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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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