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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
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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

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

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,

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

Wines: Wine (Still and Sparkling combined)

Iced/Ready To Drink (RTD) Tea, 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, Sorghum Beer and Cider

Spirits (standard): Spirits (excludes Fortified Wine and Flavoured Alcoholic Beverages (FABs))
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Data extracted from Canadean Ltd's Global Beverage Forecasts Wisdom database

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

Rest of Africa (Global)
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Data extracted from Canadean Ltd's Global Beverage Forecasts Wisdom database

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

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

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

Other Rest of Africa (Global)
1999 2000 2001 2002 2003 2004 2005 2006 2007 2008 2009P 2010F 2011F 2012F 2013F 2014F 2015F

Volume (Millions Litres)
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Still Drinks

Squash/Syrups
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Bulk/HOD Water

Dairy Drinks

Hot Coffee

Hot Tea

All Alcoholic Total
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Beer

Sorghum Beer
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Spirits excluding FABs & Fort Wine
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Data extracted from Canadean Ltd's Global Beverage Forecasts Wisdom database

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

South Africa
1999 2000 2001 2002 2003 2004 2005 2006 2007 2008 2009P 2010F 2011F 2012F 2013F 2014F 2015F
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All Soft Total
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Beer
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Spirits (Standard) Total

Spirits excluding FABs & Fort Wine
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Total
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All Alcoholic Total
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Total

Spirits excluding FABs & Fort Wine

Spirits (Extended) Total

Flavoured Alcoholic Beverages
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Soft (Standard)
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Beer
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Soft (Standard)

Soft (Extended)
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Global Beverage Forecasts/Feb-2010 

Packaged Water 
The poor and unreliable supply of public tap water has continued to drive the 
growth of packaged water. Pouch is the largest segment with a proliferation of 
brands, as the barriers to entry are very low. This pack type is available at the 
lowest consumer price point (NGN5-NGN10) and available at most village 
markets, street vendors, etc. In addition, two major beverage players joined the 
competitors like TCCC’s Eva brand in the bottled water segment in 2009 - Dansa 
Foods with Mowa bottled water and 7-UP Bottling company with Aquafina bottled 
water brands.  
 
The category achieved a growth of 16% in 2009 and growth of 15% is projected 
for 2010 with double-digit growth for the rest of the forecast period due to 
continued poor public infrastructures (particularly the supply of electricity) and 
rising costs of operations, although new brands are expected to be launched, 
particularly in the pouch water segment. 
 
 

Bulk/HOD Water 
The use of water dispensers (mostly 18.9 packs) in offices and some homes is 
driven by poor and unreliable public water supply combined with consumer 
demand for safe drinking water. The category recorded 14% growth in 2009, a 
sharp decline from the 62% growth of 2008. The growth in 2008 was phenomenal 
due to the entrance of big players with their own dispensers and refillable bottles, 
whose promotional activities raised consumption; the slowdown in 2009 was 
caused by a general lull in business resulting from poor electricity supply and 
rising operational costs. The category is expected to grow by 12% in 2010, and 
continue growing for the next five years, as more cottage bulk water bottlers enter 
the market to meet consumer need for safe drinking water. 
 
 

Carbonates 
The category is led by Coca-Cola with a significant market share and the 7-Up 
company also has an extensive presence. 7% growth in 2009 was driven by 
consumer promotions and long standing consumer loyalty to the top brands like 
Coca-Cola, Sprite, Fanta, Seven-Up, Mirinda, Limca and Gold Spot. Carbonated 
malt drinks are also included in this category and sell on the health platform which 
most carbonated drinks cannot claim. Players in this category have become quite 
innovative and most brands are now available in can packaging.  
 
The category is expected to grow by 5% in 2010 with sustained consumer 
promotions, continued consumer loyalty and the launching of a new brand, Kally, 
from Dausa Foods, a beverage manufacturer with wide distribution network in 
Nigeria. Growth will slow in 2010 and beyond because of rising business costs, 
consumer health consciousness and sliding disposable income as a result of the 
current economic recession. 
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Juice 
The Food and Drugs Authority in Nigeria (NAFDAC) stipulates that drinks with a 
juice content of 40% and above are classified as pure juice although regulations 
do not yet compel producers to specify the juice content on the pack. There is only 
one local brand of 100% juice produced in Nigeria, all other brands are classified 
as nectars. In spite of the ban on imported fruit drinks, imported pure juice brands 
are still available in high-end supermarkets which are mostly patronised by 
wealthy Nigerians and expatriates. The category, though small in size, witnessed 
a growth of about 20% in 2009 and an average growth of 13% per year is 
predicted for the future with possible product innovation from local manufacturers 
and continued imports of pure juice. 
 
 

Nectars 
Consumers in Nigeria do not differentiate between nectars and 100% juice and 
have come to appreciate nectars as a substitute for juice. Local production of 
nectars has grown quickly and the category recorded growth of 8% in 2009. The 
Coca-Cola company’s plant damaged by fire in late 2008 was restored with the re-
launch of 5Alive in 25cl and 100cl packs. Dausa Foods, a major player in this 
category also launched new flavours in the last quarter of the year to join other 
players like CHI, Frutta, Fumman, etc. An average growth of 7% per anum is 
projected for 2010-2015 to be driven by consumer acceptance of nectars as a 
juice substitute for events as well as the increased number of Horeca outlets and 
supermarkets. 
 
 

Still Drinks 
The category remains small, albeit steadily growing, with growth of 10% in 2009. 
There are a variety of brands in the market including Ribena (GSK), Cway Fruit 
Drink (Cway Group), Capri-Sun (CHI), Sun Top (Danico), Royal Drink and 
California (Frutta), Vimto (NGC) and Dansa Fruit (Dansa Foods). There are also 
some other cottage industry players in this category. Demand is driven by 
marketing promotions deployed by key players. Growth of 7% is projected for 
2010 as the category is faced with fierce competition from nectars and flavoured 
milk drinks; both categories are perceived to be more nutritious by consumers. 
 
 

Squash/Syrups 
Growth recorded by squash/syrups in 2009 was about 10%. This category faces 
fierce competition from rtd drinks such as nectars, still drinks and packaged water. 
Water for dilution comes at a cost to the consumer as tap water is often 
considered unsafe to drink. A growth of 8% is projected for 2010, and will be 
driven by consumer demand for more affordable beverages, as consumers trade 
down from premium rtd beverages to affordable categories which can be 
consumed by the whole family.  
 
 

Fruit Powders 
The category grew by about 4% in 2009 with several brands now in the market. 
The category is led by the imported brand Nutri C (Nutrifoods) along with other 
brands like Citrus (A&P foods), AMILA (Promasidor- launched 2009), and Eve 
(Qualifoods). The category is driven by consumer acceptance particularly amongst 
children. Growth is predicted at an average of 2% per annum with the sustained 
promotional efforts of manufacturers. 
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Iced/Rtd Tea Drinks 
The iced/rtd tea drinks category in Nigeria is very small and new. Chi Ltd entered 
the category in the first quarter of 2009 with two pack sizes (25cl and 100cl) to join 
the pioneer brand Cway Ice Tea (Cway Group) packed in 50cl PET. The entrance 
of Chi Ltd resulted in 20% growth in 2009 and growth of 17% is projected for 2010 
as consumer acceptance for the new drink gradually improves.  
 
 

Sports Drinks 
Sports drinks is an emerging category; Lucozade Sport remains the only product 
available in the market which is marketed by GSK and imported from China. 
Growth in this category was about 400% in 2009, but the challenges of importation 
as well prevailing economic circumstances might result in lower growth of 40% in 
the year 2010. 
 
 

Energy Drinks 
The largest still energy drinks brand, Lucozade Boost from (GSK), is driving 
growth and the launch of a new apple flavour in 2008 further helped. Red Bull is 
still the market leader within carbonated energy drinks and the segment continues 
to grow. The proliferation of imported brands in the market will fuel long term 
category growth. The category grew almost 8% in 2009; but due to the campaign 
by the Nigerian Agency for Foods, Drugs Administration and Control against the 
consumption of caffeinated energy drinks, health conscious consumers as well as 
the prevailing economic downturn will limit the 2010 forecast to about 6% growth. 
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Dairy Drinks 
The Nigerian white milk category is led by powdered milk, which is imported from 
Australia, New Zealand, South America and EU countries. It is estimated that 
annually 240,000 tonnes of powdered milk is imported and valued at US$600 m. 
The increases in international price of milk powder in 2007 and 2008 abated, and 
therefore, there was readjustment upward of volumes in single-serve pack sizes. 
Despite an increase in prices in 2009, volumes were not affected.   
 
The powdered segment grew slightly as consumers traded down from other dairy 
products like UHT and evaporated milk, because of the economic recession, to 
maintain their milk consumption. This is expected to continue in the coming years 
before the economy improves. The white milk category grew by about 5% in 2009 
while growth is projected to drop to 2-3% over the forecast period as the economic 
meltdown deepens. 
 
Drinking yogurt grew in 2009 by about 7% with the major players being Chi Ltd, 
Fan Milk and several other small-scale players. Growth is projected to be around 
5% as the economic meltdown deepens. Growth will still be driven by consumer 
perception of the functional benefits of the category. 
 
Flavoured milk is showing the highest growth as it markets on a health platform 
and is still a novelty for consumers. It has experienced phenomenal growth and is 
forecast to continue growing, as new producers enter the category to take 
advantage of its novelty status launching new brands and flavours. This category 
grew about 17% in 2009 and it is expected to grow around 6% in 2010.  
 
Soymilk category grew at about 14% in 2009 as Chi Ltd entered the category with 
their brand in 100cl pack. Several other brands are imported and are mainly sold 
in high end outlets. Soymilk is consumed by people who wish to maintain healthy 
eating habits and also want to reduce their intake of dairy products. It is also given 
to people with allergies and the lactose intolerant, as a substitute for cows’ milk.  
The category is projected to grow by 6% in 2010. 
 
Fermented milk comprises homemade liquid cultured milk/sour milk known locally 
as nono and nkindirmu. Bulk liquid cultured milk (nono/ nkindirmu) is produced by 
cattle farmers and herdsmen for sale at local markets. The category grew by 5% 
in 2009 and is expected to maintain this growth rate over the forecast period. 
 
 

Hot Tea 
Nigerian consumers are not typically tea drinkers and prefer to drink chocolate 
drinks (Bournvita, Milo). Growth of hot tea is thus modest and will remain that way 
over the forecast period. The introduction of individual serving sachets which are 
pre-mixed with powdered creamer and sugar (Bliss Instant Tea from Nutricima 
Nigeria Ltd and Cway Milk Tea from Cway Group) have engendered competition 
and buoyed growth of the category. Growth in 2009 was estimated at 7% and is 
forecast to grow by around 5% in 2010 and for the remainder of the forecast 
period.   
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Hot Coffee 
Hot coffee is a niche market and the existing brands in the market are imported. 
Premium prices and consumer preferences for hot chocolate drinks mean that the 
category will remain niche. Nescafe’s introduction of individual serving sachets 
which are pre-mixed with powdered creamer and sugar have engendered 
competition with Nutricima Nigeria Ltd introducing Bliss Instant Coffee into the 
market which drove growth. The category grew by about 4% in 2009 and this 
growth is expected to be sustained in 2010 and during the forecast period.  
 
 

Beer 
Beer continues to be the leading alcoholic beverage in Nigeria. In 2007 and 2008, 
growth was driven by line extensions and new brands being launched whilst in 
2009, 3% growth was driven by brewers’ innovative can packing. Further growth is 
expected as SABMiller who recently entered the Nigerian market will increase 
competition, coupled with various sporting events in the year as well as the 
expected increase in political activities in the coming months. About 3% growth is 
being forecast for 2010 and onward.  
 
 

Wine 
Wine in Nigeria is imported mainly from South Africa, France, Spain, Italy and 
USA and is very much an urban niche market, drunk by wealthy consumers. 
Nigeria Distillers Limited is the leading national company. Global prices and import 
costs are on the increase which could spell an increase for local wine prices. 
There is also tonic wine and blended table wine available. 
 
The category grew by about 8% in 2009 and approximately the same growth is 
forecast for 2010 and throughout the forecast period, driven by high-income 
consumers’ steady consumption. 
 
 

Spirits 
The most popular spirit consumed mainly at events and functions is schnapps. 
The category has grown steadily although consumers might rationalise their 
spending patterns, given the tight economic situation. Similarly, the intermittent 
availability of flavour variants as well as the harsh operating environment could 
hamper growth in the coming years. The category grew by 5% in 2009 and is 
projected to grow by 3% in 2010. 
 
 

Fortified Wine 
Fortified wine is blended in Nigeria from wine obtained from the UK and elsewhere 
and is known as tonic wine. Nigeria Distillers Limited and Intercontinental Distillers 
Ltd are the key players in both the wine and spirits categories. Bacchus Tonic 
wine, the market leader has gained popularity over the years and counterfeit 
brands are being launched, taking advantage of the brand. Such products, though 
destructive for the industry, grow the category, resulting in about 8% growth in 
2009. The category is expected to achieve an average of 3% growth per annum 
over the forecast period. 
 
 

FABs 
A new category and trend recently introduced to the market. Marketing, 
promotions and product taste tests of the newly launched brands could see 
consumer uptake of this category increasing and fuelling its growth. The category 
recorded 4% growth in 2009 and is projected to grow by an average of 5% per 
annum in 2010 through to 2015. 
 

 
 


