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STILL DRINKS - CATEGORY PROFILE 

Key Facts 

Market Size Million Litres Litres per Capita     

Consumption 2008       

          

Growth CAGR %  03-08 CAGR % 05-08 CAGR % 07-08   

Consumption M Litres      

          

Market Value ARS Million ARS/Litre US$ Million US$/Litre 

Value (at consumer price)     

          

Segmentation 2008 Grapefruit Others     

% Share      

          

Distribution 2008 Off-Premise On-Premise     

% Share       

          

Packaging 2008  PET Board LDPE  

% Share     

  

SOURCE : Trade Interviews; Canadean Wisdom 

 
 

Chart - Still Drinks Leading Trademark Owners, 2008 

 
SOURCE : Canadean Wisdom 
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Still Drinks Commentary 

Current & 
Emerging Trends 
 

Still drinks growth slowed in 2008 due to a fall in lactic (juice with milk content) 
functional drinks, but the category still registered double-digit growth, driven by near 
water and soy-based drinks. Both products are positioned as natural beverages with 
no preservatives or artificial sweeteners. 
 
Following the current health awareness trend, the near water segment was boosted 
by the arrival of Aquarius (Coca-Cola) and new flavour extensions for Villa del Sur 
Levite (Danone) and Nestlé Pureza Vital. Near water was also buoyed by value 
priced LDPE sachet offerings. Near water and clear carbonates products are now 
cannibalising low calorie carbonates. 
 
The trend will provide an opportunity for innovations such as stevia or Reb-A, a 
natural sweetener that has garnered attention following the rising demand for low 
carbohydrate, low sugar food and beverages. Coca-Cola, PepsiCo and some B-
brand producers in the north region have started to test stevia. 
 
Soy-based drinks continued their revival; recent consumer surveys have indicated a 
positive perception of the nutritional benefits of soy drinks, with many consumers 
switching from functional milk drinks. 
 
 

Outlook 

 

Ongoing growth is forecast for 2009, albeit at a slower pace, driven mainly by near 
water offerings.  
 
 

Segmentation 

 

The category contains four key segments: near water, soy-based drinks, fruit 
flavoured drinks and lactic drinks.  
 
Since its introduction by Danone in 2002, near water (known locally as aguas 
saborizadas) has gone from strength to strength, attracting other major players such 
as Nestlé with Pureza Vital and Coca-Cola with Aquarius. Near water now holds 73% 
market share. 
 
Soy-based drinks, once drivers of the category, had experienced a slowdown, but are 
now enjoying a revival due to the current health awareness trend.  
 
Fruit flavoured lactic drinks, geared to children and working women, have emerged 
with niche status, fuelled by good health credentials. The segment had suffered due 
to supply problems from the La Serenisima portfolio. However, during the last quarter 
of 2008 the segment started to recover with the launch of Junior. 
 
Liquid candy share has dropped under 2%, while non-alcoholic bitters now account 
for 1%. 
 
Grapefruit by far the most popular flavour overall, followed by orange and lemon. 
 
 

Functional 
Products 

 

Enhanced products were traditionally represented by soy-based drinks, but with the 
launch of Serecol and Crecer, lactic drinks enhanced with vitamins and Omega 3, the 
functional segment started to grow, and now represents a third of the category. 
 
 

DOBs/DOB 
Producers 

Negligible penetration. 
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Still Drinks Commentary 

Marketing 

 

Coca-Cola invested heavily in the 2008 launch of Aquarius, which triggered an 
inevitable defensive campaign from Nestlé to support Nestlé Pureza Vital. 
 
Visible marketing activity from Arcor supporting Yahoo. Danone continued to channel 
investment into marketing support behind Villa del Sur Levite, Ser, and the recent 
launch of Junior. 
 
 

Pricing/Valuation 

 

Average prices were increased in line with inflation. 
 
 

Distribution Near water, soy-based drinks and lactic drinks are mainly distributed in the 
supermarket/hypermarket channel, while liquid candy consumption is fuelled 
particularly from local stores (including kiosks and independent ‘autoservicios’). 
 
Schools are an important on-premise consumption base, driven by kiosks. 
 
A tiny on-premise segment has emerged (fitness and football stores), which in 2008 
benefited from the expansion of near water. 
 
 

Packaging 

 

The most popular pack format is nrPET, which continues to go from strength to 
strength, driven by the dynamic development of flavoured water.  
 
Carton is used by soy-based drinks, liquid candy and lactic drinks. Consumer surveys 
indicate that children dislike the appearance of soy-based drinks when poured into a 
glass which has led to growth in the importance of single-serve carton with a straw. 
Single-serve carton tends to be strongest in traditional stores. In supermarkets, the 
multi-pack carton (6 x 25cl) is identified as having medium term growth potential. 
 
During 2008 LDPE sachet lost volume due to Serecol, Crecer and Ser supply issues. 
 
 

Still Drinks New 
Products 2008 

 

Coca-Cola introduced Aquarius near water in pear, apple, and grapefruit flavours. 
Available in 50cl and 150cl PET. 
 
Danone extended the Villa del Sur Levite range with the addition of  orange/peach 
flavour in 50cl and 150cl PET. 
 
Danone also introduced Junior, a juice with low lactose milk and vitamin content. 
Available in five flavours in 20cl PET. 
 
Nestlé extended the Nestlé Pureza Vital range with the introduction of apple and 
orange/peach, in 50cl and 150cl PET plus apple and orange flavours with calcium, in 
33cl PET. 
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