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Industry presentations

Industry referrals and claims

Conferences

For more information on any of Canadean's beverage services or consulting please contact Canadean on tel: 

+44 (0)1256 394200, email: sales@canadean.com or visit www.canadean.com

Bespoke projects

Database management

Long-range forecasting

Client presentations

Beverage workshops

Bespoke database solutions

Soft Drinks Service - annual country and global Wisdom databases and reports 

Beer Service - annual country and global Wisdom databases and reports

Beverage Packaging Service - annual country and global Wisdom databases and reports

Iberia - annual, quarterly and monthly reports on Spain and Portugal

Special Focus Reports - please check our webiste or contact us for details of the latest special reports 

available

Consulting

Products & Services Available from Canadean in 2010

Wisdom - Canadean's multi-dimentional beverage database, available for all services

All Beverage Services - annual and quarterly Wisdom databases and reports - Global Beverage Forecasts 

and Quarterly Beverage Tracker (QBT)
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Contents

Packaged Water

Bulk/HOD Water

Carbonates

Juice

Nectars

Still Drinks

Spirits (extended): Flavoured Alcoholic Beverages (FABs)

Market Commentary

Latvia

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

with a 25-99% juice content), Still Drinks (<25% juice content), Squash/Syrups, Fruit Powders,

Iced/Ready To Drink (RTD) Tea, Sports Drinks, 

Wines: Wine (Still and Sparkling combined)

Energy Drinks. Packaged Water excludes all water sold in large containers of >10 litres

Soft (extended): Bulk/HOD Water, Dairy Drinks (White Milk, Flavoured Milk, Soymilk and

Cultured Dairy Drinks including Drinking Yogurt and Fermented Milk combined), Hot Coffee, Hot Tea

Beer: Beer

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

Data Table

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

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

Product Coverage

Main beverage category groups: Soft (standard), Soft (extended), Beer, Spirits (standard), 

Spirits (extended) and Wines.

Individual beverage categories within each main group are as follows:
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Squash/Syrups

Iced/Rtd Tea Drinks

Sports Drinks

Energy Drinks

Dairy Drinks

Hot Tea

Hot Coffee

Beer

Wine

Spirits

FABs

Global Beverage Forecasts - Methodology
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Data extracted from Canadean Ltd's Global Beverage Forecasts Wisdom database

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

Latvia
1999 2000 2001 2002 2003 2004 2005 2006 2007 2008 2009P 2010F 2011F 2012F 2013F 2014F 2015F

Volume (Millions Litres)

All Categories Total

All Soft Total

Total

Packaged Water

Carbonates

Juice

Nectars

Still Drinks

Squash/Syrups

Fruit Powders

Iced/RTD Tea Drinks

Sports Drinks

Energy Drinks

Total

Bulk/HOD Water

Dairy Drinks

Hot Coffee

Hot Tea

All Alcoholic Total

Total

Beer

Spirits (Standard) Total

Spirits excluding FABs & Fort Wine

Spirits (Extended) Total

Flavoured Alcoholic Beverages

Total

Wine

Population (Millions)

Litres per Capita

All Categories Total

All Soft Total

Total

Packaged Water

Carbonates

Juice

Nectars

Still Drinks

Squash/Syrups

Fruit Powders

Iced/RTD Tea Drinks

Sports Drinks

Energy Drinks

Total

Bulk/HOD Water

Dairy Drinks

Hot Coffee

Hot Tea

All Alcoholic Total

Total

Beer

Total

Spirits excluding FABs & Fort Wine

Spirits (Extended) Total

Flavoured Alcoholic Beverages

Wine

Beer

Spirits (Standard)

Soft (Standard)

Soft (Extended)

Beer

Wines

Soft (Standard)

Soft (Extended)
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Global Beverage Forecasts/Feb-2010 

Packaged Water 
The economic recession brought packaged water growth to a halt in 2008, with 
volume down 4% in 2008 and by a hefty 12% in 2009.  The rate of decline will 
slow in 2010 but a return to growth is not expected before 2012 and, when growth 
does resume, it will be much weaker than in the pre-crisis period, leaving 2015 
volume just short of the peak attained in 2007. 
 
In the short term, category performance will mostly be decided by issues of 
affordability, as job losses mount and consumers’ disposable incomes remain 
restricted. Meanwhile, consumer awareness and concerns over artificial additives 
and calories in beverages as well as the health and wellness trend will further 
draw consumer attention to the still segment while carbonated water will continue 
to lose share. 
 
 

Bulk/HOD Water 
Due to the economic situation – cost cutting and workforce cuts – employers and 
institutions are ordering less bulk/HOD water.  Sales dropped 9% in 2009, bringing 
to a halt a period of rapid growth, and a similar decline is expected in 2010.  
Thereafter volume will stabilise, with a return to moderate increases expected 
from 2012.  Expansion will be less rapid than before the economic crisis because 
many of the best and most profitable placements have already been made and 
new competition from point-of-use filters will emerge.  Some small gains may 
come from an expansion of home delivery, but this is a much less attractive 
business to producers because average consumption per drop is so much lower 
and the cost of servicing households is much higher. 
 
 

Carbonates 
The economic downturn and a rise in excise tax had a very negative impact on 
carbonates performance in 2009, with sales down 12%. A further two years of 
decline are forecast before a return to moderate growth in 2012.  The resumption 
of growth will come mainly from: increased prosperity; lower average prices, as 
the share of DOBs increases; continuing very tough competition between the 
major international cola companies; a revival in the kvass market as it switches to 
better tasting natural fermented kvass; and growth of ‘new era’ near water 
products. 
 
 

Juice 
Juice volume has been declining at an accelerating pace over the last 4 years as 
consumers traded down to cheaper nectars and still drinks.  In 2009 the 
contraction was one of the most severe in the whole soft drinks sector (-19%) 
reflecting the category’s position close to the top of the soft drinks average price 
per litre rankings.  Growth is not expected to resume until 2012 by which time 
consumer incomes should have recovered, encouraging producers to resume new 
product development (chilled products and smoothies, for example) and to expand 
the range of packaging offered (with increased sales of premium products in glass 
and aseptic PET).  The effect on volume of such developments will be relatively 
minor, however. 
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2  
Global Beverage Forecasts/Feb-2010 

Nectars 
After benefitting from consumers’ switching from juice up to 2008, in 2009 nectars 
themselves became unaffordable to a growing number of consumers and sales 
dropped by 21%. A weak recovery is expected from 2011 followed by a return to 
healthy growth in 2012 as purchasing power recovers and new product 
development resumes. The category offers better opportunities than juice in this 
respect since the nectar concept is more flexible and there is scope for enhanced 
and functional products, as well as a move to chilled products and packaging 
diversification as in the juice category. 
 
 

Still Drinks 
Very rapid growth up to 2008 came to an abrupt halt in 2009 when the recession 
struck, causing consumers to cut their purchases not only of fruit based still drinks 
but also of the previously booming near water product group.  After a steep drop in 
2009 and a lesser decline in 2010 (-21% and -8%), healthy growth is expected to 
resume in 2012 since there is plenty of scope for new types of product, including 
very cheap products, premium concepts, ‘hybrid’ or ‘crossover’ drinks and 
products targeting health and wellness.  A revival in the near water sub-segment 
can be expected as producers expand the concept to include new positionings 
such as low calorie and ‘water plus’ for example. 
 
 

Squash/Syrups 
Squash/syrups suffered a big decline during the peak of the economic crisis in 
2009. However, in 2010 and 2011 a weak recovery is expected, partly in response 
to the arrival of a new local producer on the scene.  Thereafter, sales will be 
relatively stable since this is a very small category in terms of concentrate volume 
which, in spite of its low price, struggles for shelf-space in the retail trade.  By 
contrast, away from home are relatively solid since demand from schools and 
kindergartens, which are important purchasers of syrups in bulk packs, varies little 
from year to year. 
 
 

Iced/Rtd Tea Drinks 
Iced/rtd tea drinks crashed to a halt in 2009 with a decline of 18%, falling victim to 
a relatively premium positioning which became a handicap as soon as the 
economic downturn hit consumer spending. Although long-term prospects remain 
promising, there will be no recovery before 2012 because of the persisting 
economic gloom.  Once the economy picks up, however, the category is expected 
to return to buoyant growth, helped by: a resumption of new product development 
(possibilities for new flavours and concepts are numerous); the development of 
DOBs and cheaper alternatives to the main brands; and high demand for less 
sugary soft drinks with a health and wellness positioning. 
 
 

Sports Drinks 
This is a very marginal category which has failed to catch on in the Latvian market 
so far.  Currently only very expensive international brands are found and during 
the recession sports enthusiasts were quick to turn to cheaper substitutes offering 
re-hydration and/or vitamins and minerals, such as water and juice drinks.  Even 
after the economy starts to grow again, sports drinks may struggle to regain 
momentum since volume has sunk to an almost unviable level although a fresh 
attempt to establish the category may occur towards the end of the forecast 
period. 
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Global Beverage Forecasts/Feb-2010 

Energy Drinks 
Energy drinks were one of the fastest growing soft drinks categories before the 
recession struck and the collapse of sales in 2009 is expected to be only 
temporary.  Once consumer incomes start to recover from 2011 onwards the 
category is expected to return to buoyant growth since there is potential to bring 
down average prices – which are extremely high – by the introduction of cheaper 
brands, produced locally or in neighbouring countries.  Opportunities also exist for 
the emergence of new types of energy drinks, such as non-carbonated energy 
drinks with added juice (which appeared for the first time in 2009) and a wider 
choice of flavours, concepts and pack types/sizes. 
 
 

Dairy Drinks 
Dairy drinks, comprising mostly white milk, fared better than most other beverage 
groups in 2009, recording a moderate decline of 4%.  A slightly lesser contraction 
is expected in 2010.  Dairy drinks have been protected by a relatively low price 
compared to manufactured soft drinks and also by their status as basic staples of 
the typical daily diet.  Also, consumers have been able to economise by trading 
down to cheaper products within dairy drinks (for example from the highest priced 
ambient milk in cartons to chilled milk in flexible plastic pouches). 
 
More expensive dairy drinks, such as fermented milk, and particularly newer and 
‘non-essential’ groups, such as drinking yogurt and flavoured milk, have fared 
somewhat worse during the economic crisis, but will see a rebound once spending 
power recovers, whereas milk will continue to decline (as consumers trade back 
up to juice, nectars, flavoured milk and other non-alcoholic drinks). 
 
 

Hot Tea 
Tea is another product that has seen volume hold up relatively well during the 
economic recession, since it is one of the cheapest beverages and has benefitted 
from trading down by consumers – from virtually all other types of drink, including 
coffee, which is somewhat more expensive. Consumption dropped by around 3% 
in 2009 and a similar decline is expected in 2010, whereafter consumption will 
stabilise and then recover a little before starting to decline again at the end of the 
period. 
 
 

Hot Coffee 
Hot coffee consumption dropped by somewhat more than hot tea in 2009 on 
account of its higher price, with some consumers switching from coffee to tea to 
save money.  Nonetheless, the 5% decline recorded was much lower than for 
most other types of beverage other than dairy drinks – again, mostly for reasons 
of affordability.  In 2010 coffee will see a further but more moderate decline, 
stabilising in 2011 and returning to moderate growth thereafter as it claws back 
volume lost to hot tea and as Horeca sales recover. 
 
 

Beer 
Beer sales dropped by 9% in 2009, with a rise in excise duty pushing up prices at 
a time when the industry was already suffering from a collapse in Horeca sales 
and a sharp contraction in consumer spending power.  The decline would have 
been greater had it not been for a warmer than average summer.  A further but 
smaller decline is expected in 2010 with no recovery until 2012 at the earliest.  
After 2012, beer consumption is expected to see steady growth since 
consumption is low in Latvia compared to neighbouring countries. 
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Global Beverage Forecasts/Feb-2010 

Wine 
Wine is a relatively new, up-and-coming drink in Latvia but is expensive compared 
to other alcoholic drinks.  It is consumed mainly by a small group of prosperous 
consumers who are somewhat less price-sensitive than the bulk of the population.  
Sales dropped in both 2007 and 2008 and in 2009 declined by a further 6% - a 
surprisingly small percentage given the state of the economy and the fact that 
excise duty on alcoholic drinks increased in 2009.  A slightly bigger drop is 
expected in 2010, slowing in 2011, before a return to quite healthy growth rates 
from 2012 once the economy picks up, making wine once more affordable to less 
well-off consumers. 
 
 

Spirits 
An increase in excise tax in 2009 on alcohol products caused spirits sales to drop 
substantially – by 9% - and this rate of decline is expected to accelerate in 2010, 
mainly because of an expected rise in the sale of illegal spirits as consumers turn 
to the black market to avoid paying higher prices in the shops. From 2011 the rate 
of decline is expected to slow, as consumers adjust somewhat to higher prices, 
with consumption continuing to decline gradually thereafter as consumer drinking 
habits change in favour of drinks with a lower alcoholic content. 
 
 

FABs 
The flavoured alcoholic drinks category has seen very high growth rates in recent 
years but this growth came to a halt in 2008 as the economic downturn began and 
in 2009 there was quite a substantial fall in volume of 10%. These once 
fashionable and booming products are now suffering as consumers opt for the 
cheapest alcoholic and non-alcoholic drinks to create cocktails at home instead of 
buying pre-mixed drinks.  This was common practice some five years ago before 
the boom in pre-mixed cocktails started.  Further increases in excise tax will push 
prices still higher in 2010 with volume expected to continue to decrease at least up 
to 2011.  After 2012 a steady recovery is expected as the economic situation 
improves.  
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