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Nestlé's sales of soft drinks were estimated at CHF16.3 billion in 2000, up by 10% on the previous year. This represented 19.3% of total company sales. Of this, 45.9% was accounted for by the bottled water business, which generated sales of CHF7.5 billion in 2000. The bottled water group, previously known as Perrier Vittel, changed its name to Nestlé Waters in 2002. Nestlé Waters saw sales increase by nearly 25% in 2001, bolstered by 11 acquisitions made during the year. Growth was particularly strong in home and office delivery, where sales were up by 41%, largely due to a number of acquisitions in this area.

PepsiCo's sales have been traditionally based on its cola carbonate brands and this is reflected in the very high proportion of its sales in carbonates. With the exception of the relatively small RTD Coffee sector, however, carbonates from 1997-2001 recorded the smallest rate of growth and is predicted to achieve the smallest growth again over the 2001-2007 period. It is for this reason that PepsiCo since the mid-1990s made a series of acquisitions and product launches, with the aim of tapping into faster growing markets. By 2007 it is predicted that bottled water will be almost the same size as carbonates in volume terms. In response to this, PepsiCo launched Aquafina in 1995, which was made fully available throughout the US in 1997. This brand has already experienced strong growth in the US and is well placed to benefit from strong future growth here.

Danone is the leading global player in the bottled water sector, a position gained from its strong international spread, with a good presence particularly in Western Europe and Asia-Pacific. Danone gained this position in 2000 after ranking second to Nestlé in 1999, largely due to the company's key acquisitions around 1999 and 2000 and strong growth in key markets such as China and the US. Danone's major global competitor is Nestlé, which also has a strong international presence with well-recognized brands such as Perrier, Vittel and San Pellegrino. The major battle ground for the two world leaders is Western Europe, which both companies count as a major market. In 2000, Nestlé had a slight lead on Danone in this region.

Suntory Limited soft drinks operations are managed within the Foods business, which generated some 44% of total sales in 2000. Having launched its Food business in 1972, Suntory set about growing it by launching its own products and agreeing external alliances. Key to the development of the company's soft drinks portfolio have been the launches of its Oolong Tea brand line, Boss canned coffee, Minami Alps Natural Mineral Water and CC Lemon sports. The company has also expanded into health drinks and herbal teas, which are complemented by its vitamins and dietary supplements and confectionery lines. 

National Beverage Corp is a holding company for various operating subsidiaries which manufacture, market and distribute a portfolio of soft drinks across the US. The company also develops and produces soft drinks for retail chains, mass merchandisers and wholesalers, as well as soft drinks for other beverage companies. National Beverage Corp concentrates solely on soft drinks, present in carbonates and bottled water, ranking 16th in the world in 2000. Reaching over US$480 million in fiscal 2001, net sales rose nearly 25% for the period under review. National Beverage attributes the sluggish growth in sales between 1997 and 1999 to stagnation in the US carbonates market. Fiscal 1999 proved to be a particularly difficult year for the company, with the improvement in sales through convenience outlets and the introduction of new premium products being offset by the decline in volume sales of lower-margin carbonates. 

Cott Corporation is the world's leading supplier of premium-quality, private label carbonated soft drinks. The company's products are principally sold under customer-controlled private labels, but also under the company's own control brands and licensed brand names. Cott's product line also includes juices and juice-based products, bottled water and iced teas. Whilst Cott Corporation expanded rapidly during the mid-1990s, growth in turnover was more modest towards the end of the decade, rising only 4.2% between fiscal 1996 and 2000. 

Coca-Cola Amatil has hinted that it is in the market to make acquisitions in the non-carbonated drinks sector.

The soft drink bottler said that while there is still a preference for internal growth, which would include new product launches, Amatil's strong free cash flow would allow it to look for acquisitions in the area as well.

CCA currently gets about 10% of its revenue from the faster-growing non-carbonated soft drink category.   Coca-Cola Amatil Ltd chief executive Terry Davis said on Monday that the company was on the look-out for non-carbonated drink acquisitions. 

Terry Davis said at a Merrill Lynch Australasia Investment Conference that: "We feel that in the area of juice and water particularly that there are opportunities in each of our markets." 

That company also took the opportunity to reiterated that its calendar 2002 calendar profit result would be towards the upper end of a 10-15% target range. 

C-C Amatil posted a first half net profit of A$94.2m ($50.9m).
