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News that The Coca-Cola Company has unveiled a plastic bottle called the PlantBottle,
made partially from plants, which is fully recyclable, has a lower reliance on a non-
renewable resource, and reduces carbon emissions when compared with petroleum-
based PET plastic bottles, coincides with the first anniversary of the British Soft Drinks
Associations's five year sustainability strategy.

The strategy  announced last year set out goals in four key areas:  climate change;
waste and packaging;  water; and transport. And at this month's Industry Lunch the
BSDA was able to report that significant progress had been made. For example, AG Barr's
plans to erect a 2MW wind turbine, if approved, will generate over 60% of the total elec-
tricity for its Cumbernauld site, thus reducing annual CO2 emissions by 2,800 tonnes. 

Over the years the UK soft drinks industry has been at the forefront in pursuing and
implementing environmentally responsible practices. Some examples include the reduc-
tion in the weight of PET bottles; record recycling of beverage cartons with carton board
being sourced from a renewable source; producers of mineral water protecting the land
from which it is sourced; and companies signing up with the Carbon Trust to reduce
their carbon footprint. 

But the influence that Coca-Cola and its rival PepsiCo have on limiting climate change
stretches beyond Western shores. As Carter Roberts, President and CEO of World Wildlife
Fund, US, said: "The Coca-Cola Company is a company with the power to transform the
marketplace, and the introduction of the PlantBottle is yet another great example of their
leadership on environmental issues. We are pleased to be working with Coke to tackle
sustainability issues and drive innovations like this through their supply chain, the
broader industry and the world." 

Manufacturing the new plastic bottle is more environmentally efficient as well. A life-
cycle analysis conducted by Imperial College, London, indicates the PlantBottle with
30% plant-base material reduces carbon emissions by up to 25% compared with petrole-
um-based PET.

For its part PepsiCo has launched the Eco-Fina Bottle for Aquafina its leading US bot-
tled water. It is said to be the lightest half-litre bottle of any US distributed bottled water
brand. Weighing just 10.9 grams, the Eco-Fina Bottle is made with 50% less plastic than
the 500ml Aquafina bottles produced in 2002, eliminating an estimated 75 million
pounds of plastic annually.

Further, Aquafina is producing the Eco-Fina Bottle at the brand's purification centres
where filling occurs and is eliminating cardboard base pads from Eco-Fina Bottle 24-
packs, which will contribute to saving 20 million pounds of corrugate by 2010.

The two soft drink giants appear fully, evenly competitively, focused on protecting the
environment and running their businesses in a fully sustainable manner: good news for
the soft drinks industry, the environment and for mastering the challenges presented by
climate change.
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Late Bulletin
A lift in US soft drinks sales and lower commodity costs

have led Pepsi Bottling Group to raise its full-year earnings
guidance. Earnings per share for the 12 months of 2009 are
now expected to be in the range of US$2.3 to $2.4, up $0.1
from previous guidance. The drinks bottler, which completed
the acquisition of Better Beverages, a Pepsi-Cola and Dr
Pepper franchised bottler serving central Texas, in early June,
also raised earnings guidance for the second quarter of the
year, by $0.05 to a range of $0.7 to $0.74.

Coca-Cola Hellenic Bottling Co is to delist from the
Australian stock exchange at the end of August due to its low
level of trading. The Greece-based bottler will continue to
trade on the London and Athens exchanges. "Coca-Cola
Hellenic's decision to delist is due to the low level of CHESS
Depository Interests (CDIs) now quoted on the ASX and the
low level of trading on the ASX compared to the other
exchanges," the group said.

Suntory will follow up its success with previous special
summer limited edition Pepsi cola drinks with Shiso Pepsi,
based on the flavour of perilla leaves (shiso in Japanese), a
favoured condiment to sashimi. The new drink will hit 
convenience stores across Japan on 23rd June and will be
available for a limited time. Displaying the same green colour
as the shiso leaf, which resembles a stinging nettle, the new
drink will be sold in 490ml PET bottles at a price of JPY140
(US$1.44).

HealthSpan Solutions has launched a line of fruit juice
beverages designed to target conditions faced by ageing con-
sumers. BeneVia is a fruit-based nutrition drink with the
nutrients to "help consumers stay healthy and active as they
age", the company said. Four varieties include; Strength &
Energy for the loss of muscle strength and energy, Memory &
Focus for declining memory and speed of learning, Heart
Health for cardiovascular health issues and Immune Protect
for immune response and ability to fight infections.

The largest stakeholder in Britvic has sold all of its shares
in the UK-based soft drinks company. Private equity firm
Permira this week offloaded its 14% holding in Britvic, repre-
senting around 30 million shares, at an average of GBP2.70
(US$4.32) per share. Local reports have claimed the company
made a small profit on its investment.

Rauch of Austria has ceased to be the distributor of Red
Bull energy drinks in the Czech Republic. Red Bull con-
firmed that it will distribute its products itself in the country.
The Austria-based drinks group has begun enrolling dozens
of trade and logistics workers for its new division.

Waterlicious has rolled-out its namesake flavoured 
bottled water brand for children in the US. Waterlicious is
designed to provide a "healthy alternative" to high-calorie,
high-sugar sodas and concentrated juices, the US water com-
pany said, and is available in nine flavours.
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Europe

INDUSTRY NEWS

UK's resilient 
performance
THE British Soft Drinks Association’s 2009
UK Soft Drinks Report, entitled 'Trusted Inno-
vation' revealed that total soft drinks con-
sumption held up in 2008, despite another
wet summer and the credit crunch. Across
all sectors, the market registered a 1% value
increase and a marginal volume decline of
1.1% to stand at £13 billion and 13,905 mil-
lion litres respectively.

Jill Ardagh, Director General of the British
Soft Drinks Association (BSDA), said: “It is
encouraging to see that the soft drinks mar-
ket is holding up during the economic
downturn and after the legacy of two disap-
pointing summers.

“Consumers are loyal to the drinks they
know and trust but remain open to innova-
tive products and brand extensions which
meet their ever-evolving needs. The indus-
try’s ability to provide the public with a wide
range of enjoyable and affordable drinks will
ensure it remains resilient despite the tough
climate.”

Functional categories performed the best
with a 11% growth in sports and energy
drinks and a 21% growth for enhanced
waters. Carbonates reported a volume
increase of 1.7% in 2008 and still and juice
drinks also saw another good year as retail
sales increased by 0.8% to hit £1,684 million.

Consumers’ focus on health and wellbeing,
and a desire for naturalness benefited the

not from concentrate fruit juice category
with volumes up 10 million litres so that
NFC juice now represents over 45% of the
chilled juice segment. The overall retail value
of fruit juice did, however, decline in 2008
(down 4% to £1,900 million). Smoothies also
suffered from the economic downturn – vol-
umes fell by 20% although the category’s
market share remained static at 5%.

On top of the poor weather and a declin-
ing economy dampening demand, bottled
water had a challenging year in the media
spotlight. Having witnessed core growth over
more recent years, bottled water reported a
decline for the second year running, 5.5%
down on 2007 volumes. 2009 is likely to be
another challenging year for bottled water,
but the BSDA says it should return to
growth in the longer term.

Can construction
underway
WORK has commenced on building
Crown's new beverage can plant in Kech-
nec, eastern Slovakia. The Kechnec munici-
pality Mayor, Jozef Konkoly, and the local
engineering consultant, Imrich Balint, offici-
ated at the groundbreaking ceremony.

"Kechnec is delighted to welcome Crown
into the region as the new plant will create
many business opportunities for our com-
munity," said Konkoly.

Scheduled for completion in early 2010,
the facility will have an initial capacity of 750
million cans per year. The plant is being
designed to support additional production
lines, as future market needs require. It is
expected to create new jobs in the region.

Crown currently operates five production
plants in Eastern Europe for its food and
closures businesses. "Crown has continued
to expand its presence in Central & Eastern
Europe to align with our customers and

their needs," said Ralph Lambert, Vice-Presi-
dent of Crown’s beverage business in East-
ern Europe. "Our new facility in Kechnec will

expand our capability to support major
international brewers and soft drink compa-
nies on both a local and global level."

At the groundbreaking event pictured from left to right are: Imrich Balint, local engineering
consultant; Jozef Konkoly, Kechnec Municipality Mayor; Ralph Lambert, Vice- President Eastern
Europe, Crown Bevcan Europe & Middle East and Graham Foulkes, Manager Special Projects, Crown
Bevcan Europe & Middle East.

Recyclable switch
IN a move that brings Denmark more into
line with the international norm, Carlsberg has
initiated a plan to switch to recyclable only
bottles with the end-goal of generating higher
sales of its front-line soft drinks in Denmark.
The country is one of the last in the world to
move away from refillable bottles.

The new 'switch-over' programme is
scheduled to begin this month when Carls-
berg will phase-out refillable plastic bottles
for all soft-drinks products, including Coca-
Cola and begin using bottles made from
recycled plastic. Carlsberg holds the nation-
wide distribution franchise for Coca- Cola in
Denmark.

A recent market survey by Carlsberg
found that sales of soft drinks from non-
refillable recyclable bottles are almost 12%
higher than for refillable bottles. The phase-
out will initially impact on refillable 50cl bot-
tles, with refillable 1.5 litre bottles destined
to be replaced later on in the 'switch-over'
programme.

Royal Unibrew, Denmark's second largest
bottler and the distributor of Pepsi products,
completed the changeover to recyclable
bottles in 2008.

"We can see from other countries, and
from competitors in Denmark, that retailers
sell more soft drinks if the bottle is new,"
said Carlsberg spokesman, Jens Bekke. The
new bottles will have a shelf-life of four
months, compared with six months for soft
drinks sold in refillable bottles.
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Consumers say
they prefer glass
ACCORDING to a survey of 6,200 Euro-
pean households three quarters of Euro-
pean consumers say glass is their preferred
packaging material for food and beverages.
The large scale survey carried out across 12
European countries by FEVE - the European
Container Glass Federation – is believed to
be one of the most comprehensive ever
conducted within the packaging industry.

“Europeans find glass the most recyclable
and environmentally-friendly packaging
material and they prefer glass because it
preserves taste and protects against con-
tamination,” said Dominique Tombeur, Presi-
dent of FEVE. “This is an important
affirmation that consumers see glass as the
packaging which, more than others, adds
value to a product.”

Half of those surveyed believed that glass
has a more positive impact on the environ-
ment than other packaging materials. They
ranked glass as the most environmentally-
friendly packaging product. Nine out of 10
Europeans know that glass can be endlessly
recycled without loss of quality or perform-
ance: 82% of the consumers say they are
active and convinced recyclers. Germany
and Austria lead the way as the best per-

formers with more than 90% of households
bringing back their bottles and jars to bottle
banks.

Sixty-nine per cent of buyers are con-
vinced that glass packaging is the best at
preserving the original taste and nutritional
value of their food and beverages. And 48%
say glass is the safest packaging material for
health reasons. A further 86% feel that glass

Water move
SEVERN Trent Services has announced the
relocation of its European Water Purification
Division to the UK's Birch Coppice Business
Park near Tamworth. The division is provider
of technologies and products focused on
disinfection, filtration, arsenic removal and
ballast water treatment.

According to Alex Lloyd, Managing Direc-
tor of Severn Trent Services’ operations,
“Despite current economic conditions glob-
ally, the water and wastewater sector contin-
ues to provide significant business
development opportunities. As a leading
provider of water and wastewater solutions,
Severn Trent Services is in a strong position
to pursue these opportunities, and our new
European headquarters was designed to
accommodate new business growth and
future expansion.”

packaging enhances the experience of a
‘special occasion’.

Dominique Tombeur observes: “Con-
sumers like, appreciate and choose glass
when they can. Our new campaign 'Glass is
the Clear Choice' is aiming to encourage
brand owners and retailers to offer a
greater choice of products packed in glass
to further satisfy consumer needs.”

Tough, but first
quarter on course
NESTLÉ reports that in the first three
months of 2009 the group achieved sales of
CHF25.2 billion, representing 3.8% organic
growth, 0.3% real internal growth, 7%
organic growth in emerging markets, and 2%
in developed markets. The company is fore-
casting that for the full year organic growth
will approach 5%.

Paul Bulcke, CEO of Nestlé, said: "The
group achieved positive organic growth in
the first quarter of 2009, despite tough
comparisons with Nestlé's near 10% organic
growth over the same period last year. Our
response to the challenging economic envi-
ronment in 2009 has been to seize new
opportunities, accelerating key initiatives in
areas such as product affordability, innovation
and renovation, as well as cost efficiencies.
The increasing momentum from such initia-
tives, as well as the strength of our brands
and our worldwide geographic presence,
enables me to confirm our guidance for
2009 as a whole."

Acquisitions, net of divestitures, had a
negative impact of -0.7% on group sales, as
did the currency effect of -5.2% due to the
strength of the Swiss franc compared to
most other currencies. These two factors
resulted in a reduction in Nestlé Group
sales of 2.1%, to CHF25.2 billion.

The Nestlé waters division achieved sales

of CHF2.1 billion, -2.5% organic growth and
-4.0% real internal growth. This reflects the
continued adverse trend in the bottled
water industry, particularly in Western
Europe and the home-and-office segment in
North America. Nestlé's retail business in
North America gained market share. The
emerging market business enjoyed double-
digit organic growth. Nestlé Pure Life
achieved double-digit organic growth with
both the emerging markets and North
America contributing.

Czechs are drink-
ing less
CONSUMPTION of soft drinks in the
Czech Republic between April 2008 and
March 2009 totalled 1.679billion litres,
which was a year-on-year fall of 3.8%,
according to the market research agency
Nielsen. Sales of the respective producers,
on the other hand, rose by CKr350million
to CKr15.1billion.

People drank less non-alcoholic bever-
ages in this period because of the current
economic crisis and higher prices; the rea-
son why turnover of the manufacturing
companies, on the contrary, increased.

The highest fall, by 9%, took place in the
case of flavoured drinks, although in the
cola category, there was a rise of 6%.

Mineral water accounted for almost half
of the total, as far as consumption by
Czechs was concerned, especially flavoured
water (which saw an increase of 6%).
Demand for juices, meanwhile, is diminish-
ing – with the exception of the 100% vari-
ants.

Now that there is a recession, local
experts think people will also start drinking
much more tap water which can be as
much as 200% less expensive than bottled
waters.

Consumption of soft drinks has been
falling for the past five years in the Czech
Republic.
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Logistical buy
SWISSLOG AG has acquired light goods logistics specialist EVO-
matic Engineering Solutions GmbH, a small start-up engineering
company founded in 2003.

Based in Thalheim near Wels, Austria EVOmatic specialises in
innovative automated technologies such as miniload cranes, load
handling devices or shuttle systems. “The material handling tech-
nologies of EVOmatic will bolster Swisslog’s competitiveness in the
area of light goods logistics. The acquisition is part of our strategy
of expanding the solutions portfolio in high-growth business areas,”
says Daniel Fink, Head of Swisslog’s Warehouse & Distribution Solu-
tions division, whose headquarters are in Buchs/Aarau, Switzerland.

Nordic bottle deposit 
system proposed
THE Nordic countries should introduce a common deposit system
for bottles and cans, according to a Nordic Council (NC) proposal
now being considered by the trade and finance ministries in Finland,
Denmark, Sweden and Norway.

NC is an inter-state forum for political and economic coopera-
tion between the Nordic countries. The proposal is set to be dis-
cussed in depth when finance ministers meet in August. The
expectation is that the Nordic states will reach a consensus in 2009
and will work to launch a new common coordinated Nordic return
system in 2010 or 2011.

"This is a proposal that is strongly backed by business and indus-
try in the Nordic region," said Jens Nytoft Rasmussen, a senior
adviser to the Nordic Council of Ministers

The proposal is driven by two primary forces, said Rasmussen.
The first is environmental considerations to increase the volume of
recycling of soft drinks and alcohol containers, while the second
relates to cost savings and revenues that could be generated
through a common system.

"Nowadays Nordic citizens bring in large quantities of bottles and
cans from other countries but, because these are not covered by
the deposit system in their home country, a large number of these
do not reach the recycling stations," said Rasmussen. A common
return system could also tackle these problems, he added.

The NC's committees on Business and Industry, Environment and
Natural Resources have been tasked with jointly overseeing the
proposal, and have established a working group within the frame-
work of the Nordic Council of Ministers to investigate the "oppor-
tunities for a common Nordic deposit system," said Rasmussen.

GDA support
THE Food and Drink Federation (FDF) has welcomed the
announcement of the first results from a new research project
being supported by the European Commission, which shows how
information based on Guideline Daily Amounts (GDAs) is not only
widespread in the UK, but is also present in all other EU Member
States and Turkey.

The first phase of the ‘FLABEL project’ involved an audit of all
the different types of nutrition information available on more than
35,000 products in five food and drink categories, including car-
bonated soft drinks in three retailers in each of the 28 countries.
In relation to the GDA findings, the researchers found that: front-
of-pack nutrition information appeared on 82% of products
audited in the UK – compared with a European average of 48%;
GDA information was found on 63% of products audited in the
UK; and GDAs are the most prevalent form of front-of-pack infor-
mation across Europe and can be found on 25% of the products
audited.
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Africa

INDUSTRY NEWS

In brief…

● Angolan bottler BEBA  has increased its
output of Vale do Keve mineral water by
about 50% to meet demand. The BEBA fac-
tory in Porto Amboim, Kuanza-Sul Province,
is supplying several cities including the capi-
tal, Luanda. The company intends to
develop its own packaging plant to minimise
imports.

● Nestlé has inaugurated a new R&D cen-
tre in Abidjan in the presence of Ivorian
Government representatives and Nestlé
CEO Paul Bulcke. The  centre will focus on
improving the quality of locally-sourced raw
materials, including cocoa, coffee and cassava,
and on adapting products to the nutritional
needs and tastes of West African consumers

● An alleged fruit drink labelled as contain-
ing vitamin C was seized by Kampala police
in a crackdown on illegal soft drink bottling
plants, a scourge the Uganda government is
determined to stamp out. The illegal pro-
ducers were found to be mixing the bever-
age under unhygienic conditions, packaging it
in used plastic bottles. Police seized food
colourants and other chemicals.

● The production of soft drinks scored a
healthy increase in Namibia in the final quar-
ter of 2008, as did beer and some other
sectors. Tourism maintained a steady flow,
helping soft drinks sales, but is slowing down
in 2009 as the effects of the global financial
crisis impact on travel plans.

Plans for juice
plant
THE Central African nation of Rwanda
seems to be on a roll with the production
of  carbonated soft drinks, fresh juices, bot-
tled water and other soft drinks: new plants,
new products, expanded production,
imported beverages.

Now the government is looking at the
feasibility of establishing a juice concentrate
plant, primarily to create new markets for
fruit farmers who are increasing production
but finding it difficult to fetch worthwhile
prices. Plans for the plant envisage much of
its output being exported, not only to neigh-
bouring countries but also potentially to
South Africa and other markets.

At present only about 10%  of Rwanda’s
horticultural output is processed. A lot of
fruit is sold at basic prices in local markets,
despite much of it being of good quality and
suitable for juicing.

The concentrate plant project is being
driven by the Rwanda Horticulture Develop-
ment Authority. It would process various
types of fruit, with an emphasis on passion
fruit and pineapple. The authority hopes it
can create a public-private consortium to
fund and run the plant.

MDC success in
Ghana
COCA-Cola’s highly innovative MDC –
manual distribution centres – frontline retail
concept has been a huge success in many
parts of Africa, recruiting entrepreneurs to
act as small-scale distributors, working with
shopkeepers in their locality.

The MDC concept arrived in Ghana only
about two years ago but has proven to be
remarkably successful and currently over 130
of the centres are now spread around the
country, providing a livelihood to people
who might otherwise be without a job. Typ-
ically each MDC services more than 120
retailers daily.

Investment in new
line
UGANDA’s Crown Beverages, which bot-
tles Pepsi products, has commissioned a
new German-made packaging line to help
cope with consumer demand which has
been growing for nearly three years. With
per capita consumption of soft drinks still
well below countries like Kenya and Tanza-
nia, Crown Beverages has high hopes of
boosting sales further, as well as furthering
its export business which has, as reported
earlier, opened up a new market in
Rwanda.

The recently commissioned production
line is part of an ongoing investment pro-
gramme which has paid off well, especially
in the fight for market share with Century
Bottling, which produces Coca-Cola

brands. The introduction of Mountain Dew,
Mirinda Pineapple, Mirinda Lemon and
Mirinda Vanilla has helped keep consumers
engaged with the Pepsi portfolio.

Consumer satisfaction has also been
strengthened by new packaging options,
such as 1 litre glass bottles. Mirinda Vanilla
is offered in 2 litre PET bottles, imported
from Mauritius. The introduction of Moun-
tain Dew to Uganda was a particular suc-
cess, with sales climbing rapidly to some
four times the level projected. This led to
some short term supply difficulties, now
fully overcome.

Crown Beverages is renowned for its
innovative consumer promotions. Last
year’s Mirinda Pineapple launch was sup-
ported by a ‘Chamuka with Mirinda’ cam-
paign offering a vast number of cash and
product prizes, headed by 12 Toyota Rav4
four-wheel-drives and trips to England to
watch premiership football teams in action.

The MDC idea evolved from the UN’s
Millennium Development Goals to alleviate
poverty and hunger, achieve universal pri-
mary education and foster environmental

sustainability. The Coca-Cola Bottling Com-
pany of Ghana is delighted with the success
of the MDC model and intends to develop
it further.

Not surprisingly, this excited considerable
attention throughout Uganda, giving the
Mirinda brand – and other Pepsi products
– welcome exposure.

Rival Century Bottling has also been
very active with promotions such as the
recently completed ‘Brrr and Win with
Coca-Cola Golden Crowns; whose prize
pool was valued at around 2 billion Ugan-
dan shillings.
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World Cup trophy on tour
PLANNING for the 2010 FIFA World Cup in South Africa has long
factored in a pan-African approach, involving other football-mad coun-
tries on the continent. This will be accelerated from September 2009
as the solid gold trophy begins a two part tour of Africa, eventually
covering all the continent’s countries.

The initial four-month leg will start in Cairo on  24th September,
with the cup reaching Cape Town on 3rd  December, about the time
of the finals draw. Stops are as shown on the map.

The second leg will commence in January next year, running
through until April. The itinerary for that leg was not confirmed at
our deadline.

At each stop, football lovers who win tickets to attend – usually
through Coca-Cola promotions - will be able to see the cup at close
range and have their photo taken with it. They will also watch a
three dimensional movie of memorable moments from the FIFA
World Cup, take part in interactive displays and enjoy other enter-
tainment.

“The FIFA World Cup Trophy Tour by Coca-Cola will give thou-
sands of fans in Africa the extraordinary chance to get close to the
real trophy for the first time ever,” said Emmanuel Seuge, TCCC’s
Group Director, Worldwide Sports and Entertainment marketing.
“While South Africa is the host country for the 2010 FIFA World
Cup, the entire continent will celebrate and welcome the event. That
is why it was important to us to ensure the tour visit every country
in Africa.”

Coca-Cola has had a formal association with FIFA since 1974 and
has been a World Cup sponsor since 1974. Its links with the tour-
nament go back even further: the brand has been advertised at every
FIFA World Cup stadium since 1950.

Gari-based beverage
A CAMEROON  drink based on gari is now being bottled on a
small-scale commercial basis in Yaoundé, the country’s capital city. The
production team has government support to popularise the drink,
called Garilight. Garilight is the brainchild of Selamo Dorothy Binla,
a researcher and entrepreneur.

Gari is made from peeling, washing and either grating or crushing
cassava tubers to make a mash. This is placed in a bag and allowed
to ferment for one or two days, with the water being pressed out of
it. It is then sieved and roasted. Binla and her team add guava,
lemon, lime, orange and pineapple to the gari flour, as well as ginger
and other spices, hot-bottling the beverage to meet optimum health
standards.

At present the drink, which has been patented, is distributed pri-
marily to government offices and schools, with further distribution
likely. Garilight has been patented.
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Middle East
Capri-Sun factory
is opened
AL AIN Mineral Water Company inaugu-
rated its UAE production facility for Capri-
Sun in May. As explained in earlier reports,
Al Ain Mineral Water – a subsidiary of the
Abu Dhabi-based Agthia Group – has a
partnership agreement with the Wild Group
to produce and supply Capri-Sun for the
GCC region with the exception of Saudi
Arabia.

Speaking at the opening ceremony, Agthia
Chief Executive Ilias Assimakopoulos
described the venture as an important,
strategic step for Al Ain Mineral Water
which has its sights set on becoming a
broader beverage company with a well-
rounded range of offerings.

“UAE in particular and the GCC in gen-
eral have one of the highest per capita con-
sumptions of fruit juice in the world,” he
pointed out. “Our vision is of becoming a
leader in natural, health-related beverages
and we could not have found a more suit-
able partner than Wild Group, the world’s
largest private producer of natural ingredi-
ents for the food and beverage industry and
owners of the Capri-Sun brand.”

Also attending the opening ceremony was
Carsten Kaisig, Wild Group’s Managing
Director. “To do justice to the brand in the
region, we were looking for a partner who
recognised its potential and had the capabil-
ities needed to elevate it to its rightful
place,” he said.

“We strongly feel that we have found the
right ally who shares our ambition and has
the stamina to walk the path with us.”

Agthia Group recently reported a 152%
growth in net profit for the first quarter of
2009, as compared with the first quarter of
calendar 2008. During the quarter, sales of
Al Ain Mineral Water rose 30%, with the
beverages unit now representing some 16%
of group revenues.

Other reasons for the big jump in profit
were the inclusion of the group’s tomato
paste and frozen vegetable business, sales
increases of other products, high prices for
some commodities and a drop in PET costs.

In another move, Al Ain Mineral Water
has introduced a 5 gallon bottle for home

delivery. This builds on the company’s Ice
Crystal institutional HOD brand in Abu
Dhabi, purchased in December 2009.

The objective of introducing 5 gallon bot-
tles under the Al Ain brand was, explained
General Manager Fasahat Beg, “to offer con-
sumers a very high quality product, the same
water available in our bottles and cups, in a
bulk, cost-effective packaging, so they have a
choice of their preferred brand in the form
they like best”.

Al Ain Mineral Water offers a variety of
packaging choices from 100ml cups to 5 litre
bottles, in addition to the bulk packaging.

Pepsi chosen by
Albaik
SAUDI Industrial Projects, the Pepsi bottler
for the Western Region of Saudi Arabia, has
signed an exclusive CSD supply agreement
with Albaik, a major operator of chicken and
seafood restaurants throughout the kingdom.
Known as Sipco, the bottler will supply
Albaik’s 40 outlets with Pepsi Cola, Diet
Pepsi, Pepsi Max, Mirinda, Mountain Dew
and 7-Up.

“We look forward to an enduring part-
nership based on our shared values of cus-
tomer satisfaction and our mutual
commitment to offering the highest quality
products,” said Ahmed El-Mehelmy, Sipco’s
Executive Director for Sales and Marketing.

Adel Bakr, General Manager of Express
Foods Company, Albaik’s sub-franchisee in

Packaging 
message 
BRUCE Harte, one of the speakers at the
conference run in conjunction with Gulf
Pack 2009, aroused a lot of interest – and
subsequent discussion – for his message

the Western Region, described the agree-
ment as falling “in line with Albaik’s new
direction of providing a wider variety of
drinks choices for our customers to enjoy
with their meals”.

Albaik has been in business for 35 years. It
is renowned for its community support ini-
tiatives as well as its environmental pro-
grammes. The deal is expected to lead to an
increase in production at Sipco’s Jeddah
plant.

about the importance of packaging educa-
tion. Harte is a Professor at Michigan State
University’s School of Packaging.

“Packaging interacts with all elements of
the supply system necessary to deliver prod-
ucts to consumers in a safe, high quality, sus-
tainable state,” he said in the paper delivered
at Gulf Pack. “It involves materials selection,
package design, production, distribution and
marketing based on consumer needs and
desires.

“Over the past 15 to 20 years, the tradi-
tional roles of packaging as a protector and
an ensurer of product quality have broad-
ened into a multi-disciplinary dimension
including brand differentiation and a guaran-
tor of trust amongst consumers.”

In citing examples of the ways packaging
has developed extra roles, Harte noted that
“packaging for beverages may have oxygen
scavengers built into the material to ensure
longer shelf life”.
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Associations 
collaborate
THE Beirut-based Arab Beverages Associa-
tion, which was formed in 2007, is to repre-
sent Arabian juice, carbonated soft drinks
and mineral water producers within the
Arab Federation for Food Industries. The
two organisations believe the collaboration
will maximise their synergies and “advance
the interests of the dynamic Middle East
beverage industry”. They are confident it will
also have a positive effect on drinks-related
packaging suppliers in the Middle East.

“The steady growth of the Middle East’s
beverage segment has been very encourag-
ing for industry players,” said Monther Al
Harthi, the association’s Chairman and Gen-
eral Manager of Al Rabie Saudi Foods.

“We are in a part of the world where
consumers are capable of purchasing high
quality beverages and are adopting healthier
drinking habits which are increasing demand
for specialised products. The evolving regional
market requires a consolidation of our
strengths, so that we can broaden the poten-
tial of the beverage sector. We look forward
to contributing even more to our industry
through our partnership with the federation.”

Further investment
SYMRISE is investing in closer contact with
its clients in the Middle East. The world's
fourth-largest manufacturer of flavourings
and fragrances has recently established a
presence in Dubai, opening a branch office
with 15 employees, whose primary duties
will be to conduct local and regional sales as
well as to coordinate the attendant market-
ing work. The new facilities also include two
applications laboratories, where flavourings
and formulations will be adapted to local

Health drinks at
bridal event
A BRIDAL show might seem at first sight an
unusual venue for launching a new mineral
water and promoting other healthy bever-
ages but this year’s Bride Show Dubai fea-
tured a Women’s Healthcare expo which
was perfect for such products.

A stand-out new release was Bling H20, a
celebrity-styled mineral water which has built
a high profile through being served at the
Oscars, the Grammys and other events
closely covered by the consumer news
media. Bling H20 actually made its UAE
debut a little earlier in the year, at a royal
family wedding, but that was a private affair.

World health
recognised in oasis
AGL Coca-Cola, a bottler based in the Abu
Dhabi desert oasis city of Al Ain, marked
World Health Day by organising seminars,
discussions and quiz programmes for
employees. Presentations highlighted various
health-influencing factors, including obesity,
diabetes, heart disease and the benefits of
regular exercise and nutrition.

“World Health Day provided us with an
opportunity to help our employees better
understand the benefits of a healthy lifestyle
and its immediate and long term improve-
ment to quality of life,” said David Swan, the
company’s General Manager. “Good health
and effective learning go hand in hand,
hence this initiative helps our employees
make informed decisions about healthy living
and fully comprehend the consequences of
the choices they make.”

AGL Coca-Cola is a division of Al Ahlia
Gulf Line General Trading Company, itself
part of the Al Ahlia Group which has very
wide interests in the Middle East. AGL Coca-
Cola was a pioneer in bringing Coca-Cola
back to the UAE in 1986 after a lengthy
absence.

At the Bride Show Dubai, the brand drew
enormous attention for its new Dubai Series
of limited edition bottles, adorned with
Swarovski crystals. These can be custom-
made for special events.

Among other drinks on display was Bio
Vera, an organic aloe vera enzyme health
drink introduced to the UAE by World
International Trade Corporation. Thousands
of visitors to the show sampled the product
which is organic-certified by Malaysia’s
Organic Board and halal-certified in both
Malaysia and Dubai.

WITC’s Lincoln Behm said his team had
been overwhelmed by interest in Bio Vera.
“Women have been incredibly interested
because it helps to improve skin conditions,
stimulate digestion, detoxify the body and
increase production of red blood cells.”

taste preferences.
Explaining the significance of the location,

Torsten Wiltosch, the Head Manager for the
site, said: "Over the past few years, we've
established a large number of new contacts
and clients in the Arab world. And we see a
lot of potential for future business in this
region, which is why we're investing in close
personal contact. Our new affiliate is easy to
reach in the Dubai Airport Free Zone,
which is also where numerous international
firms in addition to Symrise are represented,
making the site an important economic hub
for the region.”
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India
Second 'happiness'
underway
FOR the summer season, Coca-Cola has
unveiled the second part of its ‘Open Hap-
piness’ campaign. The global communication
initiative is all about inviting people to wel-
come small moments of joy and happiness
into their lives. The idea really is to pause,
enjoy a bottle of Coca-Cola and also enjoy
life's simple pleasures.

The second series uses the country's love
of films by featuring India’s Bollywood actor
and Coca-Cola brand ambassador, Aamir
Khan. It follows on from the first part of the
campaign which leveraged the passion of
cricket amongst Indians and featured the
batting sensation and Coca-Cola brand
ambassador Gautam Gambhir.

The strategic communication for ‘Coca-
Cola Open Happiness’ in India has been
conceptualised by Prasoon Joshi, Executive
Chairman, Regional Creative Director, Asia
Pacific, McCann Erickson Pvt. Ltd and Ashish
Chakravarty, Creative Chief, McCann Erick-
son, Delhi.

According to Kashmira Chadha, Director-
Marketing, Coca-Cola India, “Open Happi-
ness brings forward the thought of enjoying
a bottle of Coca-Cola while taking a pause
from the daily routine to connect with oth-
ers. The second series of the 2009 campaign
takes on the idea of sharing small moments
of joy and happiness together with a bottle
of Coca-Cola. In addition to leveraging mass
media, the entire communication effort will

Strong  growth
A 31% growth in volumes has been
reported by Coca-Cola India for the first
quarter in 2009. The strong volume case
growth is the eleventh straight quarter of
consistent performance, with eight out of the
11 quarters delivering double digit growth.

During the last quarter of 2008, the unit
case volume increased 28% in India. The
company could manage only single-digit
growth through 2006.

Worldwide unit case volume of the Amer-
ican beverage company grew 2% during Q1
2009 even as profits fell 10% on restructur-
ing charges and write downs. Growth in
international markets was at 3% . China
recorded a 10% growth in unit case volumes.
(One unit case is 24 8oz bottles).

Retail booming
ACCORDING to analysts Global Consulting
Advantage (GCA) the country's retail sector
is the most booming sector in the Indian
economy. After IT it is on the threshold of a
big revolution and expected to grow signifi-
cantly by 2010.

The total retail market size in India in
2008 was estimated at US$353 billion, grow-
ing at an annual rate of 8%. The food and
beverages segment accounts for the largest
share, over 74%, of the total retail pie.

GCA says the Indian retail industry has
seen phenomenal growth in the last five
years and “organised retailing is finally

New entrant in 
rtd tea
AT its annual general meeting in Kolkata, tea
manufacturer Goodricke Group Ltd said it is
planning to enter the ready-to-drink seg-
ment by the end of 2009.

“As part of a diversification process, we
will launch ready to drink products this year,
which will be priced below cold drinks such
as Pepsi and Coke,” said A.N. Singh, Manag-
ing Director and CEO.

Goodricke would be a newcomer in the
Rs 40 billion ($800 million) non-carbonated
cold drink market which is expanding by
35% to 40%. Singh said that the new rtd
teas will initially be available in four flavours
including orange, lemon and peach. This will
be a health drink targeting youth, Singh said.

The launch is taking time because of the
delay in obtaining a licence from the govern-
ment. “We have licence for tea plantation
and marketing, including exports. To venture
into the ready-to-drink segment, we need a
separate approval”, Singh said.

Tata Tea in the recent past has entered
the segment with brand T!ON in apple,
mango and peach flavours.

emerged from the shadows of unorganised
retailing, contributing significantly to the
growth of the overall retail sector.”

India is currently in the second phase of
the retail revolution, says GCA, with cus-
tomers becoming more demanding as their
standard of living rises and lifestyles change.
Customers' are moving from just buying to
broad shopping. Brands are proliferating and
advertising and promotions are leading to a
growing consumer spend across a wide
range of product categories.

be complemented by a range of initiatives
including in store and on the ground activa-
tion across all key markets.”

To discuss advertising opportunities in

Soft Drinks International

email:
advertising@softdrinksinternational.com

or call +44 (0)1202 842222
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Expansion plans
confirmed
ISTANBUL-based Coca-Cola Içecek has
confirmed that it is on the lookout for new
acquisitions, following a ‘please explain’
request from Turkey’s Capital Markets
Board.

“As outlined in Coca-Cola Içecek’s cor-
porate governance compliance report and
its website, ‘expanding into new territories’
is among the company’s main strategies,” it
said in a formal statement. “CCI evaluates
acquisition opportunities within this context
and accordingly declares all relevant infor-
mation is disclosed in full.”

Coca-Cola Içecek, a listed company on
the Istanbul Stock Exchange, has a vision of
being one of the leading soft drinks pro-
ducers in Southern Eurasia – which it
defines as Turkey, the Caucasus and Central
Asia – and the Middle East. It operates in
Turkey, Pakistan, Kazakhstan, Azerbaijan, Jor-
dan, Kyrgyzstan and Turkmenistan, as well as

having joint venture agreements in Iraq and
Syria.

Stevia expansion
PureCircle the world’s leading producer of
natural high intensity sweeteners, including
Reb A, has completed on schedule the
major expansion of its extraction plant
complex in Jiangxi province, south eastern
China. The upgrade programme, which
included the quadrupling of stevia extract
capacity from 1,000 metric tonnes per
annum to 4,000 metric tonnes per annum,
ensures that the Jiangxi plant continues to
be the largest stevia extract factory in the
world.

PureCircle says the plant features next
generation process improvements that fur-
ther enhance the environmental efficiency of
the high purity Reb A global supply chain.

The expansion and upgrade programme
covers a 20 hectare site and includes:
extensive water recycling and treatment
facilities; new warehousing to part accom-
modate the stevia leaf throughput of over
50,000 metric tonnes a year needed to run
the factory to capacity; a purpose built, state
of the art, bio-mass energy facility that will
convert a high proportion of the waste leaf
into a natural source of electricity for the
local community; and an additional factory
that converts all residual leaf waste into nat-
ural animal food and fertiliser products.

In addition the project incorporates new
housing facilities for 400 employees, provid-
ing further benefits to the local community.

Overall the expansion programme has
taken almost two years to complete and
has cost US $32million. Separately, the dou-
bling of the group's annual high purity Reb
A refining capacity from 1,000 to 2,000
metric tonnes at its refinery in Malaysia is
progressing on schedule and is expected to
be completed by the end of the calendar
year.

‘Happiness Factory’
in Vietnam
BUILDING on double-digit growth in calen-
dar 2008, Coca-Cola Beverages Vietnam has
invested heavily in applying its version of the
‘Happiness Factory’ advertising campaign
this year.

“There is no doubt the increased expen-
diture and focus of the Coca-Cola system
on its marketing campaigns has yielded bet-
ter results,” said Paul Poppelier, Commercial
Director of CCB Vietnam. “And we are con-
tinuing to increase expenditures in market-
ing in 2009, in support of existing and new
products.”

Poppelier said that one reason for the
company’s recent success was taking on
more staff, complemented by a boost in
staff training. “During the second half of
2008, we employed 248 additional full-time
employees in frontline sales positions in Ho
Chi Minh City. “We strengthened our peo-
ple capability by organising training and
improving motivation through structured
engagement activities, including through a
profit share programme where all employ-
ees are rewarded for their contribution to
the business.”

During 2009, he explained, the company
is adding further frontline sales staff in
Hanoi, Vietnam’s capital region. “Further
employment opportunities will be created
in other areas, especially manufacturing, as
the company adds new production lines

and increases its investment in manufactur-
ing capability.”

Unlike other companies that were down-
sizing, CCB Vietnam saw “opportunities to
gear up and be ready to drive our business
success as the markets begin to turn and
grow in a positive way in Vietnam,” said
Poppelier.

Singular invests 
in juice
CONFIDENT that Chinese stocks have bot-
tomed out after a difficult period, Malaysia’s
Singular Asset Management has stepped up
its investment in Chinese food and bever-
age producers, including the Huiyuan juice
group which was earlier targeted by Coca-
Cola.

Reporting on an investor conference he
had attended in Changsa, China, Singular’s
Managing Director Teoh Kok Lin said that
although most Chinese people were aware
of the global financial crisis, “they do gen-
uinely believe that China is recovering and
that the country can easily achieve an 8%
gross domestic product growth for 2009.
This view is almost unanimous, from the
man in the street to fund managers and
senior management of public-listed compa-
nies.”

Singular Asset Management manages
about US$100 million in funds from
Malaysian investors.

Packaging giant
AUSTRALIAN ‘packaging king’ Richard Pratt,
whose group is heavily involved with the soft
drinks industry has died in Melbourne after
a long battle with prostate cancer.

Born in Gdansk as Ryszard Przecicki, he
emigrated to Australia with his family at the
age of 4, in 1938. Pratt built up Visy as an
international force and became known as a
generous philanthropist.

In recent years he had been at the centre
of a price-fixing controversy but following his
death was lauded by many of Australia’s
notables, including Prime Minister Kevin
Rudd and Victorian Premier John Brumby.
He was also praised, rightly, for his pioneer-
ing and extensive work in environmental
matters; Visy has extensive recycling opera-
tions.

And further praise came from Australian
Rules football team, the Carlton Football
Club, which he is credited with rescuing
from the brink of ruin.
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In brief…

● Japanese-based Asian beverages giant
Kirin Holdings has signed an implementation
agreement with Lion Nathan, covering the
process for purchasing the approximately
54% of shares in the Australasian company
that it does not already own. The buy-out
deal is subject to agreement by Lion’s non-
Kirin shareholders but has already been
supported unanimously by non-Kirin direc-
tors.

● Malaysian Pepsi bottler Permanis Sandi-
lands is co-sponsoring – through its 7-Up
Revive brand - the national Admiral Futsal
Championships which are presented this
year in a new format with a smaller playing
area than in the past. This allows play in
areas such as shopping malls. The tourna-
ment will culminate at Berjaya Times Square,
Kuala Lumpur, on 13th December.

● Many Australian soft drinks companies
gave assistance to firefighters and victims of
this year’s disastrous bushfires in Victoria,
both in the supply of drinks and donations.
Some continued to raise funds beyond the
immediate fire period, one of them being
Vitasoy Australia which matched donations
made by its employees dollar for dollar.

UV disinfection
explained
IN A presentation to members of the Chi-
nese Mineral Water Sub-Association held in
April in Kunming, China, Hanovia's Sales and
Marketing Director Keith Watson told mem-
bers how medium pressure UV technology
can help solve the 'bromate issue' for bottled
water producers. He also provided examples
of how Hanovia's UV technology is helping
producers worldwide purify their water with-
out resorting to ozonation, and with none of
the unwanted by-products, such as bromate
(a Class 2B carcinogen), that are often associ-
ated with ozone treatment.

One of the reasons for the meeting was to
help bottled water producers understand the
impending Chinese Mineral Water Standard
(GB8537-2008), due to come into effect on
1st October, 2009, and to meet its require-

ments. One of these requirements will be for
bromate concentrations to be less than
10ppb (parts per billion). Presently, the over-
whelming majority of Chinese bottled water
producers use ozone disinfection technology.
Ozone is a strongly oxidising chemical disin-
fectant and, while effectively killing microor-
ganisms, it also produces a number of
disinfection by-products by oxidising other
substances in the water.

In China, where food safety has become a
major issue, bottled water producers are
under increasing pressure to ensure their
product is safe and does not contain
unwanted contaminants – either from exter-
nal sources or as disinfection by-products.
Hanovia's medium pressure, closed vessel UV
technology is recognised for its environmen-
tally friendly, highly efficient disinfection prop-
erties. China's top three bottled water
producers, including Nongfu Spring, have all
now opted for Hanovia UV technology and
all report excellent results.

Keith Watson, Hanovia's Sales and Marketing
Director (right) and Ying Xu, the company's
Business Development Manager, during the
presentation.

SEA Games 
sponsorship
PEPSI Lao has become a major sponsor of
the 25th Southeast Asian Games which are
scheduled to be held in Vientiane, the Lao
capital, from 9th - 15th December. It is the
first time a sports event of this size and
international standing has been organised in
Laos (officially known as the Lao People’s
Democratic Republic).

Pepsi Lao also sponsored the 2009 Vien-
tiane High School Games and is very active
in supporting other community events. The
company runs frequent consumer promo-
tions, aimed at both youngsters and adults,
which ensure the Pepsi brands are kept to
the fore in Laos.

Pepsi Cola was introduced to Laos in the
1960s. Due to its popularity, the Lao Soft
Drinks Company was set up in 1973 to pro-
duce Pepsi brands under licence. In 1993,
following government policy of opening
enterprises up to investors, a new Lao-Thai
joint venture was set up. The Lao govern-
ment, Loxley Public Company and Italian-
Thai Public Company all took 30% stakes,

with Thailand’s Pepsi bottler Serm Suk having
a 10% stake.

Ownership changed again in 2007 with
Carlsberg Breweries as majority shareholder
(70% ) and the government retaining the
balance.

Kuching 
warehouse
MALAYSIAN soft drinks bottler and packag-
ing manufacturer Fraser & Neave Holdings
(F&N) has opened a large warehouse –
described as being state of the art – in
Kuching, the capital of the East Malaysia
(Borneo) state of Sarawak. It was built to
store both raw materials and finished goods,
in preparation for what the company confi-
dently sees as upcoming volume growth in
both Sarawak and Sabah.

The new facility was opened by the Chief
Minister of Sarawak, YAB Pehin Sri Haji
Abdul Taib Mahmud.

The new facility and its integrated, com-
puterised warehouse management system
enables F&N to better manage inventory in
terms of security, movement, handling, stock
rotation and traceability of the products, said
F&N Chief Executive Tan Ang Meng at the
opening ceremony. “As a result, we can cap-
ture operational efficiencies and, more
importantly, improve the service and speed
of delivery of products to customers in the
region.”

Tan pointed out that “by utilising the latest

technology such as the use of high selective
racking, super-flat flooring and VNA (very
narrow aisle) trucks, we are better able to
meet our needs for increased storage capac-
ity.”

F&N has a substantial presence in
Sarawak, where it has been operational since
1966 when one production line was
opened. Besides its soft drink plant and
warehousing, the company owns and oper-
ates Borneo Springs, a local-source mineral
water company.
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Bottled water 
market share
improves 
FIGURES recently released by the Interna-
tional Bottled Water Association (IBWA)
compiled by the Beverage Marketing Corpo-
ration show that overall consumption of bot-
tled water, as a percentage of the beverage
category market share, continues to rise even
though US bottled water consumption
dropped by 1% in 2008.

In 2008, total bottled water consumption
was 8.6 billion gallons, a 1% decrease com-
pared to 2007’s figure of 8.7 billion gallons.
Overall in 2008, the entire US refreshment
beverage category fell by 2%, the first con-
sumption downturn ever recorded in the
packaged beverage category. Carbonated soft
drinks and sports drinks both fell by 3.1%,
while packaged fruit beverages fell by 2.0%.
The only significant growth in 2008 was seen
in newly-launched flavoured and vitamin-
added bottled water, up 8.3%, and energy
drinks, which saw 8.3% growth last year.

In 2008, bottled water sales earned a
28.9% market share of the packaged bever-
age industry, up from 2007’s volume figure of
28.6%. “During these tough economic times,
consumers have trimmed discretionary
spending,” said Tom Lauria, Vice President of
Communications for IBWA, “but bottled
water sales decreased less than all other
major categories and subsequently we now
enjoy a slightly improved market share as

consumers chose bottled water over other
packaged beverages.”

Lauria added: “The faltering economy has
packaged beverage sales down across the
board. Some industry watchers have also
wondered how much, if any, increased
activism on the alleged environmental impact
of bottled water is a possible reason for the
drop. However, there has been a notable
decrease in sales of nearly all packaged bev-
erages including steep drops in many pack-
aged beverage products that activists never
discuss or protest.

“Meanwhile, there’s plenty of evidence that
this recession is taking its toll on all forms of
consumer spending. But there’s little if any
measurable evidence that activists have had
an impact upon bottled water sales. Bottled
water is well-established and popular with
consumers who rely on its convenience,
healthfulness and refreshing taste.”

He added: “Consumers must also be made
aware of the bottled water industry’s out-
standing record of environmental stewardship,
protection, and sustainability. Bottled water
containers are 100% recyclable. Although bot-
tled water makes up only one-third of 1% of
the US waste stream, according to the EPA,
the bottled water industry works hard on a
number of fronts with recycling advocates,
communities, and our beverage and food
partners to increase recycling. The bottled
water industry is also at the forefront utilising
measures to reduce our environmental foot-
print such as LEEDS-designed facilities, dra-
matically light-weighted PET bottles and
increased support for broader groundwater
protection to preserve our natural resources.”

More fountain
choice
THE Coca-Cola Company is providing
McDonalds with a wider choice of drinks.

“We’ve worked with our partners at
Coca-Cola to bring our customers the excit-
ing new beverages they desire, while contin-
uing to provide them the brands they have
enjoyed at our restaurants for more than
half a century,” said Karen Wells, Vice-Presi-
dent, Strategy and Menu, McDonald’s USA.
“Our relationship with Coca-Cola has never
been stronger, and I’m optimistic about the
future of beverage innovation at McDonald’s.
While bottled beverages provide additional
benefits of portability and convenience,
Coca-Cola fountain beverages remain the
foundation for our beverages offerings.”

The core fountain line-up at McDonald’s
14,000 US restaurants now includes Coca-
Cola, Diet Coke, Sprite, and Hi-C Orange.
Coca-Cola’s Dasani will remain a national

Coke Zero will also be offered in a number of
restaurants as part of McDonald’s ongoing
beverage development.

core bottle beverage, and Powerade Moun-
tain Blast and vitaminwater XXX (Triple X),
will be made available as regional bottle
options.

Coca-Cola brands including Powerade,
Sprite Zero, Fanta Grape, Fanta Strawberry,
Caffeine Free Diet Coke, Barq’s Root Beer,
Minute Maid Lemonade and Minute Maid
Lemonade Light, will be made available as
regional fountain options at McDonald’s
restaurants across the US.

● Lifestyle Beverages, makers of TrimWater,
the 4 calorie diet water beverage aimed at
health and weight conscious people, is now
available in more than 100 Walgreens
throughout New York, including the five bor-
oughs, Long Island, Westchester, Putnam,
Rockland, Hudson, and Orange counties.
Lifestyle Beverages says Walgreens, America’s
largest pharmacy chain provides a “great
venue for TrimWater to reach health and
weight conscious consumers with its propri-
etary formulation designed to assist with
weight maintenance”.

● Based in St. George, Utah, Dr Tim’s Juices,
parent company of BrazilBotanicals.com , has
expanded its distribution of their line of Dr
Tim’s Brazilian Acai, Thai Mangosteen,Tibetan
Goji and Polynesian Noni juices in several
new chains such as Albertson’s, Harmon’s
Grocery as well as Bally’s Fitness Centers.

These fine food chains are now carrying
the entire line of Dr Tim’s Exotic Juices. Also
available are Dr Tim’s ISO-5 complete hydra-
tion sports drinks powered by coconut
water and Dr Tim’s Jungle Juice, claimed the
first all natural energy shot.

● Bebida Beverage Company in association
with Potencia USA and Potencia Energy
Drink has a new distribution partner, Alter-
native Beverages of the Carolinas, located in
Fort. Mill, North Carolina.

Alternative Beverages Owner and Presi-
dent, Angela Ortiz, is expanding its business
model to include full time independently
owned and operated sales and delivery
routes.

Daisy Ramirez, Potencia USA CEO and
Bebida Beverage Company VP, said, “Over
the last couple of years we have created our
own access to companies with our Potencia
Energy Drink and had some distribution
done with our own people and trucks; but
now we are aggressively harvesting distribu-
tion contacts, in the US and internationally,
toward increased brand exposure and prod-
uct sales. Alternative Beverage has a notable
reach in the Carolina Beverage segment and
Angela’s vast experience in sales and brand
management will surely prove a collective
success.”

● Innovative Beverage Group Holdings Inc,
has entered into an agreement with C & G
Distributing of Lima, Ohio, to bring the com-
pany's relaxation beverage, drank, to nine
counties in western Ohio.

As the exclusive Budweiser wholesaler for
the territory, C & G Distributing has estab-
lished relationships with key retail accounts
throughout the area including many local,
independent stores and national chains like
Kroger and Wal-Mart. In addition to the
Budweiser line of products, C & G Distribut-
ing supplies local retailers with non-alcoholic
brands including Monster energy drink and
Icelandic Water.

On shelf…
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In brief…

● Registration is now open for attendees
and exhibitors of Worldwide Food Expo
2009, North America's largest food and bev-
erage technology event. With more than
900 exhibits and 50 targeted conference
sessions, Worldwide Food Expo will highlight
the latest innovations in food and beverage
manufacturing, packaging, ingredients and
services, 28th - 31st October, 2009, at
McCormick Place in Chicago. Attendee and
exhibitor registration rates, important dates
and deadlines, hotel rates and maps, ticketed
event information, on-site registration details
and accessibility options are all located on
the registration page. Visit www.worldwide-
food.com.

Sugar approval
THE Sugar Association has congratulated
PepsiCo and local bottlers across the coun-
try on their introduction of Pepsi Throwback
and Mountain Dew Throwback which use
all-natural sugar. The association says the use
of all-natural sugar is a boon to local
economies, supporting local sugar growers
and processors.

The sugar industry employs over 146,000
workers, contributes $10 billion to local
economies and provides community support
on the local level across the US.

And now, consumers will have a choice in
beverages - drinks made with real, all-natural
sugar, versus high fructose corn syrup.

"While these products are only on the
market shelves for an eight-week period, we
are confident that the consumers will like
the clean, crisp taste of Pepsi Throwback and
Mountain Dew Throwback and encourage
PepsiCo to continue with these two drinks,"
stated Andy Briscoe, President and CEO of
the Sugar Association. "If consumers voice
their approval for these two drinks by buy-
ing a few cases of each, then we are hope-
ful that PepsiCo will continue with these
two and add other sugar-based drinks in
their product line-up." 

In response, The Corn Refiners Associa-
tion's President Audrae Erickson stated:
“There is no nutritional benefit gained by
replacing high fructose corn syrup with
another caloric sweetener. High fructose
corn syrup is a natural sweetener made
from corn, is functionally superior to sugar,
equally sweet, has the same number of calo-
ries, and is handled similarly by the body.”

HFCS defended
THE Corn Refiners Association (CRA)
reports that a supplement to be published
in this month's issue of the Journal of Nutri-
tion encourages the scientific community
and the general public to stop demonising
high fructose corn syrup as the culprit of
obesity and to rethink the myths about high
fructose corn syrup's impact on the Ameri-
can diet.

"The State of the Science on Dietary
Sweeteners Containing Fructose" is the sci-
entific summary of a joint conference held
in March 2008 by the International Life Sci-
ences Institute of North America and the
US Department of Agriculture, Agricultural
Research Service.

The conference brought together scien-
tific leaders, including former critics of high
fructose corn syrup, who found there is lit-
tle evidence that high fructose corn syrup
and sugar (or sucrose) have differing effects
on satiety, overall energy balance, metabolic
hormones or biochemical metabolites such
as triglycerides and uric acid - all suggesting
no unique causal role for high fructose corn
syrup in obesity.

Dr Suzanne P. Murphy, Research Professor
at the Cancer Research Center of Hawaii,
University of Hawaii, noted in her summary
of the presented papers, "...[high fructose
corn syrup] and sucrose are similar and one
is not 'better or worse' than the other,"
adding, "it does not appear to be practical
to base dietary guidance on selecting or
avoiding these specific types of sweeteners."

According to the CRA, confusion about
high fructose corn syrup has been fuelled in
part by erroneous links to research testing
high levels of pure fructose, and then gener-

alising those findings to high fructose corn
syrup. The conference experts concluded
that studies testing pure fructose at levels
not seen in the typical diet are simply mis-
leading in terms of understanding the
metabolism of high fructose corn syrup.
High fructose corn syrup never contains
fructose alone. Rather, just like sugar, high
fructose corn syrup is comprised of roughly
equivalent amounts of fructose and glucose.

"It is a case of mistaken identity between
two sweeteners," said Audrae Erickson,
President of the CRA . "High fructose corn
syrup is not high in fructose, but rather has
roughly half fructose and half glucose, just
like sugar - therefore, it should come as no
surprise that high fructose corn syrup and
sugar are metabolised the same way in our
bodies."

Fructose-containing sweeteners - such as
sugar, invert sugar, honey, fruit juice concen-
trates and high fructose corn syrup - are
essentially interchangeable in composition,
calories and metabolism. Replacing high
fructose corn syrup in foods with other
fructose-containing sweeteners will provide
neither improved nutrition nor a meaningful
solution to the obesity crisis.

"In light of similarities in composition,
sweetness, energy content, processing and
metabolism, claims that such sweetener sub-
stitutions bring nutritional benefit to children
and their families appear disingenuous and
misleading," said Dr John S. White, caloric
sweetener expert and President of White
Technical Research.

Since the introduction of high fructose
corn syrup 35 years ago, calories from
added sugars (mostly sucrose and high fruc-
tose corn syrup) increased at a slower rate
than calories from all sources. With high
fructose corn syrup use in decline since

GLANBIA has expanded its facility in Twin Falls, Idaho, with the opening of a Collaboration
Centre. The company describes it as a co-development and process optimisation facility
designed to work with beverage and food customers on new product development
incorporating Glanbia Nutritional's dairy proteins and flax ingredients.“The expansion of our
Twin Falls R&D operation with the new Collaboration centre will speed the delivery of product
prototypes to our customers, effectively reducing development time by almost 40%,” said Eric
Bastian Vice-President of R&D.

1999, Dr White maintains it is far more
likely that this increase in total calories was
due to Americans eating more of every-
thing.

Further, in June 2008 The American Med-
ical Association stated that "high fructose
syrup does not appear to contribute to
obesity more than other caloric sweeteners." 
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Ingredients
Sweetening 
innovation at
drinktec
THE first forum on sweetening concepts is
to take place at drinktec 2009 from 14th -
19th September at the New Munich Trade
Fair Centre. The forum will present a com-
plete review of all the available sweetening
agents – in particular sugar, sugar substitutes
and sweeteners – and their characteristics
and applications in beverages.

Beneo-Palatinit will present its low
glycemic carbohydrate Palatinose. Derived
exclusively from pure beet sugar, the disac-
charide Palatinose (isomaltulose), the com-
pany says it is the only known fully digestible
but slowly released carbohydrate with a low
glycemic effect.

Although it provides the same amount of
energy as sucrose, Palatinose is broken down
and fully absorbed over a longer period of

time. Strong fluctuations in blood glucose lev-
els and a high insulin secretion can thus be
avoided. The result, says Beneo-Palatinit, is a
steady and prolonged energy supply in the
form of glucose.

With a sweetening profile that closely
resembles that of sugar and about half of its
sweetening power, Palatinose is mainly suit-
able as a functional sweetening component
in sports and wellness beverages.

Nutrinova will highlight sweetener blends
with Sunett (Acesulfame K) and Nutrinova’s
Sunett Multi-Sweetener Concept, which
offers tailor-made sweetening solutions in
combination with various nutritive and non-
nutritive sweeteners. Due to its unique
sweetness profile, the zero-calorie sweetener
Sunett is claimed the perfect blending part-
ner for all kinds of beverages. Sugar reduc-
tion from 20% to 100% is possible.

Nutrinova says it has developed a com-
prehensive taste interaction database for sev-
eral flavours and beverage sub-segments, all
of which prove that blends with Sunett give
“unparalleled taste results.” The company will
present several sweetening concepts with dif-
ferent sweetening partners in growing mar-
ket segments such as ready-to-drink teas,
energy drinks and flavoured waters.

Also participating is Tate & Lyle whose
portfolio of sweeteners range from maize-

based sweeteners like glucose, fructose, mal-
todextrins and dextrose, to Splenda
Sucralose. The company's new Health &
Wellness Innovation Centre in Lille, France,
has a beverage pilot application area for proj-
ect work with customers. It is also Tate &
Lyle’s centre of excellence for the develop-
ment of applications for Splenda Sucralose.

At the Innovative Sweetening Concepts
event Tate & Lyle will launch a new series of
refreshing beverage prototypes from its
Optimize platform, a formulation service that
addresses cost pressure on customer’s
recipes with no compromise on taste. The
company will also demonstrate with new
Enrich prototypes how its sweetening solu-
tions can help to improve the taste of bev-
erages with enhanced nutritional benefits.

The presentations by the exhibitors will
be accompanied by a range of company-
independent lectures. At the cafeteria in the
'plaza' at the heart of the forum, trade visi-
tors will have the chance to taste innovative
beverages from all over the world.

Prototypes of beverages will be offered
for tasting at the exhibitors´ stands. Prof Dr
Gert-Wolfhard of Rymon Lipinski, an inter-
nationally recognised expert in sweetening
agents, will be on hand in the plaza area to
give independent advice and information to
visitors.

Knee and joint
help
A RECENT pilot study has shown that
Aquamin, Marigot’s natural multi-mineral
ingredient which can be used in a wide vari-
ety of food, beverage and dietary supple-
ment applications, may allow partial
withdrawal of non-steroidal anti-inflamma-
tory drugs (NSAIDs) for sufferers of
osteoarthritis of the knee.

The double blind, placebo-controlled
study investigated the impact of Aquamin on
range of motion (ROM), six minute walking
distance (6MWD) and pain and joint mobil-
ity measured by the WOMAC osteoarthritis
index.

Although there are no significant differ-
ences in WOMAC scores, the data reveal
significant improvements in passive and
active extension ROM and 6MWD in the
Aquamin group compared to the placebo
group, suggesting a potential treatment effect
for Aquamin.

David O’Leary, Commercial Manager at
Marigot, commented: “NSAIDs are a daily
necessity for many osteoarthritis sufferers to
control pain and allow them to carry out
their everyday activities. These preliminary
results are another feather in the cap for
Aquamin, which has been the subject of a
number of positive recent studies in the area
of joint health and inflammation. We’re con-
tinuing to invest in research to build up a
picture of the scope of benefits Aquamin
has to offer.”

Green tea 
distribution
TATE & Lyle has concluded an agreement
for the exclusive Europe, Middle East and
Africa (EMEA) distribution rights of a new
green tea extract from tea and coffee sourc-
ing specialist, A. Holliday & Company Inc.
Named Teawell 95, the extract has a 95%
concentration of the catechin Epigallocate-
chin-3-gallate (EGCG).

EGCG is considered the most potent of
the four green tea catechins. Studies have
shown that it can help with weight manage-
ment, maintaining healthy blood glucose con-
trol and cardiovascular health. It is also a
strong antioxidant.

James Blunt, Vice-President Sales & Mar-
keting, EMEA for Tate & Lyle said, “In recent
years we have seen a huge surge of interest
in functional food and drinks, as consumers
become increasingly aware of the impor-
tance of eating and drinking well. We have
also observed that green tea is becoming
more and more popular in the west. This
agreement will help us to respond to both
of these trends, allowing us to develop a
range of healthy products that taste great.”

Christine Renken, A. Holliday & Company
Inc’s Director of Sales said, “Teawell 95 is really
the powerhouse of tea. Building on this high
quality product and Tate & Lyle’s applications
expertise, we are confident we will be able to
expand our market and position Teawell in
new products which we think will be
extremely popular with today’s consumers.”

VIRGINIA Dare offers a full line of tea
extracts and concentrates including black,
green, and oolong teas, in liquid and dry
forms. Green and black teas are also
available in clear and colourless, for
products where colour contribution is not
desired. They are produced in
concentrations from one hundred-fold to
five thousand-fold and can be combined
with other flavour combinations for a
variety of healthy beverages.
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In brief…

● CNI, Colloïdes Naturels International, a
world leader in Acacia gum, has obtained
BRC Global Standard for Food Safety certifi-
cation.The BRC (British Retail Consortium) is
an international standard originally drawn up
by supermarkets in the UK and is now a
requirement to be able to supply food prod-
ucts in many countries. It assures the cus-
tomer that the food manufacturer reaches
the highest levels of competence in the criti-
cal areas of food safety.

● Fortitech, the world leader in custom
nutrient premixes, is to showcase samples
that focus on boosting immunity, cognitive
function and anti-aging during IFT 2009 in
Anaheim, California. These include Brain Tonic,
a combination of nutrients such as vitamins A,
C and E, Acetyl L-carnitine, choline, CoQ10,
GABA, gingko biloba and phosphatidyl choline
to enhance mental acuity and focus, all con-
veniently delivered, says the company, in a
“thought-provoking beverage”.

Cranberry 
concentrate to be
auctioned
OCEAN Spray’s Ingredient Technology Group
is establishing a new approach for the sale of
cranberry concentrate by holding an online
auction that will make available product for all
qualified buyers worldwide on a consistent
basis. The web-based auction process has
been carefully developed with an Indepen-
dent Auction Manager, CRA International. It
will establish the clearing price for Ocean
Spray’s cranberry concentrate, and will ensure
supply certainty and efficient contracting. The

EFSA confirms
aspartame safe
TWO opinions published by the European
Food Safety Authority (EFSA) have re-con-
firmed the safety of the low calorie sweet-
ener aspartame.

The opinions were prepared in response
to a request from the European Commis-
sion to EFSA's Panel on Food Additives and
Nutrient Sources (ANS), following claims
made by the European Ramazzini Founda-

first auction is scheduled for July.
By registering on www.cranberryauction.

info and participating in the auction, potential
concentrate buyers can track and observe
Ocean Spray concentrate pricing and avail-
ability. Successful bidders can quickly and eas-
ily secure supplies of concentrate with
guaranteed pricing for future delivery.

Michael Stamatakos, Ocean Spray’s Vice-
President, Agricultural Supply and Develop-
ment, said: “Our cranberry auction will ensure
that all customers wanting to buy Ocean
Spray concentrate will do so on a level play-
ing field. By securing a specified volume of
concentrate at an agreed price, our cus-
tomers can be assured that market fluctua-
tions will not affect them for a set period in
these turbulent times. We are committed to

tion (ERF), based in Italy.
The ANS Panel at EFSA concluded:

"Overall, on the basis of all the evidence cur-
rently available, including the last published
ERF study, there is no indication of any
genotoxic or carcinogenic potential of aspar-
tame and there is no reason to revise the
previously established ADI (acceptable daily
intake) for aspartame of 40 mg per kg of
body weight per day."

These opinions confirm EFSA's previous
assessment of aspartame in May 2006, which
was issued in response to earlier claims by
the ERF.

supporting potential bidders by providing the
information and education needed to partici-
pate confidently. We urge all interested par-
ties to visit www.cranberryauction.info at the
earliest opportunity in preparation for July’s
auction.”
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“Without a doubt...
THE exhibition!” 

Stephen Rose,  
Hamlet Protein

Natural ingredients will run alongside Fi Europe

food ingREdiEnTS EuRoPE 2009
ExHibiTion & confEREncE
17–19 noVEMbER 2009
fRAnKfuRT, gERMAnY

www.ingREdiEnTSnETwoRK.coM

  Reduce bad and increase good –  whether costs, sodium, 
sugars or fat: find ingredients that will solve the technical and 
business challenges you face

  Meet suppliers from around the world –  with over 90 
countries represented, Fi Europe delivers you the ingredients 
world all under one roof

  Learn about trends and developments –  end-user R&D 
experts will showcase their latest developments at the Fi 
Europe and Ni 2009 Conference

  Reformulate your product lines –  over 1,100 exhibitors 
will be showcasing ingredients for every category, from 
beverages to bakery, dairy to confectionery, and all points  
in between

diScoVER THE fuTuRE of ingREdiEnTS...
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BSDA 2009 Training Programme

A three-day residential course which provides an in-depth 
introduction to the technical and scientific aspects of soft 
drinks manufacture. Course topics include:

basic microbiology
water quality and treatment, 
carbonation and filling, 
fruit juice and bottled water production, 
ingredients and flavourings 
primary and secondary packaging. 

Fees include accomodation, meals and tuition fees and 
comprehensive course notes. 

Fees: Manufacturing/Factor/Franchisor members: 
£1005; Associate members (includes Beverage Council 
of Ireland): £1315; Non-members (UK & Overseas): 
£1725

•
•
•
•
•
•

A two-day, non-residential workshop delivered by 
Reading Scientific Services Limited, for those involved in 
microbiological examination.

A mixture of lectures and practical sessions, this workshop 
provides an introduction to spoilage, pathogenic and 
beneficial micro-organisms of significance to the soft 
drinks industry. 

Attendance on this course will ensure that participants 
understand what is involved in microbiological examination 
of samples, the significance of laboratory results and what 
action may be necessary to control the growth of particular 
organisms.

Fees: Manufacturing/Factor/Franchisor members: tbc; 
Associate members (includes Beverage Council of 
Ireland): tbc; Non-members (UK & Overseas): tbc

A two-day, non-residential  workshop on implementing 
and applying HACCP principles to the manufacture of soft 
drinks, fruit juices and bottled waters. If you are involved 
in the quality and safety assurance of soft drinks, fruit 
juice and bottled water production, then this course is an 
essential requirement. 

Delegates will sit the Royal Society for Public Health’s 
Intermediate Certificate in Applied HACCP Principles 
examination. Tuition is delivered by Dialog, leading trainers 
in hygiene in soft drinks manufacture. 

The course fee includes tuition, course notes and meals for 
the duration of the course but does not include the RSPH 
examination fee.

Fees: Manufacturing/Factor/Franchisor members: 
£615; Associate members (includes Beverage Council 
of Ireland): £715; Non-members (UK & Overseas): 
£875; RSPH Exam Fee: £45

A five day residential course for aspiring in-house food 
safety trainers. Delegates will learn and understand:

all aspects of food hygiene 
how to maintain standards of hygiene
to improve and develop personal skills as trainers 
to use and deliver the BSDA Food Safety Training 
Package

Successful course delegates will receive a RSPH Level 
3 Award in Food Hygiene and Safety and undertake an  
assessment leading to an RSPH accredited certificate in 
Group Training Skills. Tuition is delivered by Dialog. The 
course fee includes accomodation, meals, tuition, course 
notes and examination fees. 

Fees: Manufacturing/Factor/Franchising members: 
£1700; Associate members (includes Beverage Council 
of Ireland): £2010; Non-members (UK & Overseas):  
£2320

•
•
•
•

To request further information on any of these training courses or to book a place, please contact:
The Training Department

BSDA, 20/22 Stukeley Street, London WC2B 5LR
Tel: 020 7430 0356  Fax: 020 7400 3711

Email: training@britishsoftdrinks.com  Web: www.britishsoftdrinks.com

The British Soft Drinks Association is the national trade association representing the UK manufacturers and 
producers of fruit juices, soft drinks and bottled waters. All our training courses are sector specific which means 
you get training tailored to your business needs.

Manufacturing Soft Drinks Today
 17-19 March 2009 & 17-19 November 2009

Introduction to Basic Microbiology
January & September 2009 (dates tbc)

Hazard Analysis of Critical Control Points 
(HACCP) Workshop

15-16 April 2009 & 23-24 September 2009

Food Safety in Soft Drinks Today 
‘Train the Trainer’

16-20 March 2009 & 16-20 November 2009
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Should children drink more water?
DRINKING water could help improve cog-
nitive performance in children, according
to a study published in the journal
Appetite. Dehydration has been well-doc-
umented as having a negative impact on
adult cognition, but there has been little
research carried out thus far on its impact
on child cognition. Adult studies have
shown that dehydration induced by heat
exposure and fluid restriction resulted in
impaired performance on short term mem-
ory tasks, visuomotor tracking tasks and
arithmetic efficiency.

Children are at particular risk of dehy-
dration. They may not replace fluids suffi-
ciently and are dependent on caregivers
for access to drinks. Water also accounts
for a larger proportion of children’s bodies
than adults, so dehydration is more likely
to affect the cognitive abilities of a child.
Caroline Edmonds and Denise Burford
conducted a study to see the effects of this.
Fifty-eight children participated in the
study (26 boys, 32 girls). The participants
were aged between 7 years 7 months to 9
years 8 months. Half of the children were
assigned to a group receiving additional
water. The children were then presented
with selected tasks designed to measure

cognitive processes. Letter cancellation
and spot the difference tasks were used to
asses perceptual discrimination; a
visuometer tracking task to assess psy-
chomotor skills; and a story recall task to
assess short term memory. All the tasks
required attention.

The children were tested in groups.
Children in the additional water group
were encouraged to drink as much as they
could; children in the no additional water
group were not present during water con-
sumption nor were they aware that the
other group was drinking. There was an
interval of approximately 20 minutes
between water consumption and testing.
Children were given a printed booklet that
contained the thirst scale and cognitive
tasks, which the children used to record
their answers. The findings suggest that
consuming water benefits cognitive per-
formance in children. The children in the
study who had a drink of water during the
test session performed significantly better
on the letter cancellation task and both
spot the difference tasks, but performance
on the story memory and visuometer
tracking tasks was not affected by water
consumption.

In conclusion, the results of the study
suggest that even children in a state of
mild dehydration, not induced by inten-
tional water deprivation or by heat stress
and living in a cold climate, can benefit
from drinking more water and improve
their cognitive performance. More
research is necessary both to confirm these
findings and to further explore the rela-
tionship between drinking water and cog-
nition in children.

Uranium in foodstuffs and mineral
water
THE European Food Safety Authority
(EFSA) was asked to conduct a risk assess-
ment on uranium at the European level
because of the existence of differing regu-
lations and also due to existing gaps in the
knowledge base concerning the chronic
toxicity of uranium. This opinion focuses

on uranium’s chemical toxicity, while the
radiological risk will be addressed by the
Group of Experts established under Article
31 of the European Atomic Energy
Community (EURATOM) Treaty under the
Directorate-General for Energy and
Transport. Amongst its comments the
CONTAM Panel noted that for all expo-
sure scenarios evaluated for infants fed
with infant formula reconstituted with
water containing uranium, the exposure
may be up to three times higher than the
uranium exposure of adults on the body
weight basis. The CONTAM Panel con-
cluded that such exposure in infants
should be avoided.

Prostate cancer and pomegranate
juice consumption
POMEGRANATE juice may slow the pro-
gression of unsuccessfully treated
localised prostate cancer. This is the
essence of research presented at the
American Urological Association Annual
Scientific Meeting 2009. It consisted of a
two-stage clinical trial, involving 48 par-
ticipants over six years, during which the
effect of the daily consumption of 8
ounces of pomegranate juice was meas-
ured. "Part of this ongoing study suggests
that some patients may be more sensitive
than others to the effects of pomegranate
juice,’’ reported a spokesman from AUA.
"This finding and other ongoing research
might one day reveal that pomegranate
juice is an effective prostate cancer pre-
ventative agent as well." Phase three of the
study is currently underway. (Summary in
Eurekalert.org; J Urol, suppl. 2009: 181, 4,
abstract 826).

Vegetable juices could help control
metabolic syndrome
A STUDY at the Bayer College of Medicine
and Healthcare indicates that vegetable
juice could play a vital role in helping peo-
ple with metabolic syndrome (charac-
terised by a combination of risk factors
including high blood pressure and sugar,
abnormal blood lipids and excess body
fat) to lose weight. In the study, partici-
pants consuming a minimum of one cup of
low sodium vegetable juice a day in con-
junction with a special diet designed to
control calorie intake were shown, over 12
weeks, to lose on average 3 pounds more
than those on the same diet who did not
drink the juice. Whilst increasing veg-
etable consumption and intake of both
vitamin C and potassium, drinking such
juices also decreases the carbohydrate
content of a diet and so can be an easy,
practical way to help manage body weight
and reduce some long term health risks.
(Eurekalert.org 19/04/09).

Withdrawal 
A G BARR withdrew Simply Fruity and
Simply Aqua water drinks because of
reports of a problem with the bottle cap
causing a choking hazard.

Science Monitor

A monthly
update from
Diana Amor,
Scientific
Editor Food e-news.
Reading Scientific Services Ltd.
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Juices & Juice Drinks
Ace promotion
UK Britvic has introduced an on-pack pro-
motion to support Robinsons’ association
with the Wimbledon lawn tennis champi-
onships. For the first time, the Robinsons
green arch on the label is replaced with
Wimbledon purple for the duration of the
championships.

Designed to drive sales during one of the
UK sporting calendar’s biggest events, con-
sumers will have the chance to win tickets
to the championship and families are offered
the opportunity to play at the All England
Tennis Club.

Running on all packs of the fruit squash,
barley water and fruit and barley ranges, the
promotion is being supported by branded
fixtures and in-store displays to maximise
stand out for retailers. Robinsons’ Wimble-
don 2009 will also be supported by heavy-
weight TV, press and PR support.

During the 2008 Wimbledon campaign an
extra 1.5 million households bought Robin-

Pomegranate 
addition
USA Ocean Spray has added new flavours
to its pomegranate juice line: regular, light
and diet Cranberry Pomegranate and Ruby
Pomegranate juice drink.

"There has been a growing buzz about
pomegranate over the last few years due to
research on its antioxidant properties - but
still, a lot of consumers aren't familiar with
this delicious and unique fruit," said Ken
Romanzi, Chief Operating Officer of Ocean
Spray. "So we're excited to bring pomegran-
ate mainstream and unite it with our two
superfruits, cranberries and grapefruit, to
create delicious and good-for-you juices." 

All three fruits are known as excellent
sources of antioxidants. Cranberries are also
loaded with proanthocyanins or PACs that
are believed to help maintain health by pre-
venting certain harmful bacteria from sticking
in the urinary tract, mouth and stomach.

Nostalgic
FRANCE Longstanding brand Pulco is inno-
vating with two new ready-to-drink versions
of its fruit squash which evoke nostalgic
memories of childhood summers. Available
in two flavours - lemon (La Citronnade) and
orange (L’Orangeade), the new drinks con-
tain 30% less sugar and are made with
spring water and without preservative or
colouring.

sons, delivering a 3% increase in market
share for the UK’s favourite squash and a 5%
increase in value sales for the squash cate-
gory as a whole.

Quenching with
limes
AUSTRALASIA Charlie’s Group, an Aus-
tralasian producer of juices, fruit drinks,
smoothies, waters and organic carbonated
soft drinks, has extended its very successful
Honest Quencher range. The new offering

is Charlie’s Honest Quencher Old Fash-
ioned Limeade.

“It’s not every day we get a visit from
Uncle Jack,” said Charlie’s Group Executives
Marc Ellis and Stefan Lepionka in one of
their typically zany introductions to a new
product.

“We call him ‘Limey’, a nickname given to
the British, apparently.

“They don’t grow many limes in Britain
but it did get us thinking about this precious
little green grenade of a fruit. So we lobbed
a few into Uncle Jack’s G&T to see if he
could come up with a new Old Fashioned
Quencher for us.

“Keep it simple, stupid,” he said. “Just
squeeze the juiciest limes and add pure
clean water, natural cane sugar, a dash of

lemon and vitamin C.”
And so you have our
m o u t h - w a t e r i n g
Limeade Quenchers.

“Thanks to Limey it
ain’t no lemon.”

Nor is the Charlie’s
Honest Quencher Old
Fashioned Lemonade,
a strong seller which
won the fruit drinks
category of the New
Zealand Juice & Bev-
erage Awards 2008.

Also in the range
are Honest Quencher
Blackcurrant, Mango &
Orange, and Rasp-
berry Lemonade.
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Apple entrant
INDIA Dabur is expanding its soft drink
portfolio with the introduction of a still apple
drink. The company says it will compete with
Parle's Appy Fizz and Coca-Cola's Fanta
Apple.

The new launch is part of Dabur's big
plan to enter the non-cola soft drink market,
which is reporting a year-on-year growth
close to 30%.

Some of Dabur's leading brands are Real
Fruit Juice, Coolers, Hommade, Lemoneez
and Capsico. Real and Real Activare are also
very popular still fruit drinks.

The company will initially invest more in
below-the-line promotional strategies for its
apple-based drink and later shift to above-
the-line vehicles.

Non-carbonated beverages are growing at
almost double the rate of carbonates in the
Rs 70 billion ($1.4 billion) domestic beverage
industry. The juice and juice drinks market is
pegged yearly at Rs 15 billion ($300 million).

PET feels good
UK Still and sparkling Feel Good juice
drink ranges are now available in PET. The
packs are 100% recyclable and are ideal for
impulse retail channels. The 400ml PET
range will be available in six flavours, three
still: Orange + Mango, Apple + Blueberry
and Cloudy Lemon, and three sparkling:
Orange + Passionfruit, Cranberry + Lime
and Cloudy Lemon.

Dave Wallwork, Managing Director and
co-founder of Feel Good Drinks, said:
“From a product development point of
view, launching this new range is one of
the biggest things we’ve done since we
star ted the company and we’re very
excited about it. We will of course con-
tinue to produce Feel Good drinks in pre-
mium glass 375ml and 750ml bottles, but
we are confident that by adding a PET
range we will develop a host of new

For children
UK Tropicana is launching a new 100% pure
juice offering, Tropicana Kids! while rebrand-
ing its popular children’s range Tropicana Go!
under the same label. This all natural range is
set to capitalise on the £328 million cate-
gory.

By aligning the brand’s natural credentials
with its core range, Tropicana plans to build
on its 34% market penetration, targeting the
2.8 million brand loyal UK households with
children who already purchase Tropicana
Pure Premium.

Pure juice is consumed by children 954
million times each year as part of the break-
fast occasion. Tropicana Kids! will cater for
this opportunity and fulfil parents’ desire for
their children to start the day in a healthy
way providing one portion of the recom-
mended five-a-day.

The new 1 litre juice drinks will be avail-
able in two flavours, Strawberry and Rasp-
berry;’and Apple and Blackcurrant. ‘100%
juice and nothing else’ is the message carried
on pack.

For a more thirst quenching on-the-go
offering, Tropicana Go! has been rebranded
Tropicana Kids!, a blend of 70% pure juice,

30% water and nothing else. Available in a
200ml format, it fits in lunch boxes and
comes in three flavours; Orange and Pear,
Apple, and Apple and Blackcurrant. Fun and
creative packs have been designed to max-
imise on shelf standout and reinforce Tropi-
cana Kids! natural credentials.

The launch is being supported by a sub-
stantial marketing investment including PR,
direct mail, on pack promotions and a new
look, interactive Tropicana Kids! website.

Preservative-free
UK Welsh soft drinks manufacturer Radnor
Hills has launched Jufru 33ml, adding to its
range of school-compliant drinks. The com-
pany says it is “one of the first of its kind”,
being a still 60% fruit juice and spring water
drink with no preservatives. This product
utilises new packaging technologies to give a
long ambient shelf life in a PET bottle with
the exclusion of added preservatives includ-
ing E242 velcorin. As it is not a hot filled
product, it only uses an environmentally-
friendly lightweight PET bottle.

There are three flavours: Orange, Apple,
and Apple & Blackcurrant, and each provides
one of your daily five portions of fruit.

opportunities that will benefit both our
customers and the brand.”

Send your news to:

news@
softdrinksinternational.com
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Mixed-up 
campaign
UK J2O is mixing things up with its new
advertising television campaign. The creative
idea is based on the premise that life is bet-
ter when it’s mixed up. Take two fruits, mix
them together and you have something infi-
nitely more exciting, in the shape of J2O.The
ads are based on the same concept. They
take two scenes from recognised film genres
and swap the soundtracks to make each clip
funnier and more enjoyable.

Each film was made by taking two sepa-
rate bits of film, effectively two polar oppo-
site 15-second spots, and over-laying the
sound from one onto the other. The
footage, which looks like vintage film of dif-
ferent genres, is wrapped into three 30-sec-
ond films that all use the strapline, ‘It’s
metter to bix things up.'

Adult tastes
UK Thorncroft Vineyard has added Orchard
Cola, Cloudy Lemonade and Zesty Orange
to its Healthy Thirst range of premium juice
drinks aimed at adults. Available in 330ml
glass bottles the range now comprises:
Elderflower (made with the petals of fresh
wild elderflower), Apple Dandelion and Bur-
dock (a classic herbal detox drink), Pink
Ginger (the clear refreshing taste of fresh
ginger), Cranberry and Hibiscus (a fusion of
berries and flowers), Orchard Cola (a fruit
botanical cola), Zesty Orange (a Brazilian
orange refresher), and Cloudy Lemonade

Building blocks
USA Nestlé Juicy Juice has introduced two
beverages designed to benefit children dur-
ing different stages of their growth and
development. Juicy Juice Brain Development
and Juicy Juice Immunity are fruit juice bev-
erages made with natural ingredients, forti-
fied with important nutrients and blended
with filtered water to naturally lower the
sugar and calorie content.

According to Nestlé, Juicy Juice Brain
Development is the only children’s fruit juice
beverage on the market currently offering
DHA, which makes it a great first juice bev-
erage choice for 1 to 2 year-olds. DHA acts
as a building block for brain development
during a child’s first two years of life when
their brains triple in size, and experts often
recommend infant formula fortified with
DHA for children who are not breastfeeding
(breast milk is a natural source of DHA)

Juicy Juice Immunity helps support a
healthy immune and digestive system by
offering beneficial nutrients, including zinc,
vitamin C and prebiotic fibre. Both vitamin C
and zinc are essential nutrients in a child’s
everyday diet, as neither can be produced
by the body and must be replenished on a
regular basis. It is also one of the few juice
beverages targeted towards children that
contains prebiotic fibre at 3 grams per serv-
ing, the equivalent to the amount found in a
medium-sized apple.

Juicy Juice Brain Development (available in
Apple and Grape) and Juicy Juice Immunity
(Apple and Berry) are made with all-natural
fruit juice and no added sugars, preservatives
or artificial flavours or colours, blended with
filtered water (70% juice, 30% water).

(made with the zest of Sicilian lemons).
Developed with ingredient integrity to

achieve the best possible taste, Healthy
Thirst has been formulated to enable con-
sumers to quench their thirst healthily and
naturally.

Managing Director David Price explained:
“In the general market place 'no added
sugar' can often mean 'with artifcial sweet-
eners' but Thorncroft use only natural fruit
juices to sweeten their award winning
drinks, to provide a healthier option with
authentic thirst-slaking qualities. We have
added three new drinks to an already dis-
tinctive range that really do bring something
entirely new to the market.”

UK Belvoir Fruit Farms says it has seen a
dramatic increase in sales thanks to some
innovative online marketing.

Agency Spring Design & Adver tising
turned regular email updates into a viral
campaign with the 'Belvoir on for Britain'
blog.

Harking back to the WW2 'Dig for Vic-

Viral message tory' campaign, the focus lies upon Britain’s
need to unite and buy from British suppli-
ers during this tough time. This ‘Blitz spirit’ –
the famous sense of unity and pride in
enjoying the basics – has been rejuvenated,
and is central to the success of Belvoir's
new blog: it’s a small natural treat during
tough times.

The blog includes poetry, recipe and cap-
tion competitions, encouraging everybody
to sign up and contribute.

SDI JUN09.qxd  25/6/09  14:16  Page 24



Soft Drinks International  –  JUNE 2009 25PRODUCTS

Energy & Sports Drinks

UK  Go Fast! and Jet Pack Pilot, Eric Scott, have made their way into the Guinness Book of World
Records. The  daredevil secured a world speed record at last month's Scotland’s official motor
show, MotorFair. He reached a speed of 68mph in the hydrogen-peroxide powered Go Fast! Jet
Pack.

Energy beat
SOUTH AFRICA Coca-Cola South Africa
has introduced BEAT, described as a “main-
stream, vitamin-enriched soft drink aimed at
action-seeking young adults looking for
excitement and adventure”. BEAT’s formula-
tion includes vitamin B, guarana and ginseng.

“I am certain BEAT will prove to be a
huge hit with young, adventure-driven con-
sumers who are looking for a brand that fits
their unique, action-driven lifestyles,” said Ilan
Sobel, Marketing and Customer Leadership
Director for Coca-Cola South Africa. “BEAT,
with its great taste and special ingredients,
will give consumers the extra beat that they
need.”

Sporting challenge
NEW ZEALAND Olympic medallist triath-
lete Bevan Docherty, who is sponsored by
the New Zealand-made Mizone Rapid
sports drink brand, has created a scheme
called Docherty Dares which is enthusiasti-
cally supported by Mizone Rapid and the
athlete’s other sponsor.

This challenges average New Zealanders
to push the limits to achieve a sporting goal
they never thought they could achieve.
Docherty is encouraging people to contact
him with their goals. If he feels he can help,
he will provide mentoring and arrange other
support.

Mizone Rapid is presented by its produc-
ers, Suntory-owned Frucor Beverages, as
“leading the way in the next generation of
sports drink, with its hypotonic formula that
combines a specific balance of carbohydrates
and electrolytes, which the body can absorb
rapidly.”

Docherty has his sights set on a gold
medal at the London Olympics, having won
medals at the Athens and Beijing Olympics,
as well as world championships and other
major events.

Limited edition
USA AMP Energy from PepsiCo has intro-
duced Tradin' Paint, a new limited edition
Dale Earnhardt Jr-themed energy drink. The
beverage is a fusion of three flavours:
orange, lime and berry.

“Dale Jr was very involved in creating this
new AMP Energy flavour and it is a true
representation of his taste and his sport,”
said Lauren Hobart, VP of Energy Drinks,
Pepsi-Cola North America Beverages. “The
flavour and packaging embody the thrills and
excitement of side-by-side racing at intense
speeds - complete with a look that features
all the bumps, scratches and crashes that
Dale's car endures as it advances track posi-
tion.”

Dale Earnhardt Jr. has been NASCAR's
most popular driver for the past six years.
He is sponsored by AMP Energy. Tradin'
Paint will be available in a 16oz can nation-
wide through to the end of the summer.

To discuss advertising 

and marketing 

email:

publishing@

softdrinksinternational.com

or call

tel: +44 (0) 1202 842222
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Waters

New look
UK Highland Spring, the UK’s leading pro-
ducer of bottled water, has unveiled new
packaging across its entire range of still and
sparkling water.

The new design gives greater prominence
to the brand’s organic land credentials, with
the labels .featuring the wording 'Drawn
from Organic Land' alongside a hand-drawn
illustration of the water catchment area,
Highland Spring’s protected source in the

Vitamins for 
children
USA Rockin' Water has introduced a range
of vitamin enhanced flavoured waters for
children. With 11 essential vitamins and min-
erals and 3 grams of soluble fibre, the water
provides antioxidant power equivalent to a
full serving of fruit or vegetable. This
equates to an ORAC (Oxygen Radical
Absorbance Capacity) factor of 500. The
drinks contain no ar tificial sweeteners,
colours or flavourings.

Rockin' Water was created by Amy Guer-
rieri, a mother of four young children. She
explained, “Being in the food business, my
own children were always with us in restau-
rants and stores. Ultimately they would be
in front of a beverage cooler, with hands
against the glass, eyeing all of the unhealthy,
artificially flavoured, sugar-filled drinks that
have traditionally been available to children.
As a mother I wanted my children to have
a drink that not only tasted great, but pro-
vided them with the right nutrition for their
growing bodies, so I teamed up with a
nutritionist who specialises in kid's nutrition
and we created Rockin' Water.”

There are four flavours – Apple, Cherry,
Grape and Orange - that come in recycla-
ble PET bottles featuring the character
Rockin' Rikki doing something physical such
as skateboarding, snowboarding, and riding a
bike.

Italian expansion
UK Premium Italian mineral water brand-
Lurisia is launching a new 750ml glass bottle
exclusively for the UK restaurant sector.
Lurisia’s exceptional purity comes from a
natural Alpine spring in the beautiful
Piemonte Region.

First analysed in 1917 by Nobel Prize
winner Marie Curie when the spring was
first discovered, the water, she claimed, was a
“Miracle of Purity”. To this day the water
carries a mineral content of just 34mg/litre, a
fraction of the minerals found in other
waters.

Lurisia is also the mineral water of choice
for the annual Salone del Gusto festival in
Turin, the official water of Eataly the famous
food emporium in Italy, Tokyo and soon
New York, and also the chosen water of the
Slow Food movement.

Commenting on the launch, Alessandro
Invernizzi of Lurisia said, “With Lurisia now
sold worldwide in over 20 countries, we are
now building on the success in the UK by
launching our new 750ml bottle for restau-
rants.This will complement the existing 1litre
and 500ml sizes that have been available
thus far. We believe the special qualities of

Ochil Hills, Perthshire.
The packaging also displays a contempo-

rary watercolour version of the Highland
Spring tartan sash against a natural back-
ground colour to reflect the purity of the
product and achieve strong shelf stand-out.

For the first time the labels carry The
Good Shopping Guide’s ethical accreditation
symbol, which, of all bottled water brands
available in the UK, is currently only
accorded to Highland Spring.

According to the most recent TGI data,
Highland Spring is also the only major brand

currently gaining consumers, demonstrating
the appeal of the Highland Spring brand to
new consumers and an underlying trend
towards preference for British products in
the bottled water category.

Sally Stanley, Marketing Director of High-
land Spring, commented: “Our new packag-
ing perfectly reflects the unique qualities of
our brand. Highland Spring is dedicated to
protecting and nurturing its organic catch-
ment area to ensure our water is of the
highest quality and the new label design
reinforces this commitment.”

the brand will attract restaurateurs who are
perhaps looking for something more unique
but without compromising quality”.

Lurisia is distributed in the UK by Metro
Drinks Limited. Since 2001, it has continued
to support Marie Curie Cancer Care in its
annual fund raising.
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Greater 
sustainability
UK Brecon Carreg Natural Mineral Water -
the No 1 Welsh bottled water in the UK,
has undergone a packaging ‘facelift’ and intro-
duced steps towards greater sustainability.
This year Brecon Carreg is using lighter pre-
forms, which are more environmentally
friendly, as part of a continuous improve-
ment programme. For example this will see
their 75cl bottles weighing just 21g (instead
of 22g) with anticipated savings of 84 tonnes
in the use of pre-forms this year compared
to those used in 2002.

In addition, the labels have been reduced
in size on the 1.5litre and 2litre bottles and
the company is using paper from sustainable
sources. The paper weight of labels has also
reduced from 85g/m2 to 80g/m2, a saving of
almost 1 tonne of paper per year across the
26 million labels used in a 12 month period.
In addition, 300kg less glue is used for the
labels - a saving by volume of 60% - by
changing the adhesive application systems.

Brecon Carreg has gradually been reduc-
ing the weight of film used for multi-packs
from the 70 micron film used in 2003 to
now only using 55 micron film – a saving of

Relaunch
USA PepsiCo is re-launching Propel, a low-
calorie (10 calories per serving) nutrient-
enhanced water beverage. It has also
introduced a blueberry pomegranate flavour
to accompany the existing grape, kiwi-straw-
berry, berry and lemon.

The new 500ml bottle uses 33% less plas-
tic and 30% less label than the previous
500ml bottle. Energy savings equate to tak-
ing 6,800 cars off the road (or eliminating
37,450 metric tons of greenhouse gases) a
year.

The brand is also launching two new sub
lines with added nutrients: Propel Body, avail-
able in peach mango, contains 10% of the
daily value of fibre; and Propel Mind, available
in black cherry, contains antioxidant vitamin
E plus choline, an essential nutrient for the
brain.

“We are excited to offer a fresh new spin
on a category leader, as Propel is an original
that helped launch the entire vitamin-
enhanced water beverage aisle,” said
Danielle Vona, Vice-President for Propel .
“With an enhanced portfolio of products
and a new eco-friendly look and design, Pro-
pel is providing those on-the-go with a great
tasting, low-calorie enhanced water with
antioxidants and now with additional nutri-
ent options.”

A fully integrated marketing campaign,
called 'life', supports the relaunch.

On trade launch
UK This Water has introduced three of its
natural drinks - Lemons, limes & spring
water ; Mangoes, passion fruits & spring
water ; Pomegranate, blackcurrants & spring
water - in a new 275ml glass bottle for pubs
and bars.

“Building on the strong demand there has
been for This Water in the convenience sec-
tor, we are now answering the call from the
on-trade to launch our all natural, real fruit

Hydration message
UK Britvic Soft Drinks is running an on-pack
promotion for its drench spring water. The
Drink, Think, Win promotion reminds con-
sumers of the benefits of staying hydrated.
Consumers are asked to spot drenched
prizes through a hole in the label, along with
a unique reference number. They will then
be directed to staydrenched.co.uk to enter
the coded number and play a mental agility
game to determine whether they’re a win-
ner of a prize, which includes smart cars,
iPhones and 160GB personal video
recorders.

Sarah Dossett, drench Senior Brand Man-
ager, explained, “This new promotion has
been created to communicate both the
product’s very real benefits and engage with
consumers by encouraging them to pur-
chase to enable them to enter the competi-
tion.”

20% (17 tonnes of film).
Logistics are being further improved. Cus-

tomers are encouraged to order in full loads
to reduce the number of drops and distance
travelled.

Further, a 19% energy saving was achieved
between 2005 and 2008 and now all the
energy used in the bottling facility at Brecon
Carreg is ‘green energy’.

The company is a custodian of the Bre-
con Beacons Natural Park. The firm, Brecon
Mineral Water, is both a landowner in its
own right and, along with the Brecon Bea-
cons National Park Authority (BBNPA), is
also jointly responsible for the Black Moun-
tain common land, which comprises approx-
imately 21,000 acres around the Brecon
Carreg source.

Liz Sherry, General Manager, explains:
“Our company has always worked closely
with the BBNPA to ensure that no activities
such as heavy industry or intensive farming
take place on this land, which could
adversely affect the catchment area and
therefore the aquifer. Our company is regu-
larly and routinely involved in the physical
inspection and analysis of the catchment and
the source. Like all natural mineral water
bottlers, far from being bad for the environ-
ment, ours is one of the ‘greenest’ industries
there is”.

quenchers in a bespoke glass bottle” said
Douglas Lamont, Managing Director, This
Water.

He added, “Our mission at This Water is
to make a soft drink a really positive choice
for pub goers by delivering taste, refresh-
ment and innovation in all that we do. With
consumer demand for soft drinks in pubs
and bars increasing and with the continuing
trend to more natural drinks, This Water’s
three delicious all natural recipes are the
ideal way to meet this growing demand and
grow sales.”

www.softdrinksinternational.com
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Light touch
USA Dasani's new flavoured water Dasani
essence has been introduced to offer con-
sumers a lighter and natural taste. There are
three flavours: Lime, Strawberry Kiwi and
Black Cherry. Unsweetened flavoured water
beverages are growing faster than any other
segment in the $12 billion US bottled water

Low calorie
SOUTH AFRICA MeriBrands, the regional
distributors, of Canderel and Equal for
Merisant Worldwide, has introduced Can-
derel’s DélicéO.

DélicéO is presented as “a low calorie
taste sensation from France to flavour and
energise still water without the added sugar
and carbohydrates”.

“We believe that this will be an exciting
prospect for customers,” said Jason Frichol,
Chief Brand Activist for Fore Good Invest-
ments, of which MeriBrands is a wholly

Art inspired
FRANCE Sparkling mineral water Badoit
has launched a competition for art students
at the prestigious Beaux-arts de Paris to
design two limited edition Badoit bottles –
the original Badoit Verte and the extra
sparkling Badoit Rouge - destined for sale
during the end-of-year fêtes.

The competition will reward the winner
with a €10,000 prize with €7,500 for the

Treasure quest
MIDDLE EAST Masafi, one of the leading
water and juice brands, has been running a
high-profile promotional campaign to boost
sales of its 1.5 litre bottles of mineral water.
The campaign ended on 31st May.

A ‘peel and win’ mechanism required cus-
tomers to collect the word MASAFI to be in
the draw for three gold coins, each worth
Dhs 100,000 (US$1 = Dhs 3.6725, pegged
since 1997). Also available were 750 pearl
necklaces, worth Dhs 1600 apiece. These
were an instant win bonus.

Brand Manager Makram Haidar explained
that the promotion was designed to reward
customers with “relevant gifts that epitomise
the rich natural heritage of the UAE –
pearls, as well as gold, a commodity valued
in these very challenging economic times.
The promotion demonstrates our desire to
continue providing added value to all our
customers.”

Masafi has about a 40% share of the
highly competitive UAE mineral water mar-
ket. Nearly 30% of the company’s produc-
tion is exported.

SOUTH AFRICA A promotion for Coca-
Cola’s Valpré natural spring water brand has
given newly-weds Timothy and Tanya Stry-
dom of Boksburg a remarkable travel experi-
ence which for once bears out the old ‘once
in a lifetime’ cliché.

The package includes visits to the USA’s
Grand Canyon, Peru’s ancient city of the
Incas, the Colosseum in Rome, Britain’s
Stonehenge, China’s Great Wall, the pyramids
in Egypt and Australia’s Great Barrier Reef.

The Strydoms, who had not previously
travelled overseas, won the prize in a com-
petition run through Toptravel, an enor-
mously popular Saturday evening show on
SABC’s Channel 3 which is also sponsored
by Valpré. Called ‘Worth the Wait’, the com-
petition also gave viewers an opportunity to
win trips weekly to individual destinations
such as Singapore, London, Dubai and the
Seychelles, as well as to major attractions
within South Africa.

Elizabeth Moroldo, the Valpré Brand Man-
ager, explained that the ‘Worth the Wait’
competition celebrated the fact that quality
cannot be rushed. “Valpré Spring Water takes
up to 15 years to filter naturally through the
earth and emerge from underground springs.
This process cannot be rushed or manipu-
lated in any way. Nature works at its own
pace, perfecting the water along the way.”

Valpré promotion

owned subsidiary. “DélicéO contains very
few calories, therefore it is a great alternative
for weight-conscious people or diabetics
who are looking to manage or avoid an
excessive intake of calories.”

The product is offered in three flavours:
Lemon & Lime, Mint and Mixed Berries.

category with over 300% growth in the last
two years.

Brandon Leck, Director, Coca-Cola North
America Water Brands, said: “Unlike highly
sweetened and more intensly flavoured bev-
erages, Dasani essence offers the healthful
purity of water with a splash of all-natural
fruit flavour excitement.”

The drink comes in recyclable 18.5oz sin-
gle PET bottles and 16oz 4-packs.

10-15 runners up. The new designs will be
on show at the school’s open days in June
and the new design bottles will be available
in restaurants before going on sale in super
and hyper markets in November.

Send your news to
news@softdrinksinternational.com
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will also be available for
telecharging on to mobile
phones.

The brand is also inno-
vating, improving its origi-
nal peach flavour and
launching two new drinks,
Red Fruits and Exotic
Fruits, with in-store tast-
ings throughout the year.
There are also new new
size formats adapted for
consumers’ needs: mini
cans of 15cl for young,
on-the-go, consumers and
seniors wanting to treat
their grand children as
well as 2x2litres for fami-
lies that consume large
volumes.
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Teas

Good additions
UK Fair Beverages has launched Good
Green Tea. The rtd range currently has two
flavours: original green tea; and green tea
with honey and lemon 

The drinks are aimed at health-conscious
consumers seeking the perfect accompani-
ment to meals on-the-go that is not only
tasty and refreshing, but also provides a
range of health benefits. Green tea contains
higher levels of EGCG, a powerful antioxi-
dant that stabilises free radicals, helping to
prevent damage to blood vessels, thus
reducing the risk of heart disease and other
health problems.

It is also thought EGCG helps in reducing
cancer cell growth and slows the progres-
sion of cancers, in particular colon cancer
and prostate cancer. Good Green Tea is for-
mulated with the right amounts of vitamin C
and citric acid to protect the EGCG in the
drinks and ensure that consumers derive
maximum health benefits.

Organic
USA AriZona Beverages has launched a
new line of USDA certified organic iced
teas. From the honey and cane juice that
sweetens the beverages to the fruit juices
and the antioxidant packed teas, each ingre-
dient is sourced organically.

Like all of the AriZona
brand beverages, the
organic teas contain no
artificial colours, flavours
or preservatives. The Ari-
Zona Organic Iced Tea
line includes the Arizona
cornerstone, Green Tea, as
well as Yumberry Green
Tea and Pomegranate
Green Tea. The organic
teas, which have 50 calo-
ries per serving, are avail-
able in 20oz bottles.

“With this new line of
organic teas our goal is to continue Ari-
Zona’s commitment to provide our con-
sumers with the best quality and most
healthful beverages possible,” said Wesley
Vultaggio, Creative Director at AriZona Bev-
erages. “And not only is each ingredient in
the Arizona Organic Green Teas chosen with
health in mind, but they are also blended for
superior flavour.”

Sparkling first
USA The Pepsi-Lipton Tea Partnership has
launched Lipton Sparkling Green Tea, the
first sparkling beverage from the Lipton
trademark. The drink is a blend of fruit
flavours, green tea and lightly sparkling water
which provides naturally protective flavonoid
antioxidants that can help the body protect
itself against free radicals, molecules that can
damage cells.

"Lipton Sparkling Green Tea brings
together the great taste and the goodness
of tea with the fun and sparkle of a soda,"
said Mary Barnard, Vice-President/General
Manager, Pepsi-Lipton Tea Partnership. "Now,
consumers really can have it all." 

Lipton Sparkling
Green Tea is available
nationwide in regular
Berry and both diet
and regular Strawberry
Kiwi and comes in
20oz, 1.5litre and
16.9oz 12-packs. The
launch is being sup-
ported by TV, radio and
digital advertising.

Green tea has been
the fastest growing seg-
ment of the rtd tea cat-
egory, with an average
annual growth rate of
16.5% (IRI, GDMx,
2006-2008).

Makeover
FRANCE Lipton Ice Tea, market leader in
France with a 63.4% value share of the ice
tea market, is 're-dynamising' its image faced
with growing competition from supermarket
own label.

The company is putting in place a poster,
TV and internet advertising strategy.

Targeting 15-25 year olds, a television
commercial called 'The Chase ' is being
shown in 15, 30 and 40 second spots. A
video game inspired by the advertisement

Fair trade
USA Santa Cruz Organic has introduced a
range of organic sparkling teas called TeaZer.
Working with Choice Organic Teas, the
drinks are a blend of fair trade certified tea
and Santa Cruz Organic fruit juice.

Each of the four new flavours – Lemon,
Raspberry, Pear and Passion Fruit - provide
a splash of juice to add flavour and charac-
ter to the carbonated tea blend.

Santa Cruz Organic found the perfect
partner in Choice Organic Teas as both
share a commitment to the environment.
They are Green-e cer tified, purchase
renewable energy cer tificates to offset
100% of the energy used to produce all
products and source organic ingredients.

Santa Cruz Organic is committed to a
clean planet, recycling 96% of all production
materials, while diverting over 37,000 tons

Fair Beverages has been set up as a social
enterprise. The privately held company will
donate a significant percentage of the net
profits to British charities and non govern-
mental organisations tackling the significant
problem of human trafficking in developing
countries, particularly Cambodia.

of waste from the local area landfill over the
past 13 years.
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Carbonates

PRODUCTS

Canned
UK A.G. Barr has launched its Barr’s Origi-
nals range of traditional soft drinks in
330ml aluminium cans. The range which
includes flavours such as Dandelion and
Burdock and Ginger Beer, is now available
nationwide in single serve aluminium cans
produced at Rexam’s Wakefield plant.

Ann Bonner, Marketing Manager, Rexam
Beverage Can Europe & Asia, said: “A.G.
Barr has a long tradition of quality bever-
ages and sold its first soft drink more than
a century ago. With cans having more than
50 years of history, the heritage of both
clearly resonates with such a high quality
drink whilst also embracing our innovations
to keep our customers ahead in today’s
market.”

Jonathan Kemp, Commercial Director for
A.G. Barr, said: “Since the launch in early
March, we have had excellent feedback
from customers who really like the look of
the can and the quality of the product
inside.”

Barr’s originals were first re-launched in
bottles a year ago. A.G. Barr extended into
cans for retail outlets and HoReCa oppor-
tunities.

100% natural
USA Fanta Orange, the leading fruit
flavoured carbonate has been reformulated
to include 100% natural flavours. The brand
has also been given a new look with
colourful illustrations and contemporary
graphics.

Fanta Orange is the first flavour in the
Fanta range to have 100% natural flavours,
By the end of the summer Apple and
Grapefruit variants will be introduced, both
featuring 100% natural flavours.

"We know that during these difficult
times, shoppers want to bring home prod-
ucts that the entire family will enjoy; we are
pleased to invest in our products and offer
the same great taste of Fanta now with
100% natural flavours," said Santiago Blanco,
Vice-President of Sprite and Flavors, Coca-
Cola North America.

“The introduction of this new formula-
tion and the new look of the Fanta line are
part of our ongoing efforts to reinvigorate
the sparkling beverage category in the US,
and Fanta will play a critical part in this
effort due to its strong connection with
moms and teens.”

Fanta Orange is available in multiple
retail and convenience channels nationwide,
in 12oz cans, 20oz bottles, 2 litre bottles
and multi-packs.

Limited edition
UK Britvic is turning the labelling on cans of
Tango upside down following a dare by
social networking site, Bragster.com, to drive
sales of the carbonated drink. The novel
reverse design appears on all 330ml variants.

Sally Symes, Senior Brand Manager for
Tango, commented: “Tango is a brand that
likes to do the unexpected and turn things
upside down – and this time we’re doing it
with our cans. The new upside-down cans
will only be available for a limited period but
will significantly increase visibility in display
units and consumer interest in the two and
a half million cans available.”

Green growth
THAILAND Sales of Pepsi variants in Thai-
land have grown substantially, thanks largely
to innovative marketing campaigns, with the
new Pepsi Green setting the pace.

Parinya Permpanich, Marketing and Sales
Operations Director for Bangkok-based
bottler Serm Suk, said that Pepsi Green had
achieved 32% higher sales in its first two
months after launch than the big-selling
Pepsi Gold achieved. Parinya pointed out
that Pepsi Green had helped the brand win
an award from 7-Eleven for generating a
20% increase in sales across the chain’s
nearly 4000 stores around Thailand.

The ‘Pepsi I Can Happiness’ campaign has
continued this year with a Songkran holiday
period special featuring giveaways, a mobile
beverage fountain and performances by the
group Buddha Bless. This went ahead
despite political protests in parts of Thailand
over the holiday.

Continuing through until 10th July is a
Pepsi Cool Bag redemption scheme, offer-
ing a stylish custom-designed cotton bag.
The scheme is built around caps from Pepsi
Blue, Pepsi Green, Pepsi Max, Pepsi Twist,
Mirinda and 7-Up.

SDI JUN09.qxd  25/6/09  14:17  Page 30



Soft Drinks International  –  JUNE 2009 31CARBONATES

Relaunch
SWEDEN Spendrups has relaunched
Orangina onto the home market with distri-
bution of the citrus juice drink planned
through grocery and convenience stores,
cafes and restaurants.

Not surprisingly, the relaunch comes with
a new-look for the Orangina bottle, which
will be sold in eye-catching 25cl, 50cl and
140cl round-shaped bottles. The Orangina
Light version of the product is available in
50cl and 140cl pet bottles.

Orangina has garnered something of a
cult or iconic status in Sweden. The original
version of Orangina was launched in Swe-
den in the 1930s.

"It's fun to work with a classic product
that still is so in tune with the times. Orang-
ina is a healthy alternative to sweet drinks,
with real flesh and without artificial flavours,"

Saudi drinks 
INDIA Hisham Aalmir Trading Private Lim-
ited has launched Saudi Arabia's soft drinks
Cade and Spicy Cola at Hyderabad in the
southern Indian state of Andhra Pradesh.

Managing Director of Hisham Aalmir Trad-
ing, Mir Rahmath Ali, stated that Cade and
Spicy Cola have been positioned as com-
plete family drinks. Packaged in 250 ml bot-
tles, Spicy Cola is priced at Rs. 25 ($0.5) per
bottle and Cade Cocktail offered in 300 ml
cans, costs Rs. 65 ($1.3) each. Cade Cocktail
is available in three flavours.

Speaking at the launch, M. Bhasker, Hisham
Aalmir Trading Private Limited General Man-
ager (Marketing) said, “We have set a target
to sell 300 cases (25 bottle packs) everyday
in twin cities. We have also set up regional
headquarters in six metropolitan cities in the
country to expand our sales. " 

said Helena Augustson, Marketing Manager
for water, soft drinks and fruit juices at
Spendrups.

Digital 
promotional
INDIA Coca-Cola India has been running a
digital promotion for its Thums Up brand.
Consumers looked under the crown cap
for a 9 digit unique code which they could
send via their mobile phones or the inter-
net to go into a draw to win a TVS Apache
motorbike.

The Thums Up Thunder Wheel campaign
was supported by new television advertis-
ing. Kashmira Chadha, Director - Marketing,
Coca-Cola India, said, “Coca-Cola in India
has always believed in adding excitement,
refreshment and fun into the lives of its
consumers. The ‘Thums Up Thunder
Wheels’ national initiative is yet another
endeavour in this regard, wherein con-
sumers get an opportunity to win attractive
prizes.”

Cricket givaway
UK Pepsi Max has been giving away £1 mil-
lion pounds this month with its 'Max it for a
Million' on-pack promotion. Consumers have
the chance to win £10,000 everyday. The
activity ties in with Pepsi's global partnership
with the ICC World Twenty20 England 2009
tournament. Pepsi Max will also give away an
extra £1,000 whenever a six is scored dur-
ing the tournament.

The promotion runs across Pepsi Max,
Pepsi regular and Diet Pepsi. To win con-
sumers need to enter the 10 digit code on
can ring pulls or labels to see if they have hit
a six and won the money.

Pepsi Senior Brand Manager at Britvic,
Noel Clarke said cricket is a great fit for the
brand and that he was confident Pepsi Max
will “really drive excitement for consumers
which will results in great sales for our cus-
tomers.”

See you at ...
Drinktec, Munich

Worldwide Food Expo, Chicago
Fi Europe, Frankfurt

To make an appointment with SDI at these events
email: publishing@softdrinksinternational.com

or call +44 (0)1202 842222

SDI JUN09.qxd  25/6/09  14:52  Page 31



32 Soft Drinks International  –  JUNE 2009BEVERAGE FOCUS

The carbonates category’s contribution to the
development of the global soft industry can

never be understated. It is 123 years since the
pharmacist Doctor John Pemberton put together
the formula for Coca-Cola and 116 years since
another pharmacist, Caleb Bradham, created what
was to become ‘Pep Cola’, but their impact has
certainly stood the test of time. The role that Coca-
Cola and PepsiCo have played in the expansion of
the global carbonates market is highlighted by the
fact that in every region around the world, with
the exception of East Europe, more than 45% of
volumes are colas (in what is perhaps a throwback
to the dark days of the Cold War). Today around 4
in every 10 litres of soft drinks consumed around
the world fizzes and under Canadean definitions
falls into the carbonates category. Every inhabitant
of the global village drank more than 30 litres of
carbonates in 2008.

Share down, volume up
Inevitably as the soft drinks market has evolved,
the broadening range of alternatives available to
drinkers has eroded the share of carbonates and

domination continues

Carbonated soft
drinks remain
the world’s
favourite choice
for refreshment,
reports Richard
Corbett.

Carbonates

carbonates share of the soft drinks market has
fallen from around 50% a decade ago. A falling
stake of the market does not mean that in volume
terms the global carbonates market has been
shrinking; on the contrary, demand continues to
increase and since the turn of the century, the cat-
egory has expanded by well over 18%. The 23
billion litres increase in sales between 2002 and
2007 almost equates to the whole of the global
juice category. 

It is simply a case that over the last 10 years, as
carbonates demand has increased other cate-
gories have risen more quickly - between 2000
and 2008 the global soft drinks market increased
by 40%. Packaged waters and more specifically
still waters, as is well documented, have enjoyed
a steep growth curve, triggered by poor quality
municipal water and the rapid widening of avail-
ability of still waters. Water growth has resulted
in its share of global soft drinks surging to 30%, a
rise of almost 10% in 10 years. It would be wrong
to assume that increased water sales have always
come at the expense of carbonates; both offer
refreshment but water fulfills a more basic need,
while arguably carbonated soft drinks provide a
higher level of pleasure. In many countries where
carbonates sales may be cooling, it is still drinks
and iced teas that have benefited the most, as
drinkers switch from carbonates.

Developing markets offer growth
On the global stage, the world can be divided
between the maturing or the developed markets
for carbonates where sales are slipping, static or
only edging forward, and the developing world
where carbonates sales have expanded rapidly in
the last 10 years. The maturing or the developed
regions include North America, West Europe and
Australasia, while the developing world incorpo-
rates Asia, Central & South America, East Europe,

Source: Canadean

Source: Canadean

Carbonates remains top of the tree.

North America is the spiritual home of the carbonates category.
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the Middle East and Africa. The spiritual home of
the carbonates category and the world's biggest
market with a quarter of sales, North America,
has been declining since the end of 2003, while
in Australasia demand for carbonates is static and
West Europe sales have been edging forward.
These static and declining markets are more than
compensated for by the level of growth registered
in developing markets, and the developing world
has been the source of the great expansion of the
world carbonates market.

The obesity factor
As waistlines widen in the developed world, the
finger has been pointed at the carbonates indus-
try. The obesity debate has undoubtedly been an
important factor in the carbonates slowdown in
the developed world. The full marketing muscle
of the carbonate big guns has fallen behind an
assortment of diet and light products which have
enabled the category to respond responsibly to
the issues. North America has the highest low
calorie penetration but Australasians are not far
behind; in both regions low calorie share is
approaching a third of all sales. Both markets
have been a hotbed of diet drink innovation,
which has been an important factor in the seg-
ment's development. West Europe is catching up
but is still behind on 23%. In contrast the rest of
the world is some way behind the global average
of 15%, and the issue of obesity and soft drinks is
considerably less pronounced. Low calorie share
increased however in every region across the
board in recent years. 

In places where the debate rages over links
between carbonates and obesity, the role of low
calorie innovation will be critical in maintaining
consumption levels. Most importantly, taste
issues will need to be overcome in flavour seg-
ments other than colas. The ratio of light to regu-
lar drinks will continue to move in the direction
of light drinks, but in many areas of the world
these diet/light products continue to be irrelevant
to many consumers.

Value under pressure
What will probably be more influential to the
short term prospects of the category are the dark-

ening clouds of the global economic downturn.
Most of the key economic indicators point to
worsening conditions. Unemployment levels
have accelerated during the first few months of
2009, while the GDPs of almost all markets have
either shrunk or slowed. Already the wind has
been taken out of the developing regions' growth
levels - Canadean research consultants in the new
Quarterly Beverage Tracker are now forecasting
the East European carbonates market to decline
by 2% in 2009 (a factor compounded by poor
weather in first quarter 2009). In the developed
world, West Europe is now forecasted to fall in
2009, while North America will see losses accel-
erate. What will be of more concern will be the
fact that volume performance will be consider-
ably better than value performance. The evidence
already points to thriving hard discount stores,
rising private label share and drinkers staying at
home and not eating out so much; all this is sap-
ping value from the category. 

How long the recovery process will take is
complex to assess but when recovery does come
then the carbonates ball will continue to roll
again. Carbonated soft drinks have established
themselves as a key part of consumption culture
across the world. Fizzy drinks may have raised
concerns over sugar intake in some corners of the
world but they have added the concept of pleas-
ure to our basic refreshment requirements; all
over the per-iod of a century. Inevitably drinker's
consumption range will broaden but carbonates
will remain the King of Soft Drinks for many
years ahead. ■

Source: Canadean

Source: Canadean

Richard Corbett is a Strategic
Analyst at UK-based Canadean
Ltd, the leading global
beverage research consultants.
Email:
richard.corbett@canadean.com

Light share remains small but low calorie is not a key driver in many parts of the world.

In West Europe diet or light products are a driver.
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a European perspective

Automatic 
vending

There are approximately 3.7 million vending
machines in Europe, on average one per 187

inhabitants. In some countries, however, accord-
ing to Director General of the European Vending
Association (EVA), Catherine Piana, the density
is much higher; in Netherlands or Italy for
instance 1:78 and 1:85, respectively. 

Piana, who was speaking to the more than 150
participants (manufacturers and operators of the
machines in question plus suppliers of ingredi-
ents) of an EVA conference in Berlin called
EurOps 2009, referred to results of the very first
survey of the European vending market, conduct-
ed in 21 countries by Datamonitor. The market
research agency’s Siddika Jaffer said that every
day, some 161 million people (i.e. between 22%
and 23%) in this part of the world use a vending
machine, although another 167 million (24%) do
not, at least not on a regular basis.  

Location, location
The number one reason why so many people do
not buy anything from these “automatic retailers”
is that there are simply none around or, as one
conference participant put it, a quarter of all
Europeans do not have access to vending
machines at all. “Their locations are often very
haphazard,” she complained. 

The most frequent such place, according to the
Datamonitor survey, is an office (usually its hall),
followed by canteens and – for some perhaps
rather surprisingly - hospitals. A great majority of
vending machines, meanwhile, are at companies
and only a smaller number on public premises
such as train stations or airports, probably
because in former of these two cases, targeting the
customers is easier as they form a more compact
and homogenous group. 

At workplaces, however, such machines could
soon start losing many of their customers, now
that there is a serious economic recession and
some people are as a result losing their jobs and
staying home. Another problem is that machine
operators often aren’t forced to make any substan-
tial improvements regarding for instance their
respective product portfolios because there is
only one vending machine around, in other words
they hold a monopoly of sorts. 

The EVA director could not provide figures
regarding share of cold soft drinks in overall cus-
tomer purchases from vending machines through-
out Europe, saying only that “millions of cans
with such products inside are sold every day”.
The sole data available, therefore, is that more
than 70% of these machines offer hot beverages,
especially coffee, the remaining 30% or so
accounting for cold ones plus various food prod-
ucts (e.g. sandwiches). 

The European vending industry, according to
Piana, gives work to approximately 100,000 peo-
ple in some 10,000 companies (mostly SMEs) that
are involved in either production itself or the
respective services. Manufacturers of the
machines are located in eight countries –
Denmark, Germany, Hungary, Italy, Netherlands,
Slovakia, Spain and United Kingdom. 

Coins versus cards
A topic widely discussed at the Berlin conference
was payment options because the second most
cited reason why people do not use vending
machines, according to the Datamonitor survey, is
they do not have the necessary coins. Cash, the
conference participants agreed, can be replaced
by contactless credit cards (they have in fact been
applied in the vending segment of retail since
2007) and lately also by mobile phones (which
moreover enable the customer to communicate
with the bank account). 

The cards usually have a limit of 25 euros but
as Csaba Szalai from Swiss company Microtronic
pointed out, people rarely if ever spend more than
that when making a purchase from a vending

Lubomír Sedlák
reports on the
recent European
Vending
Association
conference.
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machine. The payment system via cellular
phones, meanwhile, is called Near Field
Communication (NFC) and as two existing exam-
ples in Europe, Szalai mentioned the one by
Barclay & Orange in Great Britain or by Carrefour
in France. 

Share of cashless payments in total transactions
made in Europe with regard to vending machines
is not known but one of their manufacturers pres-
ent in Berlin told Soft Drinks International that in
the case of his company, credit cards and other
similar systems account for between 10% and
30% of the sales. Discussion at the conference
revealed that in the United States, there are
already thousands of such ‘contactless’ machines
selling Coca-Cola but its representative at the
event pointed out that in Europe, at least in its
post-communist central and eastern part, their
proliferation will take time. 

Asset protection
Now another consequence of the current reces-
sion on companies, vending sector not excepting,
besides the already mentioned fact that there are
more people without work, is an increasing num-
ber of thefts and frauds. “Best estimates suggest
these phenomena could account for between 8%
and 12% of turnover,” Brian Tustain from
Associated Vending Services of Britain told the
conference participants. 

“This segment of the retail industry is a low-
wage business and the less paid an employee is,
the more chance he or she will steal from you”,
Tustain went on to say. Besides coins, this person
could also be taking the actual products from the
machines, bottles of Coca-Cola being just one
example. “When did your staff last approach you
to purchase some stock for home use”, he asked in
this respect. 

Not that it is solely the rank-and-file workers
who should be constantly under surveillance. In
the UK vending industry, for instance, there were
recently two high profile cases of trusted and
well-paid managers who had committed signifi-
cant fraud by forging cheques, bank statements
and payrolls. 

Environment
The conference also discussed the issue of envi-
ronment. In Europe, almost 25 billion plastic cups
are used every year (not merely in vending
machines, of course). ‘Green’ alternatives exist,
according to Esther Hoffmann from the German
Institute of Ecological Economy Research, but
share of biodegradable cups is unfortunately at
present less than 1%.  

The machines themselves, meanwhile, are a

major consumer of energy. “In the United States,
the manufacturers of those for refrigerated bever-
ages can if they meet certain consumption criteria
become so-called Energy Star partners,”
Hoffmann explained. 

One of the main problems, however, is that
most companies operating vending machines are
SMEs and these in general attach less importance
to protection of environment, she conceded. 

A 24 x 7 retail segment
So what is the immediate future of European
vending industry? The market situation is not
easy and it is time for all involved to be more
modest, stressed the president of EVA, Arnod van
Amerongen, while Michal Piotrowiak from the
Polish Vending Association was even more res-
olute when he warned that investment in new
vending machines has slowed down considerably
and that “expansion is simply over”. 

Some conference participants were also com-
plaining about a negative image of vending
machines created by the media. The overall
impression evoked is that these “automatic retail-
ers” are obsolete and not well maintained, they
said. 

Others believe, however, that the market is def-
initely still not saturated and that there are oppor-
tunities as well. “Our main competitive advantage
over other retail segments is that this is a twenty-
four-hours-a-day and seven-days-a-week busi-
ness,” van Amerongen pointed out in this respect.  

What conference participants differed on was
whether higher revenues can be reached by rais-
ing prices. Some expressed belief that if the
respective product is “trendy” enough, it can be
more expensive, but according to others the way
to proceed, now that there is an economic crisis
raging outside and people’s purchasing power
diminishes, would be to expand the portfolio
inside the machine because the range of products
is still not large enough. 

This second group was also of the opinion that
sales can moreover be increased by various ‘gim-
micks’ such as music coming out of the machine
once coins are inserted. The turnover of one oper-
ator present at the conference, meanwhile,
increased by 30% after his company had begun to
use vending machines with small lifts behind the
see-through glass doors, bringing that bottle of
Pepsi all they way down to the slot at the bottom.■

Lubomír Sedlák is European
Correspondent, Soft Drinks
International.
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in soft drinks packaging

Consumer-driven
trends 

The economic environment is only part of the
challenge facing the soft drinks industry

today. Consumers may not always be keen to
pay more for a drink but their expectations are
characterised by rising demands across the
board, not only around the quality and nutri-
tional value of the product, but also around
environmental concerns and food safety. 

In today’s increasingly cost conscious and
competitive marketplace, drinks companies are
working hard to reduce operating costs and
optimise performance while adapting to con-
sumer concerns. There will be no let-up on the
demand side and the soft drinks market contin-
ues to see long-term growth as consumers
switch away from carbonated drinks toward
healthier drinks. Aseptic carton packaging
responds to these competing demands by ensur-
ing the nutritional value of all drinks products
without the need for artificial and chemical
preservatives.

Healthy trend
A trend toward healthy, nutritional food and
beverages is spurring the continued growth of
juice and nectars, whose segment is a clear
example of exceptional increase and the need
for the right packaging. Since 2005 the ambient
ready-to-drink segment has driven the growth
of the juice and nectars market with a com-
pound annual growth rate (CAGR) of 4.2%,
reaching over 67% of the global market in 2008.
Ambient volume rose from 27 billion litres to

30 billion litres from 2005 to 2008 while chilled
remained flat at 11 billion litres during the
same period. The tea-based drinks segment is
driving the growth of the global soft drinks mar-
ket with a CAGR of 9.9%, reaching 27.3 billion
litres in 2008. 

In addition to consumer demand trends,
there is an interesting focus on environmental
issues. Package choice has an impact on the
environment. Cartons have a competitive envi-
ronmental footprint across their entire life
cycle. They are also the only packaging for liq-
uid food made from a natural and renewable
resource – some 75% of a Tetra Pak package is
made from paperboard. The use of renewable
raw material contributes to lowering the CO2

impact of the packaging. Tetra Pak has already
achieved 100% traceability of wood fibres in its
paperboard from suppliers in Europe and South
America and 97% across the globe, putting the
company on track to achieve 100% certified
traceability globally within a few years.  

According to market research firm,
Globescan, which specialises in environmental
trends, environmental and energy are the most
important factors influencing the beverage
packaging sector – almost doubling in impor-
tance over the last two years. This helps explain
the increased interest in carton packaging by
drinks producers. Not only are cartons lighter
in weight than glass bottles carrying the same
volume, but they also take up less space, mak-
ing them easier to transport and allowing for
more products per square metre. This helps

Chris Kenneally
writes on current
challenges and
developments.
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producers reduce transport costs and their car-
bon footprint, helping them to improve their
environmental profile, while they also reduce
their operating costs. 

Environmental concerns
Drink manufacturers as well as consumers are
becoming increasingly aware of the environ-
mental impact of the goods they produce or
buy: whether less CO2 is emitted during pro-
duction of the product or packaging; if it is eas-
ier to be recycled; if it allows more cost
effective and efficient transportation and stor-
age. 

Businesses that are environmentally con-
scious when selecting their packaging are often
praised by consumers, but this is a complex
issue. Many consumers would not sacrifice
price, practicality or ease of use in favour of a
product in an environmentally sound casing.
However, if presented with two identical prod-
ucts, most would opt for that with the lowest
environmental impact. 

Nowadays, consumers are keen to know more
about the products they purchase and packag-
ing provides that all-important data. Be it ingre-
dients, storage guidelines, country of origin or
even recipe ideas, they expect to find it all here.  

Also drinks companies operating in growth
areas such as juice and nectars demonstrate
how focusing on light weight and environmen-
tally smart packaging is vital to minimise the
environmental foot print and economise. In
2008 over 1000 brand owners in 126 countries
have used Tetra Pak packaging for juice and
nectars.

Drinks producers are looking for more intelli-
gent ways to effectively manage their different
lines. One example of this is the more robust
and operationally efficient Tetra Pak iLine™
solution – introduced in 2008 – which enables
soft drinks companies to increase capacity and
reduce operational costs by up to 40%, depend-
ing on the configuration. This new generation
of high performance aseptic carton packaging
solutions achieves these improvements thanks
to a novel process control and information man-
agement system.

Meeting the challenge
Part of the challenge of course is keeping pace
with changing consumer habits and trends.

Chris Kenneally is Global
Marketing Director at Tetra Pak.
www.tetrapak.com

Indeed, what does the future hold? Like soft
drinks companies, Tetra Pak predicts that con-
sumer concern for food safety, the environment
and cost issues will continue to increase –
matched only by the industry’s increasing
demands on the technology behind the process-
ing and packaging solutions. 

Coupled with this are numerous geographic
and cultural variances in consumers changing
needs. Tetra Pak’s global ethnographic research
continues to deepen our consumer understand-
ing to help us with product innovation in the
area of packaging design. 

Holistic innovation
The only way to address today’s increasing
pressures is to do it in a way that embraces the
entire product life-cycle. At Tetra Pak we are
constantly investing in developing new prod-
ucts and services that enable our customers to
run their operations with maximum efficiency,
while delivering minimum environmental
impact, meet consumer’s expectations for con-
venience and food safety, while helping to
reduce costs. We apply a holistic approach to
increasing efficiency and minimising impact.
Tetra Pak has a long-standing commitment to
understanding consumer needs and the market-
place pressures. Tetra Pak Consumer Concepts
Lab in Modena is one of many research and
innovation facilities, but is an example of how
we focus on creating new products that serve
the changing needs of soft drinks companies
and consumers. It has already yielded over 900
new product concepts. The first commercial
products based on this approach are expected
to be tested in 2009.

The food and drinks industry expects pro-
cessing and packaging solutions providers to
address these challenges, by using resources
efficiently, meeting food safety needs and
streamlining operations, while helping our cus-
tomers to remain competitive.  

Delivering value
The economic climate may not soften for some
time to come. Neither – however – will the
expectations of consumers. The pressures are
intense. Tetra Pak continues to learn and inno-
vate, helping the industry to meet the compet-
ing challenges in ways that will deliver real
value. ■

“We apply a
holistic
approach to
increasing
efficiency and
minimising
impact”.
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Held in Geneva, Switzerland from 5th to 7th
May, Vitafoods International is the world’s

leading nutraceutical exhibition. 
Focusing on functional ingredients for food and

beverages the event was attended by more than
8,500 visitors and 500 exhibitors. In addition to
the exhibition, a programme of features included
an International Conference, an International
Discussion Forum and a New Products Showcase.

Rousselot
Rousselot presented detailed figures resulting
from two clinical studies involving women in
Japan and France which measured the effective-
ness of Peptan hydrolyzed collagen on skin heath
and the extent to which Peptan represents a very
potent nutricosmetic ingredient that contributes
to healthier skin.

Rousselot objectives were to precisely measure
the effect of daily oral intake of 10g Peptan
Hydrolyzed Collagen on skin and to evaluate its
acceptability by users. The trials were performed
in a three month period.

The double-blind randomised clinical studies
versus placebo were carried out on 80 healthy
female subjects aged 35 to 59. Moisturising and
anti-aging effects as well as tolerance were meas-
ured using leading edge technologies and meth-
ods. Researchers come to the conclusion that
regular intake of Peptan Hydrolysed Collagen
improves the basic skin condition and structure:
the skin is better hydrated, the number of micro
relief furrows are reduced and the formation of
deep wrinkles is prevented.

all the right ingredients

Now in its 12th
year, Vitafoods
continues to
lead in
nutraceuticals

Vitafoods
International

Fortitech
Fortitech Europe ApS demonstrated its capabili-
ties and versatility in premix blending. In addition
to working with food and beverage manufacturers
throughout the world, Fortitech is taking a proac-
tive stance to dramatically decrease the number of
people affected by micronutrient malnutrition
through the company's newest business unit, the
World Initiative for Nutrition (WIN). Already, the
company provides vitamin and mineral premixes
to fortify staple foods in Asia and in Africa. WIN's
focus is to work with non-governmental organisa-
tions, governmental and international agencies
aiming to improve nutrition. 

During the show Dr Ram Chaudhari, Sr.
Executive Vice-President, Chief Scientific Officer
for Fortitech Inc, presented a technical seminar on
the fortification challenges of foods and beverages. 

Taiyo
At the Taiyo Europe stand the company show-
cased its range of active green tea products.
Research into green tea continues to uncover fur-
ther health benefits,

Naturally occurring catechins specific to the
Camilia sinesis – commonly known as green tea –
are thought to be responsible for the plant’s
antioxidant and anti-inflammatory effects. By
neutralising free radicals within the body, these
catechins help reduce cellular damage. Green tea
also contains the amino acid L-theanine, known
for reducing psychological and physiological
stress responses and exerting a calming effect on
the body.

Green tea has been linked with health benefits
throughout the body, including regulating blood
sugar, promoting digestion, and improving mental
processes. The natural antioxidants delivered by
Taiyo’s Sunphenon TH and XLB claim to help reg-
ulate blood glucose levels, boosting metabolism
and lowering intestinal absorption of cholesterol,
ultimately promoting weight loss and a healthier
heart.

Taiyo enhanced its functional ingredient port-

Peptan hydrolyzed collagen
from Rousselot.
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folio with the launch of SunAmla. Long regarded
as a cornerstone of Ayurvedic medicine, the amla
fruit (Emblica officinais or the native Indian
gooseberry) offers a powerful combination of vita-
mins, polyphenols and dietary fibres, promoting a
healthy immune system and general wellbeing.  

The fruit works throughout the body to deliver
a variety of health benefits.  Proven to promote
vascular health, the amla can improve blood flow,
helping to prevent thrombosis and inflammation.
Metabolism and digestive function also benefit
from the amla’s natural properties, which balance
glucose levels and ease conditions such as hypoc-
holestomia and hypolipidemia. Regulation of
body weight is aided as levels of visceral fat stored
within the body are reduced. The fruit’s impres-
sive concentration of antioxidants, along with
extremely high levels of vitamin C and gallic acid
serve to protect against oxidation of the cells, the
process responsible for ageing. 

“Instances of illness such as type 2 diabetes and
obesity are widespread matters that we must
address in today’s society” commented Josef
Skrna, Marketing Manager at Taiyo Europe.
“SunAmla is a highly bioavailable formulation,
designed to facilitate the delivery of vital compo-
nents such as polyphenols, which work to combat
free radicals, in turn contributing to all round bet-
ter health.” 

Waitaki
New developments in natural anti-inflammatory
ingredients for effective joint health maintenance
were unveiled by Waitaki Biosciences with the
launch of the company’s latest stabilised
Greenshell Mussel (GSM) powder. 

The powder is already known for its outstand-
ing purity and quality and is used extensively as a
natural anti-inflammatory for consumers of all
ages who are seeking to maintain joint health and
improve mobility. Three key components have
been identified as primarily being responsible for
the beneficial effects of GSM – omega 3 fatty acids
(DHA, EPA) glycosaminoglycans (GAGs), and
phosphorylated glycogen. It is these three com-
pounds working together that generate the anti-
inflammatory and joint cushioning effect of GSM.
The company says that while research continues
to identify the exact biochemical mechanism of
each compound, it is clear that the activity of the
three combined in GSM powder exceeds the sum
of each individual component revealing an impor-
tant natural synergy present in whole mussel
powder.

Martek
DHA omega-3 specialist Martek emphasised the
importance of DHA over other forms of omega-3
for maintaining brain, eye and heart health. This
follows a statement from the International Society
for the Study of Fatty Acids and Lipids (ISSFAL),
which states that preformed DHA (docosa-
hexaenoic acid), not EPA (eicosapentaenoic acid)
or ALA (alpha-linolenic acid), should be con-
sumed to achieve an enhanced DHA status that is
important for optimal health. ISSFAL is a respect-
ed international body of the world’s experts deal-
ing with the health impact of dietary fats.

"This policy statement from ISSFAL outlines a
compelling scientific basis for preformed dietary
DHA as a central omega-3 fatty acid needed for
human health," said Dr J Thomas Brenna, a lead-
ing omega-3 expert, lead author of the ISSFAL
policy statement, and professor in the Division of
Nutritional Sciences at Cornell University. “It
underscores that ALA and EPA cannot substitute
for preformed DHA in the diet.”

According to ISSFAL’s statement, neither ALA
nor EPA supplementation of the diets of
Westerners was able to significantly raise the
bloodstream levels of DHA; however, consuming
preformed DHA was quite effective at doing so.
Recent scientific thinking has concluded that con-
version of ALA to DHA is essentially negligible

The New Products Showcase at Vitafoods International featured a range of innovative beverages.

SunAmla from Taiyo is derived
from the amla fruit (Emblica
officinais or the native Indian
gooseberry).

Natural and sustainable farming provides the raw materials for Greenshell Mussell (GSM)
powder from Waitaki Biosciences.

Continued over
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and unable to meet the body’s needs for DHA.
"Martek applauds ISSFAL for advising con-

sumers and healthcare professionals that there is
no substitute for getting preformed DHA in the
diet,” said Martek European Scientific Affairs
Director, Dr Rob Winwood. “Unfortunately, the
average Western diet does not contain healthy lev-
els of DHA, even as the body of research support-
ing the health benefits of DHA for brain, eye and
heart health throughout the lifecycle continues to
grow. Sources of DHA include algal oils, certain
species of fatty fish and fish oils, DHA supple-
ments, and foods fortified with DHA like milks,
juices, eggs, yogurts, cheeses, breads and other
food and beverage products. This statement will
go a long way toward ending the confusion about
the best sources of DHA."

Roquette
Roquette highlighted its new sustainable
resource: microalgae and the launch of its devel-
opment programme entitled Algohub, a consor-
tium of 14 partners, each contributing their
expertise in the areas of pharmacology, cosmetol-
ogy, marine biotechnologies, aquaculture, human
and animal nutrition, and extraction of active
compounds. 

In addition, the company exhibited a number of
its nutritional and functional ingredients includ-
ing its premium range of Glucidex maltodextrins
and dried glucose syrups; Starlac, a starch and
lactose compound; Pearlitol, a mannitol range
offering improved stability and Lycoat a starch-
based polymer.

Plantextrakt
Plantextrakt, one of the world's leading manufac-
turers of tea and herbal extracts and decaffeinated
tea, introduced its new liquid concentrate. 'elexia
– the genuine taste of nature' 

“Consumers are looking for naturalness and
functionality without making any sacrifices in
terms of full-bodied taste. Plantextrakt identified
this worldwide trend at an early stage. We have
been able to achieve a taste experience that comes
closer to that of freshly brewed tea than ever
before with elexia – the genuine taste of nature,"
explained Oliver Hehn, Plantextrakt's Product
Manager. "Furthermore, the new product concept
also offers clear functional benefits. For example,
the elexia green tea has a high antioxidant con-
tent.”

Visitors to the Plantextrakt stand were able to
find out all about the functional benefits and gen-
uine taste of the high-quality liquid concentrates.
Black and green tea, as well as a number of herbal
variants, constitute the basis for elexia – the gen-
uine taste of nature. "We have struck exactly the
right note among our customers in the food and
beverage industries, as well as the consumers,
with elexia, This was confirmed by the discus-
sions with many interested visitors during the
Vitafoods fair," said Hehn.

The positive effects of selected herbal extracts
on skin cells are underlined by a recent scientific
study carried out by Plantextrakt. The results
were presented with reference to the Extracts for
Success concept at the trade fair. 

Lipid Nutrition
Lipid Nutrition presented the latest news on
weight management ingredients, PinnoThin- the
appetite suppressant and Clarinol CLA- for body
fat reduction and body shaping. Both ingredients
have shown strong growth and resistance to a
more challenging global economy. The company
also took part in the Supplier Seminar to explain
the benefits and opportunities of new healthy
lipids. 

Lipid Nutrition has reasons to be optimistic.
John Kurstjens, Global Group Manager Marketing
explained: “We are monitoring the economical
developments closely, but looking at our current
business we still see growth in projects that are
started in the dietary supplement and food mar-
ket. We believe that in times of crisis people will
think more about things that are most important to
them and health is definitely one of those things.”Examples of healthy and functional beverages from around the world were on display.

VITAFOODS 
- continued
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Syral

Syral promoted its new soluble wheat protein
Meripro. This highly soluble and digestible veg-
etable protein is convenient for the protein
enrichment of a large variety of foodstuffs
designed for weight management and sports nutri-
tion, such as meal substitutes, cereal bars or iso-
tonic drinks. High proteins diets have been
proven to be efficient to lose weight and avoid
secondary weight gain, compared to other popular
diets. This is notably due to the positive effect of
proteins on satiety, as proven by different studies
in rats and humans.

Gelita
Gelita turned the spotlight on its new therapeutic
agent against osteoarthritis, Fortigel. 

This is an active ingredient which specifically
stimulates cartilage metabolism and enhances the
synthesis of cartilage cells. The efficacy of Fortigel
in the treatment of degenerative joint diseases has
been confirmed in a number of international pre-
clinical and clinical studies conducted by inde-
pendent and renowned research institutes, such
as the Collagen Research Institute (CRI) in Kiel,
Germany, Penn State University, Harvard
University, and Tufts Medical Center in Boston,
USA. Recent study results with sports people put-
ting heavy stress on their joints demonstrates not
only pain reduction and increased mobility but
also a performance increase of 1%.

DSM
Visitors to the DSM stand saw the company's new
Vida line part of the company's global strategy to
align its portfolio of functional ingredients under
a new umbrella brand. Each product offers a spe-
cific consumer health benefit – resVida for
healthy ageing, geniVida to improve bone health
and help reduce menopausal symptoms, tensVida
for healthy blood pressure maintenance and
insuVida for blood glucose management. The
Vida brand name, attached to all products within
the range, has been created to add value. It signi-
fies a science supported product of exceptional
quality which is backed by real consumer insights
into branded health ingredients.

DSM also promoted its natural green tea
extract, Teavigo and its move into consumer
branding, plus the continuing commercial success
of weight management ingredient, Fabuless.

Vitafoods 2010
The next edition of Vitafoods will take place again
at the Geneva Palexpo, Switzerland, between 18th
and 20th May. For further information visit
www.vitafoods.eu.com ■

Picture courtesy of Waitaki Biosciences
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Plant design is not only about equipment set-
up, area placement and the number of

valves. It’s much more complex than that. 
Successfully designing a food production

plant is about managing customer co-operation,
equipment, people, society requirements, food
safety, sustainability, performance and a num-
ber of other factors.

This is why we like to see plant design as a
project implementation, using project method-
ology to bring all factors together. To create a
successful plant design, you need to be good at
managing large, complex projects. We use our
extensive competence, technological know-
how and long experience to bring equipment,
localities, people and third parties together, to
deliver a plant with optimised, predefined per-
formance, uncompromised food safety and min-
imal environmental impact.

Top notch equipment is far from enough
When handling plant design projects, they need
be considered from many different angles to
reach the optimal solution. What is the scope?
The complexity? 

We use a project work process model specific
to the food processing industry, based on clas-
sic project management and system engineer-
ing, to find the answers and implement the
findings.

The important parameters are:
• Technical competence; in the delivered

equipment, in the production solution and in
the people who are involved in the project. To

optimising performance

Katerina
Höglund
explains what is
involved and
needsto be
considered.

Plant design

optimise the production parameters – perform-
ance, scope, time, cost and quality – the project
group must be able to design a product proposi-
tion defining its efficiency requirement, pro-
duction flexibility needs and optimum factory
layout facilitating maintenance and future
extensions. Then, the technical part of the proj-
ect is drilled down into detailed engineering,
like functional description, equipment selec-
tion and specification, flow and CIP routing,
programming and documentation, and much
more.

• Execution competence; in the delivery of
project equipment, in plant performance, in
project time management and much more. The
execution competences rest on our unique work
processes model in the sales and implementa-
tion phases, together with a well-established
customer contract which includes performance
guarantees. 

The important site phase involves many peo-
ple and critical tasks, such as installation, com-
missioning and performance testing, where
execution competence and our structured work-
ing order - with a time plan and quality assur-
ance - is crucial for a successful project. The
project is also verified by extensive factory
acceptance tests together with the clients.
Another crucial area is knowledgeable procure-
ment of external equipment and human
resources. Tetra Pak often works together with
our long-time business relations to minimise
risks during the site phase. 

• Business process; a proven working method
is needed behind the project execution. In order
to implement the plant design as agreed, on
budget, on time and to the customer’s satisfac-
tion, we have developed a work process model
built on project methodology and system engi-
neering – UCCD (Understand, Create, Convey,
Deliver) – which has proved to be an excellent
business environment for executing customer
projects.
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• Project management; handling large proj-

ects, such as a complete plant design from start
to finish, demands professional project manage-
ment to keep things in line, on time and on
budget. Successful projects are never one-man
achievements.

At Tetra Pak we are experts in working in
global teams, drawing from the expertise, expe-
rience and knowledge from the various compe-
tences represented in our company, all around
the world, to meet our customers’ needs, to cre-
ate a plant design at the requested quality and,
performance levels, with the lowest possible
environmental impact, the project manager
builds a partnership with the customer. And we
have a good number of very experienced project
managers certified by PMI.

In the start phase of a project, studies, quota-
tions and reference visits to similar plants are of
great benefit. 

Global knowledge with local presence
Global Projects is the main organisation within
Tetra Pak Processing Systems which handles
major projects for customers. This means that
we handle global customer projects together
with our local market organisations. 

At Tetra Pak Processing Systems we continu-
ously develop our working methods, tools and

Katarina Höglund is Manager,
Organisational Development,
at Tetra Pak Sales and
Engineering.
www.tetrapak.com

equipment, to enable our customers’ success. 
Using the project methodology to manage

complex plant designs is and will remain one of
our most important means to increase our
speed, our flexibility and our efficiency, and
thus make our customers lead over their com-
petitors.

Unique solutions
Tetra Pak has the experience, the competence
and the equipment to create complete plant
designs with performance guarantees pre-
defined in the contract. 

We keep track – of the project as a whole – to
successfully complete large plant design proj-
ects. Our systematic methodology gives our
projects a structured working order, with a time
plan and quality assurance on the way.

The project methodology works – regardless
of the product. Whether it’s milk, juice, pre-
pared food, cheese or ice cream – the plant
design follows the same project route.

As the strong player on the market, we are able
to supply all parts of a food production plant –
processing, packaging and automation – Tetra
Pak takes plant design to a higher level – where
plant performance, including environmental
impact, is central and performance guarantees
are key. ■
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lifestyle. Given the political instability in the
country and the global economic slowdown,
Thai consumers are keeping a watchful eye on
their wallets, with many cutting down on
impulse purchases of food and drinks.

Soft drinks manufacturers are adapting their
investment and marketing plans to keep up with
consumers’ consumption patterns. As a result, a
low pricing strategy is widely being used by soft
drinks players to maintain bottom-line growth.
In a poor climate, affordability is the key which
can not only maintain consumption frequency
for existing consumers but also encourage prod-
uct sampling from new consumers.

Private label contractors and economy brands
may find the recessionary environment a great
opportunity in which to grow their market share.
Euromonitor International’s latest research
shows that Thailand is, in fact, one of the fastest
growing markets for private label soft drinks in
Asia-Pacific, underpinned by the rapid develop-
ment of chained convenience stores and super-
markets. This is impressive, given that private
label sales of soft drinks are sporadic in many
Asian countries, including China and Vietnam.
Sales of private label bottled water in Thailand,
for example, accelerated by a volume CAGR of
30% over 2004-2008, outperforming all the
mainstream players over the same period. By the
end of 2008, private label commanded a share of
2.4% in the bottled water category. Looking
ahead, contractors and chained retail formats are
expected to take advantage of the weakening
purchasing power and advance their market
position further over the short to medium term.

Here comes AJEGROUP
Although slow growth is predicted, carbonates
are still the most consumed drinks. The Latin
American cola giant AJEGROUP is well posi-
tioned to cash in on this demand for low-priced
drinks. Thailand is the first stop for AJEGROUP’s
expansion into Asia and the company has invest-
ed heavily in marketing activities to impress

a business perspective

Hope Lee
discusses the
impact of the
recession and
the growing
profile of Thai
companies.

The contagion of the global financial crisis has
noticeably impacted the consumption of soft

drinks in Thailand, with consumers spending
cautiously due to the poor economic climate.
However, off-trade volume sales of overall soft
drinks are predicted to post a CAGR of 5% over
2009-2013, translating into a net increase of
US$990 million, making Thailand still an attrac-
tive market to invest in despite the downturn.
According to Euromonitor International’s latest
research, of the major soft drinks categories, car-
bonates will see the slowest growth trajectory at
a volume CAGR of 2% over 2009-2013, while
bottled water will continue to be the market driv-
er, contributing over half of the total soft drinks
gain by volume. While Thai consumers are keep-
ing a close eye on what they spend, they are also
increasing their consumption of healthier soft
drinks.

Regionally and globally, Thailand is a popular
tourist destination, with tourism accounting for
around 6% of the country’s GDP. Cross-border
cultural and economic activities between
Thailand and its neighbouring countries are on
the rise as many Asian countries, such as China,
India and Vietnam, are opening up their markets.
In this article we report on the key trends in the
soft drinks market, pinpoint growth hotspots and
highlight the significant influence of the major
Thai players in Asia.

Opportunity arising from demand for 
low-priced drinks

The collapse of the export market has badly
impacted job creation and earning potential in
Thailand. In view of this poor outlook, most Thai
consumers are becoming price-sensitive, with
price becoming one of the main factors in the
decision-making process. The recently emerged
middle-classes have been hard hit and are strug-
gling to maintain their newly found middle class

Thailand

Source: Euromonitor

TC major functional drinks markets
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local consumers. The Big Cola brand was
launched in Thailand in 2007 and quickly
grabbed a significant slice of the market (4%
brand share in cola carbonates in 2008) with its
famously low price of US$0.60 per litre, in sharp
contrast to competitor brands such as Diet Coke
(US$1.20) and Pepsi (US$1.10). Since late 2008,
a reduction in consumption of impulse drinks,
coupled with persistently high input costs, has
forced AJEGROUP to rethink its packaging strat-
egy and focus on large pack sizes. 

Once AJEGROUP has established its status in
carbonates, it may be wise to enter the bottled
water category. Some local players may be under
financial pressure and are looking for aid from
international giants, which may well facilitate a
buying opportunity for AJEGROUP. The surge in
private label sales of bottled water has sent out a
clear message about the growing demand for
low-priced bottled water.

Health still counts 
While wallets are shrinking, Thai consumers are
still keeping an eye on their diets, and demand
for healthy drinks has not waned. According to
Euromonitor International, Thailand had the
third highest year-on-year growth rate (5%) for
obesity in the ASEAN region over the 2007-2008
period. Fitness centres and sports facilities with
affordable fees are booming. This has created a
favourable climate for sales of sports drinks,
which are forecast to post a volume CAGR of
11% over 2009-2013. By 2013, volume sales of
sports drinks are likely to equal those of energy
drinks, and Thailand has currently the highest
consumption level (3.7 litres per head) of energy
drinks in Asia-Pacific. The country has a rela-
tively well-established energy drinks market and
consumer base, and typical consumers tend to
remain loyal to familiar local brands. To this
end, multinationals wishing to crack the Thai
functional drinks market may be better off look-
ing to position or market their brands as sports
lifestyle drinks.

Off-trade volume sales of carbonates are pre-
dicted to see positive growth, which is a good
sign compared to the declining scenario predict-
ed in many developed Western markets. An
increasing number of carbonates consumers are
switching to non-carbonates or trying diet car-
bonates. Diet versions are set to grow by a vol-
ume CAGR of 7% in comparison to 2% for
regular cola over 2009-2013. In particular,
health-conscious female consumers may want to
spend their limited budget on drinks offering
health benefits rather than lots of sugar.
Therefore, product design and marketing strate-
gies for drinks positioned as healthy should take
female consumption habits into serious consid-
eration. 

Euromonitor International forecasts that bot-
tled water will dethrone carbonates by 2011 and
all the signs point to strong further development
of the category. There is still a lack of trust in the
hygiene level of municipal water supplies and
this problem is unlikely to be solved in the short
term. The environmental concerns and water
footprint issues which are an ongoing debate in
Western Europe have not yet been widely publi-
cised in Thailand.

Euromonitor
International
forecasts that
bottled water
will dethrone
carbonates by
2011.

International exposure of 
Thai companies

The picture of the Thai soft drinks market is not
complete without mentioning the growing
strength and increasing profile of the major Thai
players in the international market. These fast-
moving players include TC Pharmaceutical
Industry Co Ltd (flagship brand Red Bull),
Osotspa Co Ltd (energy drinks M and Shark) and
Oishi Group PCL (Oishi). Typically, these are
long established and some are still privately
owned and have multiple consumer product
lines. With considerable financial clout, they are
looking for overseas markets for growth.
Meanwhile, developing Asian countries such as
China, Indonesia and Vietnam have slowly been
opening up to foreign investment, creating
investment opportunities for truly global multi-
nationals as well as regional giants also wishing
to be a part of the Asian tiger’s growth story.

Both TC and Osotspa are well established
functional drinks players, with their brands
available in many Asian countries. As the
domestic energy drinks market is entering matu-
rity, they both embarked on aggressive activities
abroad 10 years ago before energy drinks
emerged in the local market. TC, for example,
has a strong position in China’s functional drinks
category, ranking second and increasing its mar-
ket share significantly alongside the organic
growth of the Chinese market over the past eight
years, showing the company’s capability in keep-

Source: Euromonitor

Source: Euromonitor

Continued over

Osotspa major functional drinks markets

Thailand category growth 2009 to 2013
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ing up with market changes and consumer
demand. TC’s Red Bull dominates China’s ener-
gy drinks category, with an off-trade volume
share of 80%, and this is an obvious dividend of
the first-mover advantage. However, beyond
China and Thailand, TC’s Red Bull has no strong
presence in other Asian markets. 

Osotspa, ranked seventh in the global energy
drinks category, benefits from significant inter-
national exposure other than in Asia. The com-
pany holds a strong position in Indonesia,
Singapore, Bulgaria, Slovenia, Tunisia and
Greece and its influence in local energy drinks
markets is profound, according to Euromonitor
International.

At a regional level, both TC and Osotspa man-
aged to improve their market share in the energy
drinks category over the past eight years partly
due to the retreat of Japanese companies.
However, globally, their rankings were pushed
downwards as a direct result of the aggression of
Red Bull GmbH, Hansen Natural Corp and the
two North American cola giants. Outside of Asia,
TC and Osotspa have not established a firm
foothold in major energy drinks markets such as
the US, the UK and Germany, which have a more
meaningful impact on global market positions.
Although the immediate outlook may not be
favourable to marketing energy drinks in reces-
sion-hit developed markets, an eventual recov-

Hope Lee is Senior Non-
alcoholic Drinks Analyst at
Euromonitor International.

www.euromonitor.com

ery should still encourage the Thai majors to
start communication with potential alliance
partners in these countries.

Oishi, ranked 11th in Thailand’s overall soft
drinks market, is a comprehensive food and bev-
erage manufacturer. In soft drinks, Oishi is
strong in rtd beverages, particularly rtd tea. The
company is looking to expand into neighbouring
countries, including Cambodia, Laos, Myanmar
and Vietnam, where there is still plenty of room
for growth for commercial drinks. One of the
company’s key objectives is to reduce its reliance
on its domestic market. In fact, Oishi has a good
presence in the snack foods category in China
although it has no market share in soft drinks
nationally. Consumer awareness of the Oishi
brand is a good starting point.

Finally, as Thai companies are expanding
abroad, Chinese and Japanese players are eyeing
up Thailand. Suntory invested in Thai company
Tipco in 2007 and owns 50% of the company,
the market leader in 100% juice in Thailand.
Both companies are aiming to work together to
grow their businesses in Southeast Asia and
Thailand. Chinese company Uni-President is
also working on market penetration in Thailand
and has become a major player in rtd tea.
Euromonitor International expects such cross-
border activities to grow as Asian conglomerates
gain more experience abroad. ■

THAILAND
- continued
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Packaging

● Celebrating its Golden anniversary this
year the Starpack Awards 2009 dinner and
ceremony will be held in the Concourse
Suite at the Birmingham NEC on the
evening of 30th September during the
PPMA Show. “Entries have held up to
almost record levels even during these
recessionary times,” said Gordon Stewart,
Head of IOP, The Packaging Society. “And

In brief…

Lite switch
THE US TalkingRain Beverage company
based in Preston, Washington is switching
over to a G-Lite 20oz PET bottle from
Graham Packaging for the vitamin-enhanced
flavoured waters it produces for co-brand-
ing with a major customer.

Doug MacLean, TalkingRain CEO, said the
reduction in plastic resin used in the bottle
equates to a cost reduction of nearly 5% ,
what he called a "meaningful savings. Not
to mention the 250 pounds less per truck-
load in weight savings and the fact the bot-
tle is fully recyclable.”

The customer probably won't notice any

difference, MacLean said, but the switch to
the new bottle is part of the commitment
to sustainability that both Talking Rain and
Graham Packaging are vigorously pursuing.

"We're looking at every avenue we can
to cut down on the packaging we use,"
MacLean explained. "We have been very
pleased with the fact that Graham Packag-
ing is taking a proactive stance on reducing
packaging and improving sustainability. This
especially helps with customers of ours like
Costco that have deep-seated environmen-
tal goals."

"We are thrilled to have Talking Rain as
our partner in this technology," said Mark
Leiden, Vice-President of Global Marketing
and PET Business Manager for Graham
Packaging. "They have an excellent product
and a customer base that values their
efforts to innovate with packaging while
improving sustainability."

Plastic bottles used in hot-filling tradition-
ally had to have a substantial amount of

Bioplastics event
TAKING place from 22nd to 26th June at
Chicago's McCormick Place, NPE2009 will
be a showcase and technology exchange for
polymers derived from corn, castor beans,
soybeans, potatoes, tapioca, and other natu-
ral resources. Three raw material companies
will report on new ventures for manufactur-
ing bioplastics. Thirty-nine companies, agen-
cies, and industry consortia will make
conference presentations on bioplastics tech-
nology and business strategy. On the NPE
show floor, there will be at least 16 booths
where bioplastics are either the only or a
main feature of the exhibit. Other exhibitors
will introduce additives and processing
equipment designed specifically for these
new types of polymer.

“The dawn of the era of sustainability has
brought with it a worldwide industry con-
sensus on the need to proactively address
issues such as resource depletion,” said SPI
President and CEO William R. Carteaux.
“Bioplastics have emerged as one of the
most promising means for companies to
carry out this strategy while operating prof-
itably. Besides enabling businesses to comply
with mandates for renewable resources,
these exciting new polymer families will help
ensure the long term viability of our industry

by providing an alternative to traditional raw
materials.”

While the majority of plastics will con-
tinue to be fossil fuel-derived for years to
come, current research to improve the
properties and reduce the cost of bioplastics
will result in rapid growth in the market-
place, according to Melissa Hockstad, SPI
Vice-President in charge of the Material Sup-
pliers Council and the Bioplastics Council.

PolyOne Corp's OnColor BIO colour
concentrates are formulated specifically for use
with biodegradable bioplastic resins. In turn the
concentrates have carrier resins that are
themselves biopolymers.

material in their base to stand up to the
rigours of the process. Graham Packaging
has spent two years coming up with a new
solution.

According to Phillip Sheets, Senior Pro-
ject Manager for Graham Packaging, a pro-
prietary technique called HOB (Highly
Oriented Base) creates increased crys-
tallinity in the plastic at the molecular level.
This, in turn, allows extreme thinning of the
plastic, contributing to less weight.

Leiden expects the appeal of the new
bottle to be strong - a reduced carbon
footprint because it uses less material, less
energy to make, and less energy to trans-
port - and said it will be rolled out to
other customers in various sizes and shapes
over the next several months. "Given the
current economy, consumers and retailers
alike are demanding better products with
better value," Leiden added. "TalkingRain
has found a way to do that by pioneering
with G-Lite."

we are delighted to have been able to join
forces with the PPMA and Reed Exhibitions
to organise our fiftieth birthday celebra-
tions at the Show.” New this year is the
Machinery Award of Excellence which has
been introduced in recognition of the
essential part the machinery sector plays in
ensuring product reaches the end con-
sumer.

ACCORDING to a new study from The
Freedonia Group Inc, the Cleveland-based
industry research company, global demand
for caps and closures is forecast to expand
4.2% per year through 2012 to $36.5 billion,
representing 1.6 trillion units. But, over the
2008-2010 period, growth in all regions will
be negatively impacted by the continuing
global recession. Beverages, however, will
remain the dominant market, accounting for
64% of unit demand in 2012.

Gains will also be supported by the con-
tinuing growth of closure-intensive plastic
packaging at the expense of closureless con-
tainers such as metal cans. Advances will be
limited to some extent by competition from
packaging formats that do not use closures
(such as stand-up pouches and blister packs)
and by environmental concerns regarding
plastic waste in general.

Plastic caps and closures, the largest indus-
try segment, will also register the strongest
gains, benefiting from the continuing supplan-
tation of metal and glass containers by their
plastic counterparts in many food and bev-
erage applications. In addition, technological
improvements have enabled certain plastic
closures to replace metal closures on glass
food containers.

Above-average gains are expected in the
world’s emerging markets, especially those in
Asia. China will lead the way, accounting for
almost 30% of projected unit gains in global
cap and closure demand through 2012. The
US, which accounted for one-fourth of 2007
global cap and closure value demand, will
see strong value gains, fuelled by a continued
shift in the product mix toward value-added
configurations. Western Europe and Japan
will see slower growth, hindered by mature
markets and stagnant population growth.

Cap and closure
global growth

SDI JUN09.qxd  25/6/09  14:54  Page 47



48 Soft Drinks International  –  JUNE 2009GREEN ISSUES

Environment
CCE's recycling
choice
VIRIDOR, one of the leading recycling com-
panies in the UK and part of the FTSE-100
Pennon Group, has been chosen as the pre-
ferred supplier by Coca-Cola Enterprises Ltd
(CCE) for recycling and recovery from its
production plants and cold drinks centre in
Great Britain.

Viridor was selected due to its extensive
infrastructure, knowledge and proven track
record in the waste management and recy-
cling sector. The joint collaboration provides
a bespoke solution focusing on sustainable
packaging and recycling, with Viridor provid-
ing the waste management expertise.

Viridor has selected Chemtech to provide
a solution for some specialist wastes from
their new state of the art facility in the West
Midlands.

Simon King from CCE’s Indirect Procure-
ment Team commented: “For the first time
we have a national supplier who shares our
vision, will provide a consistent service and
the expertise to deliver added value to the
contract. In summary we have achieved best
price, service and protection to CCE. We
worked with our supply chain sites and the
environmental teams to define their business
requirements and after a thorough evalua-
tion we made the decision to appoint Viri-
dor as our chosen supplier”.Retail waste

research underway 
NEW research to be undertaken by WRAP
(Waste & Resources Action Programme) will
identify the total amount of waste generated
in the UK retail supply chain for the first time,
and allow companies to accurately bench-
mark themselves against aggregated data.

The UK retail sector and its supply chain
could save as much as £1.3 billion by taking
low or no cost actions to improve resource
efficiency. However greater clarity on which
areas to prioritise for action could help busi-
nesses identify opportunities to make cost
and environmental savings.

The project - which is aimed at grocery
and home improvement retailers and their
suppliers - will assess packaging, product and
food waste generated throughout the supply
chain from manufacture through distribution
to back of store.

Charlotte Henderson, Retail Supply Chain
Manager for WRAP, commented: “There is
currently limited understanding around the
total amount of waste generated within the
UK retail supply chain and this new research
will provide invaluable insight into priorities
for action at a category level. The findings will
deliver considerablE benefit across the whole
sector and we are keen for as many busi-
nesses as possible to get involved to provide
a complete picture.”

Data collected from participating compa-
nies will provide a broad picture of the

Fuel-efficient cars
VISY, the packaging giant that is heavily
involved in the soft drinks industry – in con-
tainer production and design, as well as out-
ers and other needs – has introduced
fuel-efficient new-generation Fiat 500 cars to
its Australian and New Zealand fleets. While
the initial four vehicles are only a small pro-
portion of Visy’s fleet, about a third of the
Australian vehicles already run on LPG. The
new Fiats are branded with an environmen-
tal message.

“Visy already plays a significant leadership
role for its customers and the broader com-
munity on a range of environmental and
social issues,” said Tony Gray, Visy’s Director
of Sustainability. “We are committed to
ensuring we remain a leader in sustainable
business practices.”

Green accolade
UAE mineral water and juice producer Masafi
has won the Dubai Quality Group’s ‘Idea of
the Year’ award for its environmental pro-
gramme.

Masafi has long espoused environmentally
conscious production and recycling policies
but last year, as reported in SDI, boosted its
activities significantly by introducing a corpo-
rate recycling service which is unique in the
UAE.

The company collects plastic bottles from
companies employing 200-plus people, taking
them to Fujairah where they are recycled
into non-food plastic applications. Masafi also
adopted a carbon action plan last year to
measure and reduce carbon emissions.

Pedal power
IN A novel contribution to Earth Day 2009,
Seattle-based Jones Soda took its headquar-
ters off the electricity grid and generated its
own power by recruiting staff, their families
and even passing cyclists to do stints on sta-
tionary bikes.

From 5am, computers, printers and other
equipment, along with essential lighting, were
fed by batteries linked to nine stationary
bikes. Power requirements were minimised
by turning off many lights and dimming oth-
ers, with staff repositioning themselves in the
offices to make the most of natural light
sources.

Local publicity for the initiative brought
strong support from environmentalists, while
event volunteers outside the headquarters
building flagged down cyclists and asked
them to do a short burst – usually 15 to 20
minutes – generating power rather than
proceeding from A to B.

Jones Soda has this year extended its bev-

erage portfolio by adding Jones GABA, a
blend of tea and juice with the amino acid
GABA (gamma-aminobutyric acid). “Jones
GABA is a revolutionary, great-tasting bever-
age,” says Joth Ricci, the company’s Chief
Operating Officer. “It has a rare distinction in
the function beverage marketplace. Its bene-
fits can be felt within five minutes and have
been shown to last for hours.” The new
range is available in four flavours.

amount of packaging, product and food waste
being generated, broken down by category
and the specific stage of the supply chain.

Once the research is complete, best prac-
tice guidance and case studies will be devel-
oped and the data will be converted into
equivalent cost, water, energy and carbon sav-
ings. The data will also be linked up with
WRAP’s household food and packaging waste
data giving a whole life perspective.

DHL Environmental & Compliance Solu-
tions (ECS) has been commissioned to
undertake the research, in partnership with
Cranfield University. Individual data sets will
be kept confidential, and the findings are due
to be published later this year.
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Raisio gives Sunny
an eco-label
THE Finland-based Raisio Group is investing
in a new eco-friendly look for Sunny, the
company's 'health-snack' drink. The new look
features a label promoting the product's low
carbon dioxide emissions (C02) foot-print,
with Raisio becoming the first Finnish foods
or beverage firm to engage in an initiative of
this kind. Sunny is produced by Elovena,
Raisio's food and beverages division.

Sunny is a smooth drink mix containing
oats and berries, deriving its flavour from
buckthorn and apricot.

"Consumers want practical information on
the composition of their CO2 footprints, and
in response to this need, Raisio has devel-
oped the CO2 label. Raisio will expand the
range of CO2-labelled products in 2009,"
said Matti Rihko, CEO of Raisio Group.

The CO2 labelling drive will apply to a
growing range of Raisio's food and beverage
products. "It's evidence of Raisio's strategy of
being a forerunner and specialist in ecologi-
cal, plant-based nutrition. Elovena snack drink Royal visitor

FUTURESOURCE 2009, the new European
sustainability event taking place this month
at London ExCeL, will be visited by HRH.
The Duke of Edinburgh. His Royal Highness
is an Honorary Fellow of the Chartered
Institution of Wastes Management (CIWM),
which is organising the three day confer-
ence and exhibition in partnership with the
Environmental Services Association (ESA).

“We are all delighted by the announce-
ment that His Royal Highness plans to visit
Futuresource. We hope and believe he will
see evidence both of a dynamic and ethical
sector central to the UK's green economic
recovery and of a brand new British sec-
toral event that can hold its own on a
European stage,” said Dirk Hazell, ESA’s
Chief Executive.

CO2 a plastic 
substitute
NORNER Innovation, a leading technology
partner for plastic and material industries, has
been allocated €3 million for a new research
project involving Superfos and other stake-
holders in the plastic manufacturing supply
chain. The aim of the project is to improve
the environmental footprint of plastic by sub-
stituting a certain amount of virgin plastic
with CO2.

Morten Lundquist, Business Area Manager
at Norner Innovation, says: This is a unique
possibility to utilise CO2 as a raw material in
polymer production and thereby handle the
problematic CO2 and environmental issues.
Up to 40% of the polymer in plastic produc- New Caledonia

waste exported
THE South Pacific islands of New Caledonia
face a major problem with packaging waste,
notably beverage cans and bottles. Only one
municipal area – Le Mont-Dore, a commune
in the suburbs of Nouméa, the capital – has
a fully-fledged recyclable waste collection
programme. The commune administration
had, however, been unable to have this
processed locally and a substantial stockpile
was building up.

Now Bureau Français, a business consul-
tancy on Queensland’s Sunshine Coast, has
organised for Le Mont-Dore to ship its
waste to a processing company in Brisbane.
Bureau Français is run by French expatriates
who have a breadth of experience in New
Caledonia and French Polynesia (Tahiti).

Keep recycling,
Kiwis told
THE Packaging Council of New Zealand has
warned that consumer news media cover-
age of economic viability problems in recy-
cling should not daunt Kiwis in enhancing
their recycling habits.

“Whilst commodity prices undoubtedly
put pressure on some recycling operations,
feedback from our members suggests that
markets for clean, uncontaminated, well
sorted materials are holding up well, given
the current economic climate,” said Paul
Curtis, the council’s Executive Director.

He pointed out that scrap metal prices
were stable, with buyers returning to the
market. “New Zealand’s only glass manufac-
turer, O-I NZ, is looking to increase its vol-
ume of recovered glass by 70,000 tonnes
with a NZ$78 million investment in a new
furnace in Auckland.”

is an environmentally friendly food product,"
said Rihko.

According to its Eco-label, Sunny's carbon
dioxide emissions total 95 grams per 100
grams of product. This rate covers the prod-
uct's entire life cycle in Finland, including pro-
cessing and storage.

The equivalent CO2 footprint of
Aurinkoinen, another snack drink from the
Elovena stable, is rated 130 g/100 g of prod-
uct. The first CO2- labelled Elovena drinks
were introduced to the Finnish market in late
February, and are now available nationwide.

tion might be CO2. We look forward to this
interesting challenge and will work hard to
realise this opportunity to establish new and
sustainable plastic materials.”

Today, CO2 is one of the major challenges
for the environment and sustainability in the
world. The approach of the project is an
alternative view on CO2; that is as a raw
material and not as a problem. Superfos says
there are several advantages of being part of
this project.

“Reduce, re-use, re-think and recycle.These
four focus points play a big part of our steps
towards a smaller carbon footprint. Therefore
we are always open for how we can think
and act differently in our production. So far,
the use of polymer in the production of plas-
tic packaging has only been explored to a
minor extent,” said Product Design Manager,
Torben Noer, from Superfos.

Caption to pic: A main challenge and project target is to explore the property profiles of these new
materials, develop them further and identify appropriate end-use applications.
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Human Resources

Thomas Kemper Soda Company, based in
Portland, Oregan, maker of premium craft
brewed soda, has announced that Steve
Smith, Founder of Tazo Tea, has joined its
Board of Directors.

Corporate communications and risk
management specialist, Razor, has added
four consultants to its UK team, all of
whom are experts in the food and drink
industry: Victoria Cross, Duncan Macken-
zie-Reid, Nigel O’Connor, and Jeremy
Durrant.

Glass packaging specialist Beatson Clark
has appointed Dave Surgey Account Man-
ager for the export customers and UK dis-
tributor par tners. He first joined the
company in 2004 as a Customer Service
Manager.

Fragrance and flavouring manufacturer
Symrise has welcomed Dr Thomas Rabe,

CFO at Bertelsmann, as the newest mem-
ber of its Supervisory Board. He suceeds
Klaus Kühn, CFO at Bayer, who stepped

APPOINTMENTS

Clockwise from top
left; Dave Surgey, Rob
Winwood, Dr Thomas
Rabe.

down from Symrise's Supervisory Board on
31st December 2008. Dr Rabe is one of
the six members of the Supervisory Board,
who are representing the shareholders.

Leading DHA omega-3 producer Martek
Biosciences has appointed Dr Rob Win-
wood as Director of Scientific Affairs in
Europe and Asia. He will be based in the
UK.

Owens-Illinois Inc has announced the new
presidents for the company's North Ameri-
can and Latin American regions. Miguel
Escobar has been named President of O-I
North America, and Andres Lopez has been
named President of O-I Latin America. They
will report to President of O-I Global Glass
Operations Rich Crawford.

Purple Beverage Company Inc of Fort
Lauderdale, Florida, has appointed Geoffrey
Winters Chief Executive Officer and Chair-
man of the Board of Directors.

Ohio-based Multi-Color Corporation has
appointed Nigel A. Vinecombe Chief Oper-
ating Officer. He became President of the
International Business Unit and a Director
of Multi-Color in February 2008 at the
time the company acquired Collotype
International Holdings Pty Ltd.

Flexible working
RESPONDING to the news that discussions
between the European Commission, Parlia-
ment and Council of Ministers on a revised
text for the Working Time Directive have
broken down without agreement, Angela
Coleshill, Food and Drink Federation (FDF)
HR Director, said:

“The fact that discussions have broken
down without agreement means that the
UK along with up to 15 EU member states
will be able to continue to give their
employees choice over working hours;
something that has operated successfully for
many years. FDF has lobbied hard to ensure
that the UK government and MEPs under-
stand the implications for our sector of los-
ing the opt out of the Working Time
Directive, so we welcome the news that this
flexibility remains in place.

“One of the successes of the UK econ-
omy has been its flexible labour market, and
it is vital that we are able to maintain this
now more than ever to remain competitive.
However, we do not encourage long hours
and see many advantages to encouraging
employees in the sector to have the right
work life balance for good health and well-
being.

“Many food industry employees welcome
the opportunity to do additional hours at
times of peak demand. Our sector can be
seasonal with fluctuating demand at certain
times of the year. Employees see that the
ability to respond to consumer demand and
remain competitive provides greater job
security and they value this along with
opportunities to increase earnings at peak
times.”

Efficiency tool
THE National Skills Academy (NSA) for Food
and Drink Manufacturing has launched a free-
to-use Lean Manufacturing Diagnostic Tool,
which analyses how and where a business
could improve its efficiency and productivity.

The tool analyses the operations and
structure of a company according to the prin-
ciples of lean manufacturing, an approach to

● Indra Nooyi, CEO of PepsiCo has been
ranked fourth on Fortune 500 Women CEOs
list.

The US business magazine notes that since
becoming CEO in 2006, India born Nooyi, 53,
has grown the company's top line-revenue
from 10% in 2008 to $43.3 billion - and
raised its profile in some goodwill-engender-
ing arenas. Last year, Pepsi closed six plants
and laid off 3,500 employees. Recently Nooyi
announced PepsiCo is to invest $500 million
in India, $1 billion in China, $3 billion in Mex-
ico and $1.2 billion over the next three years.
She has pushed PepsiCo to target health-con-
scious and female consumers, resulting in new
products such as low-calorie Trop 5.

In brief…
INDUSTRY association European Bioplastics
has elected a new Board chaired by Andy
Sweetman (Innovia Films). Francesco Degli-
Innocenti (Novamont) and Joeran Reske
(Interseroh) are Vice-Chairmen.The former
Chairman, Harald Kaeb, was nominated
Secretary General. On 1st March 2009,
Hasso von Pogrell was appointed as the
new Managing Director.The newly elected
executive committee succeeds the former
Board led by Harald Kaeb. After 15 years of
Board membership and ten years as
Chairman, Harald Kaeb will hold the
position of Secretary General within the
association, working as spokesman and
political advisor.

business improvement pioneered by the
Japanese automotive industry. It uses simple
questionnaires to assess current performance
and offer guidance for where improvements
could be made.

Grimsby-based lean training specialists
Peter Rowley Ltd developed the tool. Manag-
ing Director Peter Rowley said: “Given the
duress the food and drink industry is under
at present, it is essential that companies look
at lean.The techniques and approaches which
fall under the lean label not only offer an
increased chance of survival, they offer real
opportunities for long term growth and sus-
tained profitability.”

The tool, which is hosted on the NSA for
Food and Drink Manufacturing website, can
be downloaded at http://www.foodanddrink
.nsacademy.co.uk/. and used free of charge for
seven days.

SDI JUN09.qxd  25/6/09  14:54  Page 50



Soft Drinks International  –  JUNE 2009 51

JUNEJUNE
9th – 11th
Food and Function
Holiday Inn
Zilina
Slovakia
www.foodandfunction.com

10th – 11th
AVEX
National Exhibition Centre
Birmingham
UK
www.avex2009.co.uk

24th – 26th
Fi Asia China
Shanghai New International Expo Centre
Shanghai
China
www.fievents.com

JULYJULY
15th – 17th
BevTek & BrewTek
SNIEC
Shanghai
China
www.propakchina.com

AUGUSTAUGUST
27th – 29th
Natural Products Expo Asia
Hong Kong Convention & Exhibition
Centre
Hong Kong
China
www.naturalproductsasia.com

SEPTEMBERSEPTEMBER
14th – 19th
Drinktec
Nue Messe München
Munich
Germany
www.drinktec.com

GERMANY

CHINA

CHINA

CHINA

UK

SLOVAKIA
15th – 16th
World Food Moscow
Expocentr at Krasnaya Presnya
Fairgrounds
Krasnaya Presnya
Russia
www.world-food.ru

23rd – 26th
Labelexpo Europe
Brussels Expo
Brussels
Belgium
www.elabelexpo-europe.com

24th – 26th
EU Vend
Koelnmesse
Cologne
Germany
www.euvend.com

29th – 1st Oct
PPMA Show
National Exhibition Centre
Birmingham
UK
www.ppmashow.co.uk

OCTOBEROCTOBER
5th – 7th
Pack Expo
Las Vegas Convention Center
Las Vegas
USA
www.packexpo.com

10th – 14th
Anuga
Koelnmesse
Cologne
Germany
www.anuga.com

GERMANY

USA

UK

GERMANY

BELGIUM

RUSSIA

Events Diary

14th – 16th
Hi Japan
Tokyo 'Big Sight' Exhibition Center
Tokyo
Japan
www.fi-events.com

28th – 31st
Worldwide Food Expo
McCormick Place
Chicago
USA
www.worldwidefood.com

NOVEMBERNOVEMBER
17th – 19th
Fi Europe
Messe Frankfurt
Frankfurt
Germany
www.fi-events.com

24th – 28th
SIMEI
Fiera Milano
Mila
Italy
www.simei.it

24th – 26th
Own Label Show
Barbican
London
UK
www.ownlabelshow.co.uk

24th – 26th
CBST - China International Beverage
Industry Exhibition on Science &
Technology
Shanghai New International Expo Centre
Shanghai
China
www.chinabeverage.org/cbst

CHINA

UK

ITALY

GERMANY

USA

JAPAN

www.softdrinksinternational.com
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Protest against the wrongful use of
our bottles
The following advertisement has – in har-
mony with instructions received from the
directorate of the National Union –
appeared in The Chemist and Druggist and
in The Pharmaceutical Journal:

To Chemists, Oilmen, etc
The Wrongful Use of Mineral Water

Bottles and Beer
and Stout Bottles.

The members of the National Asso-
ciation of Mineral Water Manufacturers,
whose registered office is at 15, Calls,
Leeds, will be much obliged if chemists,
oilmen, and others will refuse to supply
carbolic acid, oil, turpentine, or any other

liquid in bottles designed to contain min-
eral waters, ginger beer, or other non-
intoxicating beverages, or in bottles
designed to contain beer or stout.

The filling of any such bottles by
chemists inflicts serious loss on the own-
ers of the bottles, and the manufacturers,
therefore, appeal to all chemists and oth-
ers to see that the rights of bottle-owners
are respected.

All bottles referred to in this notice are
embossed with the name or trade mark of
the owner, and are easily distinguished.
There should not, therefore, be any diffi-
culty in recognising them and refusing to
fill them.

Signed on behalf of the National
Association of Mineral Water Manufac-
turers.

Working a horse in an unfit 
condition
Albert Cairns, manager, and William
Nelson, vanman, both in the employment
of Mr J. Orr Comrie of Glasgow, aerated
water manufacturer, Garscube-road, were
accused of causing a horse to be working

All set for record year
Output of soft drinks in the United
Kingdom this year could well establish a
new high record gallonage. Figures issued
by the Ministry of Agriculture, Fisheries
and Food show that output during the first
three months of 1959 was nearly 8 million
gallons higher than in the first quarter of
1958 and nearly 12 million gallons higher
than in the first quarter of 1957. Output in
1957 reached the record figure of
344,529,000 gallons while in 1958 output
fell to 331,826,000 gallons.

The improved figures for the first quar-
ter of this year coupled with the warm
sunny weather in early May and the good
Whitsun weather in many parts of the
country are bound to give rise to hopes
for a good year for soft drinks. Given rea-
sonable weather during this month and
July and August there is little doubt that
the record output of 1957 will be exceed-
ed. A figure of 350 million gallons should
be easily reached and, in some quarters,
optimists are talking of reaching the 400
million this year.

Canned soft drinks push
It can hardly be denied that after great
promise in 1953-54, the enthusiasm for
the canned soft drink in the United States
later suffered decidedly severe set-backs.

There is little doubt, too, that quite a
number of firms started in “on the ground
floor” of the soft beverage canning “lark”
without taking every aspect of merchan-
dising and technology into adequate con-
sideration with the result that quite a few
fell by the wayside within a matter of
months. Since 1956, the demand for
canned soft drinks has been very slowly

in Brunswick-street, while suffering from
a fistulous wither. The accused pleaded
not guilty. The Justices, however, found
the charge proved, and imposed the full
money penalty on the manager, viz £5,
with the option of 30 days' imprisonment,
the vanman being fined 10s, with the
option of five days' imprisonment. 

The regret of the crowd
“A great many bottles were smashed.”
This was the result of a horse, belonging to
Mr H. Chapman, a Scarborough manufac-
turer, bolting across the old athletic
ground, dragging his trolley behind. The
crowd which soon gathered loudly
deplored that so much good liquid had not
gone to the slaking of their throats.

A piece of flying glass caused death
While a lad named Burden was employed
at an aerated water manufactory at
Devizes, he met with an extraordinary
accident. He was engaged in packing
syphons of aerated water, when one burst.
A piece of glass flew up, struck the lad in
the throat, severing the main artery and he
died before the arrival of a doctor.

Sourced by Stewart Farr

100 Years Ago
From the Mineral Water 
Trade Journal of
June 1909

50 Years Ago
From the Soft Drinks 
Trade Journal of
June 1959

increasing until, last
year, some sources say
that the leeway was
fully made up.

Interested parties
including the steel and
tinplate producers are
now all set to make the
biggest push ever this
summer, by newspaper
advertising, circulars,
TV and radio publicity
and place of purchase
devices, to boost the
canned soft drinks as
against the traditional
bottled style. A great
feature of the “throw-
awayness” of the non-
deposit can is being
made; but one can-
not help wondering
whether this phase of
canning does not apply
virtually exclusively to
the reaction of the
retailer. The super-mar-
ket manager likes the
can because it saves
him the trouble of col-
lecting empties and
accounting for them,

and he saves some shelf space even over
no-deposit bottles. But the consumer may
well look on non-reuseability as a penal-
ty rather than an advantage, particularly
if he realises that a throwaway can costs
as much as, sometimes more than, a
returnable bottle, and therefore he usually
has to pay full replacement cost for the
privilege of throwing it away. ■
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Electrochemistry
JENWAY’s latest electrochemistry prod-
ucts span the measurement of pH, con-
ductivity and dissolved oxygen. A com-
prehensive range of specifications is
backed by excellent technical support to
help customers select the right instru-
ment for their applications.

With two independent channels the
space-saving 3540 is a true combined
pH and conductivity meter – ideal for a
wide range of batch analysis or continu-
ous monitoring applications, including
water purity analysis.  Two conductivity
meters – the 4510 for routine work and
the 4520 for GLP compliance – can
resolve most conductivity measurement
problems, from pure water applications
to concentrated or contaminated sample
measurement. And the 9500 dissolved
oxygen meter has full GLP support and
BOD (biological oxygen demand) pro-
gramming.

Bibby Scientific Limited 
Beacon Road, Stone
Staffordshire
ST15 0SA
UK

Tel: +44 (0)1785 812121 
www.bibby-scientific.com

Flame photometers
TWO new Jenway flame photometers
offer accurate determination of up to
five elements, as well as automatic
flame failure detection. The Jenway
PFP7 and PFP7/C are low temperature,
single channel flame photometers,
designed for routine determinations of
sodium, potassium, calcium, barium
and lithium. The industrial model PFP7
is supplied with filters for all five ele-
ments; the PFP7/C for clinical use
measures Na, K and Li. Both versions
feature electronic ignition, fine and
coarse sensitivity controls, and auto-
matic flame failure detection to ensure
user safety at all times. Fuel options are
propane, butane, natural gas or LPG.

Flame photometry provides a simple
method of analysis and concentration
determination of elements which
cannot easily be measured using any
other technique. 

Bibby Scientific Limited 
Beacon Road, Stone
Staffordshire
ST15 0SA
UK

Tel: +44 (0)1785 812121 
www.bibby-scientific.com

INFORMATION AS SUPPLIED BY THE MANUFACTURERS OF THE PRODUCTS AND SERVICES FEATURED

A  f o c u s  o n  e q u i p m e n t  a n d  s e r v i c e s

Wet bottle coding
CODING and marking specialist Linx
Printing Technologies has launched a
total bottle coding solution designed to
cope with a range of environments,
specifically those that are particularly
wet and humid. The Linx 4900BC com-
prises a robust Continuous Ink Jet (CIJ)
printer with a specially developed sticky
ink for permanent coding and a unique
air knife drying system, ensuring reliable
24/7 operation at the high speeds
required.

The Linx 4900BC comes with Linx
Black versatile beverage ink 1058 whose
superior adherence is ideal for glass, PET
and PLA. The ink penetrates condensa-
tion to provide good print quality and
excellent permanence right up to the
point of its removal in caustic bottle
washers (if required). The integrated
printhead and air knife system ensures
that printing always occurs on the dried
area for consistent code quality.

Linx Printing Technologies Ltd
Burrel Road
St Ives
Cambridgeshire PE27 3LA
UK

Tel: +44 (0)1480 302100 
www.linxglobal.com

CIP pump innovation
WRIGHT Flow Technologies has  intro-
duced Revolution TM, the first true CIP
Hybrid Circumferential Piston & Lobe
pump.  This latest innovation  merges
the benefits of two technologies:  this
platform delivers increased product
yield, reduced lifetime costs, and high-
end cleanability (CIP) giving increased
standards of hygiene.  

“Uno spettacolo,” said one mainte-
nance manager currently using this
pump on tomato pulp. “Product
damage has been 100% eliminated;
linear pumping results in 50% less
steam consumption; and this is the first
true CIP CP pump .Very good Results!”
The RevolutionTM features capacities
to 432 m3/hr and pressures to 31 Bar,
with all seals front replaceable, pre-
filled maintenance free gearbox, self-
draining pump head and the flexibility
to choose the best rotor technology to
fit the application.

Wright Flow Technologies Ltd
Edison Road
Eastbourne
BN23 6PT
UK

Tel: +44 (0)  1323 509211
www.wrightflowtechnologies.com

Catalogue and web
JENWAY has published its first catalogue
which features over 90 colour pages giving
full technical details and ordering infor-
mation. Recent product releases appearing
in the new catalogue include the 6315,
6800 and 67 series spectrophotometers, as
well as updated electrochemistry products
for the measurement of pH, conductivity
and dissolved oxygen.

The catalogue complements the launch
of a new website at www.jenway.com.
Robert Skehens, Bibby Scientific Market-
ing Director, said, “With the launch of the
first Jenway catalogue we are able to give
customers a comprehensive insight into
all of our high quality scientific instru-
mentation. Whether they refer to a hard
copy or access the information online via
the new Jenway website, the catalogue
will be essential reading for users of tech-
niques including electrochemistry, spec-
trophotometry, fluorimetry, colorimetry
and flame photometry.”

Bibby Scientific Limited 
Beacon Road, Stone
Staffordshire
ST15 0SA
UK

Tel: +44 (0)1785 812121 
www.bibby-scientific.com

Dust collection
FLEXICON (Europe) Ltd has developed
a Sanitary Bag Dump Weigh Batch Sta-
tion with integral mechanical conveyor
which collects dust created during
manual dumping of bulk materials from
bags, boxes, drums and other containers
and discharges bulk material by weight.

A high velocity vacuum fan draws
airborne dust onto two cartridge filters.
Automatic reverse-pulse filter cleaning
maintains efficient, continuous opera-
tion by releasing short blasts of com-
pressed plant air inside the cartridge
filter on alternating cycles, causing dust
build-up on the outer filter surfaces to
fall into the hopper. An integral flexible
screw conveyor is supported by a boom
that cantilevers from the frame of the
system which is supported on load
cells, allowing loss-of-weight batching
directly from paper sacks and other
manually dumped containers.

Flexicon (Europe) Ltd
89 Lower Herne Road
Herne
Herne Bay
Kent CT6 7PH
UK

Tel: +44 (0) 1227 374710
www.flexicon.co.uk
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Frutarom (UK) Ltd

Turnells Mill Lane, 
Denington Industrial Estate,
Wellingborough, 
Northhamptonshire 
NN8 2RN
Tel: +44 (0)1933 440343
Fax: +44 (0)1933 440267
Email: info@uk.frutarom

COLOURS

BEVERAGE INNOVATION

ASPARTAME

CITRUS FRUIT COMPOUNDS

CITRIC ACID

ADM Specialty Ingredients

Pickerings Road
Widnes, Cheshire WA8 8XW
Tel: 0151 424 2513
Fax: 0151 420 7062
ADMSIDsales@admworld.com

F U E R S T  D A Y  L A W S O N

F O O D  &  B E V E R A G E
I N G R E D I E N T S

Devon House
58-60 St Katherine’s Way, London E1W 1JP

Tel: +44 (0)20 7488 0777
Facsimile: +44 (0)20 7702 3500
e-mail: ingredients@fdl.co.uk

SWEETENERS
VITAMINS

SPORTS DRINKS BLENDS
AMINO ACIDS

PRESERVATIVES
ACIDULANTS

VITAMIN BLENDS
FLAVOUR ENHANCERS

★ NATURAL COLOURS
★ EXTRACTS
★ EMULSIONS

(For soft drinks)

Contact Sales
Kanegrade Ltd
Ingredients House
Caxton Way
Stevenage, Herts SG1 2DF
England
Tel: +44 (0)1438 742242
Fax: +44 (0)1438 742311
Email: info@kanegrade.com
Website: www.kanegrade.com

Bell Flavors & Fragrances

Schimmelstrasse 1,
04205 Leipzig (Miltitz), 
Germany
Tel.: +49-0)341-94510
Fax: +49-(0)341-9411669
e-mail: info@bell-europe.com
Product information and 
sample requests at:
Web: www.bell-europe.com

Ingredients

Contract Bottling

Closures

Claremont Ingredients Limited
Unit 2B, Aspect Court 
Silverdale Enterprise Park
Newcastle-under-Lyme
ST5 6SS, UK
tel: +44 (0)1782 623883
fax: +44 (0)1782 623773
email: help@claremont-ingredients.co.uk
web: www.claremont-ingredients.co.uk

DÖHLERGROUP
Riedstrasse 7-9
64295 Darmstadt
Germany
Phone  +49 6151 306-0
Fax +49 6151 306-278
www.doehler.com
mailbox@doehler.com

RZ-Katalogeintrag_engl_42x65mm.indd   115.10.2007   15:49:04 Uhr

For a personalised service, please
call David at Devon Hills Ltd. 

Tel: +44 (0)1837-831-00
email: david@devonhills.co.uk

Contract Bottling

Contract bottling
of Water, and soft
drinks in PET,
HDPE, and Glass.
We can apply wrap
around labels, self
adhesive, and full
shrink sleeve.

CARAMEL COLOURS

NATURAL COLOURS

Natural and nature-identical food colouring

Ringe & Kuhlmann GmbH & Co. KG

www.riku.com

ESSENCE & FLAVOURS
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FRUIT JUICE BLENDSFRUIT JUICE CONCENTRATE AND EXTRACTS

★ FRUIT JUICE 
CONCENTRATES
(Citrus, Tropical & Red)

★ NATURAL COLOURS 
& EXTRACTS

★ FRUIT AROMA/ESTERS
★ BOTANICAL EXTRACTS

(e.g. Kola, Guarana, etc.)

Contact Sales
Kanegrade Ltd
Ingredients House
Caxton Way
Stevenage, Herts SG1 2DF
England
Tel: +44 (0)1438 742242
Fax: +44 (0)1438 742311
Email: info@kanegrade.com
Website: www.kanegrade.com

Above and beyond expectations

Alphinbrook House
Alphinbrook Road,

Marsh Barton Trading Estate, 
Exeter, Devon EX2 8RG, 

United Kingdom
Tel: +44 (0) 1392 430280  
Fax: +44 (0) 1392 430060  
Email: info@cobell.co.uk  
Web: www.cobell.co.uk

★ FLAVOURS
★ ESSENCES
★ AROMAS
★ EMULSIONS/CLOUDS

Contact Sales
Kanegrade Ltd
Ingredients House
Caxton Way
Stevenage, Herts SG1 2DF
England
Tel: +44 (0)1438 742242
Fax: +44 (0)1438 742311
Email: info@kanegrade.com
Website: www.kanegrade.com

ESSENCE & FLAVOURS – cont.

DÖHLERGROUP
Riedstrasse 7-9
64295 Darmstadt
Germany
Phone  +49 6151 306-0
Fax +49 6151 306-278
www.doehler.com
mailbox@doehler.com
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DÖHLERGROUP
Riedstrasse 7-9
64295 Darmstadt
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www.doehler.com
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Reach managers in over 100 countries 
by advertising your 

product or services in this

Buyers’ Guide

tel: +44 (0)1202 842222

FRUIT JUICE CONCENTRATES 

Blends, Purees and NFC

Aseptic Packing 3,5,10 & 20 Litre
Bag-in-Box 

Blending & Re-Packing
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Processing

Bottleworks Ltd
The One Stop Shop for Container Processing

The Only Comprehensive Secondary Processing Service Provider

High Speed sleeving
applicators, full body/partial
body/tamper evident and 
special promotions.

High Speed Pressure
Sensitive “no look label”
labelling applications, full wrap,
front, back & neck etc.

Spray Coating, Specialist glass 
container finishing

Contract Packing, Multi-Packing,
Cluster Packing, 
Add on promotional Packing,
Quality Re-pack and
specialist developments

Tel: 01924 896975
Fax: 01924 895373
Email: 
sales@bottleworks.co.uk

Bottleworks Ltd
Unit 19 Imex Business Centre
Ripley Drive, 
Normanton
West Yorkshire WF6 1QT

Plant & MachineryLabelling

Harland Machine Systems

2 Michigan Avenue
Salford
Manchester M5 2GY
Tel: 0161 848 4800
Fax: 0161 848 4830
Website: WWW.harland-hms.co.uk
Email: enquiries@harland-hms.co.uk

LABELLING MACHINERY FILTERS

F U E R S T  D A Y  L A W S O N

F O O D  &  B E V E R A G E
I N G R E D I E N T S

Devon House
58-60 St Katherine’s Way, London E1W 1JP

Tel: +44 (0)20 7488 0777
Facsimile: +44 (0)20 7702 3500
e-mail: ingredients@fdl.co.uk

SWEETENERS
VITAMINS

SPORTS DRINKS BLENDS
AMINO ACIDS

PRESERVATIVES
ACIDULANTS

VITAMIN BLENDS
FLAVOUR ENHANCERS

SPORTS DRINK INGREDIENTS

POTASSIUM SORBATE

F U E R S T  D A Y  L A W S O N

F O O D  &  B E V E R A G E
I N G R E D I E N T S

Devon House
58-60 St Katherine’s Way, London E1W 1JP

Tel: +44 (0)20 7488 0777
Facsimile: +44 (0)20 7702 3500
e-mail: ingredients@fdl.co.uk

SWEETENERS
VITAMINS

SPORTS DRINKS BLENDS
AMINO ACIDS

PRESERVATIVES
ACIDULANTS

VITAMIN BLENDS
FLAVOUR ENHANCERS

SODIUM CITRATE BP

ADM Specialty Ingredients

Pickerings Road
Widnes, Cheshire WA8 8XW
Tel: 0151 424 2513
Fax: 0151 420 7062
ADMSIDsales@admworld.com

FILTER SYSTEMS

Domnick Hunter

Durham Road,
Birtley,
Co. Durham DH3 2SF
Phone: 0191 410 5121
Fax: 0191 410 5312
E-mail:
process@domnickhunter.com
Website: www.domnickhunter.com

AMC Chemicals (UK), Ltd.
Cap House, 9-12 Long Lane

London EC1A 9HA
Tel: 020 7466 5460  Fax: 020 7466 5461

amcchems@amcchemicals.co.uk
www.amcchemicals.co.uk

ASCORBIC ACID

ASPARTAME

CAFFEINE

POTASSIUM SORBATE

QUININE

55450 Langenlonsheim, Germany
An den Naheweisen 24

E Begerow GmbH & Co

Phone (+49) 6704 204 0
Fax (+49) 6704 204 121
http://www.begerow.com
e-mail:info@begerow.com

HERBAL EXTRACTS

NATURAL EXTRACTS
William Ransom & Son plc

Burymead Road, Hitchin, 
Herts SG5 1RT, England

Tel: +44 (0)1462 437615
Fax: +44 (0)1462 420528

Email: info@williamransom.com
www.williamransom.com

DÖHLERGROUP
Riedstrasse 7-9
64295 Darmstadt
Germany
Phone  +49 6151 306-0
Fax +49 6151 306-278
www.doehler.com
mailbox@doehler.com
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FRUIT JUICE CONCENTRATES Citrus,

Tropical and Red

“BAG IN BOX” RACKING

Vend/Dispense

STP Drink Equipment

Unit 3, Greenwood Court,
Ramridge Road, Luton,
Bedfordshire LU2 0TN
Phone: 01582 481649
Fax: 01582 451265
Email: paul@stpequip.freeserve.co.uk
Website: www.stpequipment.co.uk

Launching soon...

Fully searchable, on-line

Buyers’ Guide

call

tel: +44 (0)1202 842222
or email: publishing@

softdrinksinternational.com
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WALLART
USED EQUIPMENT FOR THE BEVERAGE INDUSTRIES
Tel. +33 320 93 66 71 Fax: +33 320 92 80 74
www.wallart.fr info@wallart.fr

USED EQUIPMENT
BUYING? SELLING?  CALL US!

Process equipment (tanks, filters, premix…)

Preform injection

PET Blow moulders (SIDEL, ADS, Krones…)

PET bottling lines

Glass bottling lines

To Advertise your

Call +44 (0)1202 842222

PRODUCTS,
SERVICES,
AUCTIONS

or
SECONDHAND 

EQUIPMENT SALES
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