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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

Squash/Syrups

Market Commentary

Macedonia

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, Iced/Ready To Drink (RTD) Coffee, 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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Fruit Powders

Iced/Rtd Tea Drinks

Iced/Rtd Coffee Drinks

Sports Drinks

Energy Drinks

Dairy Drinks

Hot Tea

Hot Coffee

Beer

Wine

Spirits

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

Macedonia
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

Iced/RTD Coffee 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

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

Iced/RTD Coffee 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

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 
In a year of massive layoffs and financial insecurity and with good tap water in 
most areas, demand decreased in 2009. Larger pack sizes that offer value 
proposition and discounted multipacks are still growing. However, profit is at stake 
for most producers, with margins getting smaller. Predictions in the industry are 
that in a couple of years, only a handful of local producers will remain on the 
market, mainly those backed by other business interests. With economic recovery, 
still water volumes are expected to boom further, fuelling growth to 2% annually. 
Carbonated water which has the larger share of packaged water is in long-term 
decline, and this is forecast to continue as this segment loses out to still 
beverages. 
 
 

Bulk/HOD Water 
The increased number of water bottlers offering bulk/HOD water fuelled buoyant 
growth of 29% in 2009, attracting more new players. However, 2010 will probably 
not rise to previous forecasts, due to decreased spending and lack of serious 
marketing. Without selling to homes, initial double-digit growth is forecast to slow 
and stabilise at 4%. 
 
 

Carbonates 
The category’s loyal consumer base was stretched between a serious lack of 
finances and the allure of healthier still drinks in this particularly difficult year for 
carbonates. So, despite producer efforts and Private Label distributors’ plans to 
encourage sales with dedicated marketing, the category fell by nearly 5% in 2009. 
With some hope for a more bearable financial year and better weather, the fall 
could be reduced to 4% in 2010, and progressively contained to 1%. Predictions 
for the next five years are that the value of the category will remain at current 
levels, with many B-brands dropping out of the market altogether. 
 
 

Juice 
The offering in this category is more expensive than other juice based drinks, but it 
is not backed up adequately with marketing promotions. Sales have been lost to 
cheaper nectars and still drinks, since a wide part of the population does not care 
for the high sugar content of juice, and the health-minded consume freshly 
squeezed juice at home or in bars. This trend is likely to continue over 2010 as 
well, with total category volumes dropping further by 7%, and a slow volume 
recovery thereafter. The withdrawal of chilled juices and the lack of appearance of 
smoothies and NFC juices illustrate how the market is not prepared or dedicated 
to develop this category further in terms of quality.  
 
 

Nectars 
The introduction of large pack sizes and rebranding of top selling brands 
contained the fall to 3% in 2009. As the mainstay of income for producers whose 
brands are in cartons, all efforts are being concentrated at defence of this 
category in spite of financial gloom. This gives hope for mild recovery of 1% over 
2010 and a further boost up to a possible 4%over the forecast period as the 
economy and standard of living rise. 
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2  
Global Beverage Forecasts/Feb-2010 

Still Drinks 
After several years of double-digit growth, 2009 demonstrated that loyal 
consumers were vulnerable to the economic crises. Despite constant new product 
development, the category only grew by 3%. A similar rate is expected for 2010, 
since quality/price levels are being maintained. Functional waters introduced in 
2010 are viewed more as portfolio diversification rather than serious volume 
generators by companies. A big question undermining previous, more optimistic, 
forecasts is whether the trend for light fruity drinks is here to stay or if it will fade 
over time.  
 
 

Squash/Syrups 
Pressed for cheaper alternatives of acceptable quality, consumers have reached 
for syrups, pushing the category up by 6% in 2009. A similar trend is very likely in 
2010, despite lack of interest from category leaders in investment or innovation. 
However, in a more positive economic climate, which is likely during the forecast 
period, consumer attention may be pulled away.   
 
  

Fruit Powders 
Low calorie fruit powders lost appeal and volume to still rtd drinks and syrups as 
their dilution ratio climbed and prices dropped to an extremely low level (MKD5 for 
200cl). With regular powders maintaining volumes and innovating, the entire 
category fell by 16% in 2009. A temporary slowing in the plunge of low calorie will 
slow the category decline to 6% while cash strapped consumers recover during 
2010. Low quality at very cheap prices is not likely to be appreciated in a 
financially buoyant, more health-oriented future market, and category volumes will 
probably be slashed in half. 
 
  

Iced/Rtd Tea Drinks 
Producer attempts to attract consumers were undermined by generally cooler 
weather and a lower standard of living. The poorest annual growth rate so far of 
1% in 2009 is forecast to increase to 5% in 2010. Further rises are expected with 
increasing purchasing power, assuming that marketing and product quality are 
maintained at current levels. 
 
 

Iced/Rtd Coffee 
Drinks 

Powder sachets made a breakthrough in terms of volume as the rtd segment 
remains largely out of reach for ordinary consumers. The high growth rate could 
persist, if major multinational and regional leaders continue to engage in category 
development through various enticements. Total volume however, is not likely to 
surpass 0.3 m litres even after five years. 
 
 

Sports Drinks 
Expansion of selling points within the sporting community allowed volumes to pick 
up 11% growth in 2009, mainly in the powder segment. Regional rtd brands, on 
the other hand, fail to position themselves as replenishing alternatives for a wider 
audience. A lack of interest by multinational leaders and premium pricing mean 
that category expansion will remain at modest rates. 
 
 

Energy Drinks 
The fall experienced by many players in the category announces the fading of the 
fashion for energy drinks. Still strong in on-premise outlets, off-premise volumes 
were the first to experience a drop. In the following couple of years, the rate of 
decrease could reach 10% as more brands abandon the category. Some suggest 
that the per capita volume could stabilise at 0.3 litres per year over a five year 
span.  
 
 

Unreg
ist

ere
d

http://www.caisdata.com/purchase.htm


3 
 

Global Beverage Forecasts/Feb-2010 

Dairy Drinks 
Raw unprocessed milk is being continuously substituted with various processed 
dairy products, both solid and liquid. Hence, while overall commercial liquid 
consumption of milk looks quite stagnant, the processed segment of white milk 
and cultured dairy are growing at a faster pace. The wellness trends are mirrored 
by the success of probiotic drinking yogurts, but categories such as flavoured milk 
and soymilk lag behind due to their price premiums. 
 
 

Hot Tea 
Though cooler weather and swine flu threats pushed 2009 volumes to almost 4% 
growth, it is believed the category will advance more in segmentation than in 
volume. With longer summers, the rise ought not to exceed 2% overall. Most 
companies are looking at how to add value to their products, so new flavours such 
as cranberry and pomegranate are being introduced and marketed intensely, 
together with flavour variations of green tea, sold at elevated prices. 
 
 

Hot Coffee 
Strong marketing and innovations in packaging drove volumes to 3% growth in 
2009. The on-premise segment is developing through gas stations and vending 
machines distributed nationwide. Tastes are changing more towards espresso and 
instant varieties and away from traditional Turkish coffee for young consumers. 
With consistent growth rates of around 1% annually, it is very likely that per capita 
consumption will reach 30 litres by 2015.   
 
 

Beer 
A major hindrance to better performance of beer in 2009 was the limitation 
imposed on alcohol sales via off-premise outlets, together with unfavourable 
weather conditions. Though the ban on smoking could have negative 
consequences for on-premise sales, prolonged selling hours in the off-trade will 
have a bigger impact on the overall category and drive a 3% rise in 2010. Volume 
growth will slow as brewers make moves towards premium products in more 
distinct, smaller packaging, as profits become central for local and international 
brands. Microbreweries, popular in Europe, are not expected anytime soon in 
Macedonia. 
 
 

Wine 
Though the law on alcohol sales in the off-premise had negative effects on the 
wine industry as well, the 3% decrease in volume was compensated for by raising 
the prices and upgrading the offer with more premium products. As consumers are 
educated about drinking finer wines, volume is not expected to grow at a faster 
pace than about 3% per year. However, most Macedonian wineries are eyeing 
export markets for survival, as production capacities far outweigh consumption 
figures. 
 
 

Spirits 
One of the most inert categories, spirits’ consumption was negatively affected by 
the closure of the grey trade in most public places which cut access to cheaper 
alcohol for many and drove the total category down by an estimated 5% although 
statistics suggest that teenagers are still getting intoxicated at the same rate as in 
previous years. Consumption is not likely to suffer further in future years and a 
trend towards premium spirits is expected to uplift the value of the category. 
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