinks 
Energy drinks continued to grow in 2009, registering growth of almost 13%. The 
entrance of new players, such as Venom (Dr Pepper Snapple Group), and large 
packages helped the category’s volume. New energy shots entering the market, 
such as Quick Energy (Viva Beverages), have helped the category enter new 
channels. Category growth of around 9% is forecast through to 2015, mainly due 
to increased migration and the entrance of new regional players.  
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Dairy Drinks 
Dairy drinks declined 1% in 2009, due to the unexpected heat wave which 
affected water supplies, thus affecting milk production. As a result of less 
production, consumers bought less white milk and flavoured milk, which both 
declined over 1%. Drinking yogurts registered growth of 5%, even though a 
slowdown occurred due to consumers switching to other breakfast options such as 
hot coffee, juice, nectars and still drinks. Overall, dairy drinks are forecast to 
experience slight growth of over 1% through to 2015, due to the projected 
improvement in the economy and stronger consumer purchasing power.  
 
  

Hot Tea 
Hot tea grew over 2% in 2009, driven by its low price in times of economic 
hardship. Due to recent growth, the category gained new consumers and new 
flavours were introduced. As a result, category growth of around 2% is forecast 
through to 2015, with more new flavours expected in the near future.   
 
 

Hot Coffee 
Hot coffee grew almost 3% in 2009, even though the delay in winter had a small 
negative impact on the category. As a consolidated category, hot coffee is 
forecast to grow moderately at around 2% through to 2015. In the medium term, 
the expansion of coffee shops might boost hot coffee sales. 
 
 

Beer 
The beer category registered modest growth of almost 2%, mainly as a result of 
Modelo underperforming during Q4-09. Heineken announced the acquisition of 
FEMSA in January 2010, which is likely to change market dynamics, while the 
deal between Modelo and AB-InBev is expected to continue undefined during this 
year. The category is expected to gain strength during 2010 due to the FIFA World 
Cup. Due to the consolidation of Heineken and AB-InBev, which is expected to 
drive future sales, category growth of around 3% is forecast through to 2015. 
Projected economic recovery is also considered a factor influencing category 
growth in the long-term.  
 
 

Cider 
A niche category, cider declined less than 1% in 2009, even though there were 
some good results towards the end of the year. The category is expected to slowly 
gain ground and grow in 2010. Category growth of over 1% is forecast through to 
2015, mainly as a result of the projected economic recovery and stronger 
consumer purchasing power.  
 
 

Wine 
Wine grew 2% in 2009. Even though on-premise consumption declined due to the 
H1N1 influenza, off-premise consumption increased, which led to category growth. 
Category growth of nearly 2% is forecast through to 2015, mainly as a result of the 
projected economic recovery and stronger consumer purchasing power.  
 
 

Spirits 
Spirits grew almost 2% in 2009, driven by economical cane spirits and tequila, 
while vodka and whiskey gained share among other spirits. The category 
experienced a 5% increase in price, and the high exchange rate put imported 
brands at a disadvantage. The category is expected to recover with a better 
economic scenario and strong support from the major players, with category 
growth of almost 3% forecast through to 2015. 
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Fortified Wine 
Fortified wine registered growth of 1% in 2009, albeit from a low base. The 
category targets older consumers and as a result it is expected to continue with 
low growth of around 1% through to 2015, also influenced by population growth. 
 
 

FABs 
FABs remained relatively stable in 2009 as a result of stronger competition from 
imported brands sold by large retail stores and the introduction of larger 
packaging, mainly in 75cl glass bottle and 300cl PET. Category growth of around 
2% is expected through to 2015, driven by new regional players and the 
expansion of retail. 
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Packaged Water 
Packaged water has been one of the fastest growing categories within the soft 
drinks market over the last few years. In 2009 the category grew over 9%, mainly 
as a result of improved distribution to provinces which in previous years only had 
local products available. For 2010, packaged water is expected to grow almost 
9%, mainly due to major players such as Coca-Cola and Don Jorge reinforcing 
their brands in provinces where consumption is still moderate. Packaged water is 
forecast to grow nearly 7% through to 2015, as companies are expected to 
allocate increased resources to develop brands and improve logistics and 
packaging to ensure sustainable business in the future. 
 
 

Bulk/HOD Water 
Bulk/HOD water had a positive performance in 2009, growing 9% mainly as a 
result of increased demand in isolated construction and mining sites, and the 
efforts of leading brands to introduce their products in new provinces, particularly 
by investing in distribution. Category growth of nearly 2% is forecast through to 
2015, as major players start expanding distribution reach in order to amplify their 
coverage at a regional level.  
 
 

Carbonates 
Carbonates grew by 5% in 2009, mainly due to the strong performance of major 
players and their efforts to expand distribution to provinces. In addition, major 
players also invested in the promotion of refillable packaging in order to motivate 
consumption. Steady growth of around 5% is forecast through to 2015, in line with 
the recovering macroeconomic scenario. New innovations expected within the 
category, such as new products, additional flavours, and some packaging 
alternatives, will also contribute to category growth in the long-term. 
 
 

Juice 
Juice grew by 17% in 2009, albeit from a low base, mainly as a result of increased 
distribution points. The low volume of the category is partly as a result of the 
successful performance of nectars, which provide a cheaper fruit beverage option. 
In addition, Peruvians are still not aware of the differences between juice, nectars 
and fruit-flavoured still drinks, making the high price of juice a deterring factor. 
Category growth of almost 10% is forecast through to 2015, mainly due to 
increased demand for healthier and more natural beverage options. Growth 
however, may be affected by consumers making their own freshly squeezed juice 
at home. 
 
 

Nectars 
Nectars had a positive performance in 2009, growing almost 8% fuelled by the 
enhanced products of Grupo Gloria and the performance of Frugo (Coca-Cola), as 
well as the distribution expansion by major players. As a mature category, nectars 
is forecast to grow nearly 7% through to 2015. Growth however, may be affected 
by the rise in consumption of fruit-flavoured still drinks, which compete directly 
with nectars in price. 
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Still Drinks 
Still drinks registered growth of over 10% in 2009, partly driven by the 
performance of flavoured still drinks with a water base, and the introduction of new 
products such as R Fresh (Coca-Cola), Kris (San Miguel), and Click (Don Jorge). 
Fruit-flavoured still drinks are showing a lower rate of growth in comparison to past 
years, mainly as a result of the higher purchasing power some Peruvians currently 
enjoy due to macro economical factors, allowing consumers to switch to other 
beverage options such as nectars. For 2010, still drinks is forecast to grow nearly 
8%, driven by the introduction of new flavours and the entrance of new brands 
such as Aquarius (Coca-Cola). Category growth of 6% is forecast through to 2015, 
with increased consumption not only in Lima but also in provinces where products 
were not able to reach in previous years.  
 
 

Fruit Powders 
Fruit powders is seen as an economical substitute for nectars and still drinks. In 
Peru however, nectars and still drinks have a low retail price, affecting fruit 
powders sales which continued to decline for the third straight year. A loss of 9% 
was registered in 2009, driven by increased competition from other ready to drink 
beverage options. Fruit powders are forecast to recover in 2010, growing by 
almost 3% driven by the juice segment and low calorie variants. Moderate growth 
of almost 2% is forecast through to 2015, driven by innovation and the distribution 
expansion by major players. 
 
 

Iced/Rtd Tea Drinks 
2009 was the first full year for this new category. Ajegroup entered the market with 
Free Tea, a green tea flavoured iced/rtd tea drink in regular and low calorie 
versions, while PepsiCo entered the market with Lipton. The category is expected 
to be strengthened in 2010, driven by the local production of Lipton and the new 
flavours of Free Tea. Local players such as Beberash and Xante continue to 
introduce flavours and expand distribution to supermarkets and traditional retail. 
Category growth of 5% is forecast through to 2015 as the lifestyle trend towards 
'health and wellness' catches on.  
 
 

Sports Drinks 
Sports drinks represent a dynamic slice of the market. In 2009 this category 
boosted the market with growth of over 23%, partly driven by the trend towards a 
healthier and more active lifestyle, with Peruvians doing more jogging and 
exercise. As a result of this trend, consumers prefer value added products and 
more nutritional options. Category growth of 6% is forecast through to 2015. It is 
projected that consumption opportunities will increase as the category attracts 
new consumers, including young people and women, while another growth driver 
will be the effort of major players to expand distribution reach into rural areas. 
 
 

Energy Drinks 
Energy drinks consumption grew over 33% in 2009, albeit from a low base, partly 
driven by increased promotional investment. Red Bull (Red Bull Trading), Burn 
(Coca-Cola) and Monster (Hansen Natural Corporation) continued to consolidate 
volumes, employing a growth strategy based on increased sports activity and 
night consumption. Some variants of products are also starting to appear, such as 
Red Bull’s light version in a light blue can. Growth for 2010 is predicted to be 
almost 23%, driven by activities and investments in the category by major brands 
such as Red Bull and Burn. Category growth of 11% is forecast through to 2015, 
helped by the probable entrance of new players, prompting new low calorie 
variants and increased consumption of energy drinks. 
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Dairy Drinks 
Dairy drinks performed well in 2009, growing 12% compared to 2008. White milk 
consumption registered a positive performance of 5% growth, but an evident 
slowdown in evaporated milk, the preferred type of milk drank by Peruvians, was 
also recorded. Flavoured milk and drinking yogurt also had positive results, 
boosted by the innovation and push of new products and formats by major players 
such as Gloria and Laive. For 2010 growth of 13% is predicted for dairy drinks, 
driven by the introduction of new variants and products by major players. Category 
growth of almost 8% is forecast through to 2015, mainly as a result of the 
projected improvement in the macroeconomic scenario.  
 
 

Hot Tea 
Hot tea grew over 3% in 2009, driven by the demand for healthier products and 
the traditional ‘tea culture’ among Peruvians. For the long-term, this trend is 
expected to continue, with growth of nearly 2% forecast through to 2015. 
 
 

Hot Coffee 
Hot coffee registered growth of over 7% in 2009, driven by the increased 
consumption of freshly ground and premium coffee thanks to a new ‘coffee 
culture’. Category growth of nearly 6% is forecast through to 2015, driven not only 
by the projected growth of instant coffee but also from freshly ground coffee, with 
on-premise locations such as Starbucks expanding in the Peruvian market. 
 
 

Beer 
Beer registered a decline of nearly 2% in 2009, mainly as a result of the difficult 
economic scenario. Cristal (Backus) continued to show positive performance and 
strong sales, while Cusqueña (Backus) drove the premium segment. AB-InBev 
has carried out expensive mass media campaigns communicating the attributes of 
its brand. Category growth of nearly 9% is forecast through to 2015, fuelled by low 
retail prices and increased distribution in the regional provinces where 
consumption until now is still undeveloped. 
 
 

Wine 
The country's economic growth, increased interest in gastronomy, tourism and 
higher consumer awareness led to category growth of over 8% in 2009. In 2009 
there was improved development in convenience stores and modern retail 
channels in Lima and other provinces, which helped make the wine category more 
dynamic. Domestic production is also performing spectacularly, making exports a 
profitable business. Wine is forecast to grow nearly 7% through to 2015 due to the 
high purchasing power some Peruvians enjoy, increasing sales of quality wine 
rather than value wine.  
 
 

Spirits 
Spirits grew nearly 2% in 2009, fuelled by the government supporting the 
production of pisco, a local alcoholic beverage. Rum continues to perform 
impressively, mainly as a result of increased consumption amongst adolescents. 
Category growth of over 3% is forecast through to 2015, driven by the projected 
strong performance of rum and pisco, and the affordable price of some products.  
 
 

FABs 
A low volume category, FABs declined 7% in 2009, mainly due to high prices. 
Consumption was fuelled by the entrance of new products and promotions in retail 
points. The future performance of FABs is not positive and it is expected that 
consumption will decline as consumers turn to cheaper options. 
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Packaged Water 
Packaged water growth slowed to 7% due to the poor economic conditions. 
Growth was driven mainly by the consolidation of the Minalba brand, particularly in 
single-serve formats. Rising prices will limit growth in 2010, but the long-term 
forecast is for steady growth. 
 
 

Bulk/HOD Water 
Poor economic conditions tipped the market into a decline in 2009. One of the 
main reasons was the scarcity of packaging which directly impacted production 
levels. A slight return to growth is forecast for 2010, due to the very warm weather 
and scarcity of potable water. However, the shortage of raw materials, continuous 
power cuts and low purchasing power will continue to affect both production and 
demand, and limit long-term category growth. 
 
 

Carbonates 
There was a dramatic deceleration in volume development in the second half of 
2009, in particular in the malta segment, due to reduced consumer purchasing 
power; overall the category increased just 4% over the year. 2010 is expected to 
be a difficult year for carbonates in the face of electricity and sugar supply 
problems. The category is expected to show some recovery over the long-term as 
brand owners allocate increased resources to protect their future survival.  
 
 

Juice 
Almost 14% growth for juice, albeit from a small base, as companies focused on 
this category again thanks to a plentiful supply of fruit after suffering from 
shortages in 2007 and 2008. Stronger growth is forecast for 2010 as the category 
attracts new players and new products. Long-term, juice will return to more 
moderate growth rates. 
 
 

Nectars 
Nectars consumption experienced moderate growth in 2009, with the ambient 
segment taking share from chilled mainly thanks to a strong performance by the 
Yukery brand. The trend is expected to continue in 2010 and long-term. Short-
term ambient nectars will continue advancing as leading companies will focus on 
this segment due to problems with the supply of electricity which will affect the 
chilled distribution chain.  
 
 

Still Drinks 
Still drinks experienced a very positive year thanks to the consolidation of the 
brand Cifrut and the introduction of new near water products like Nevada Flavours 
which is positioned as flavoured water. The near water segment is expected to 
drive strong category growth in 2010 also. The long-term forecast is for moderate 
growth as the category offers affordable beverage options. 
 
 

Squash/Syrups 
Despite problems with the supply of raw materials, the category registered a 
positive performance during 2009 as new products were introduced into the 
market. These new entrants are expected to help category growth in 2010. Further 
innovation in terms of flavours and packaging can be expected, which will support 
long-term growth. 
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Fruit Powders 
The category was affected by sugar supply problems which forced price rises, and 
meant volumes increased less than 2% in 2009. Moderate growth is forecast for 
2010 in the face of ongoing sugar supply problems and reduced consumer 
purchasing power. The long-term forecast is for continued moderate growth. 
 
 

Iced/Rtd Tea Drinks 
Flavour and packaging innovation boosted iced/rtd tea drinks consumption in 
2009, with both rtd and powdered offerings making gains. The category’s healthy 
image and ongoing product development will aid continued growth in 2010 and 
long-term.  
 
 

Sports Drinks 
2009 was a good year for sports drinks, thanks to a strong performance by 
Gatorade. Sports drinks will continue to grow in 2010 as new consumption 
occasions are developed, and new flavours and pack formats are introduced. 
Continued advertising and promotional support from the leading players, PepsiCo 
and AjeGroup, will drive long-term growth. 
 
 

Energy Drinks 
The consumption of energy drinks fell significantly in 2009 due to reduced 
consumer purchasing power plus the lack of interest from major companies to 
develop this tiny category. Some recovery is forecast in 2010 because it is 
expected that the leading player, Red Bull, will receive more support. Long-term 
growth will be hampered by the category’s high price positioning. 
 
 

Dairy Drinks 
The different markets that comprise dairy drinks posted contrasting results in 
2009. Whilst the consumption of white milk continued recovering due to the 
support of the Venezuelan government, drinking yogurt and flavoured milk 
experienced declines in growth as rising prices affected demand. Dairy drinks are 
forecast to grow in 2010, driven by white milk. 
 
 

Hot Tea 
Hot tea growth was affected by rising prices, which weakened demand; growth 
slowed to 2%. The category is expected to contract in 2010 as consumers avoid 
non-essential products, before returning to a trend of long-term growth. 
 
 

Hot Coffee 
Despite the intervention of the Venezuelan government to avoid supply problems, 
hot coffee consumption fell almost 11% in 2009. A further small contraction is 
expected in 2010 before the category returns to long-term growth supported by 
the government measures to maintain production levels. 
 
 

Beer 
The economic climate and rising prices impacted beer consumption which fell 
almost 6% in 2009. A smaller decline is forecast for 2010, but the long-term 
forecast is for recovery as brand owners allocate increased resources to protect 
their future survival. However annual sales growth is expected to remain low for 
the foreseeable future.  
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Wine 
Wine consumption experienced a serious deceleration due to the lack of a 
tradition of wine consumption, up just 1% in 2009. Consumers are confused by the 
wide variety of wines. Reduced consumer purchasing power is expected to lead to 
a contraction in 2010 as consumers avoid non-essential products, before returning 
to a trend of long-term growth. 
 
 

Spirits 
2009 was a good year for spirits thanks to the advances of white spirits such as 
aguardiente, which according to industry sources is taking share from categories 
such as beer. Whisky consumption is falling as a consequence of reduced 
consumer purchasing power; in contrast, rum is gaining share as it is perceived as 
a more affordable option. Continued growth is expected in 2010 and long-term, 
albeit at a lower rate, driven by affordable and mainstream options.  
 
 

FABs 
The consumption of FABs declined in 2009, despite efforts from leading 
companies to support the category with new product development. . Reduced 
consumer purchasing power is expected to lead to a contraction in 2010 also as 
consumers avoid non-essential products, before returning to a trend of long-term 
slow growth. 
 
 

 
 
 
 
 
 
 
 
 


