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 ● Sales: £438.1m (+1.6%)
Nescafé’s average price fell 
0.6% in 2016, thanks chie�y to 
lower prices for its core oer-
ing and Gold. But coee drink-
ers could well have to pay 
through the nose in 2017.

 ● Sales: £433.5m (+2.1%)
Want more proof of the funda-
mental shi�s going on in so� 
drinks? You’ve found it.

Almost all of Lucozade’s 
£9m growth has come from 
Zero, sugar-free orange and 

 ● Sales: £450.8m (+7.0%)
The biggest mover in this 
year’s top 10, jumping two 
places to seven, Pepsi contin-
ues to confound bearish pre-
dictions for the future of the 
carbonates category.

The fact it retails at around 
10% less than the price of Coke 
is sometimes used as a stick 
with which to beat the brand 
when it comes to driving over-
all category value. But it’s hard 
to argue with a 7% increase 
in value sales on volumes 
up 9.7%, especially when it 
comes on the heels of strong 
growth in 2015 and 2014.

In the current health-con-
scious climate, Pepsi Max is 
the engine of growth. The no-
sugar sub-brand is now worth 
£252.3m, representing over 
half of Pepsi’s total sales and 
more than double the value 
of Coca-Cola Zero Sugar. A 
further £27.7m in sales was 
added in 2016, accounting for 
the lion’s share of the brand’s 
overall upli�.

“We have been champion-
ing the health agenda through 

 ● Sales: £360.7m (+3.2%)
With the price war rumbling 
on and value being stripped 
out of the loo roll sector by 
own label’s ascent, Andrex’s 
£11.2m growth is something to 
be celebrated. 
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A�er a Sunday Times report 
claimed Nestlé had demanded 
a 14% coee price hike of the 
supers citing the Brexit weak-
ened pound, our analysis 
found that Nescafé’s price was 
up by an average of 4% year 
on year across 76 of its SKUs in 
the last week of January. 

Pricier Azera, up a third to 
£49.5m and Nescafé’s growth 
driver, could give more room 
for manoeuvre on margin. The 
brand says pods, wholebean 
instant and ground’s growth 
will continue. But don’t write 
o the cheaper stu; it’s 
also pledged to spend big on 
Original and Gold in 2017.

pink lemonade lines that have 
hit £22.3m since launch last 
May.  Sport is also up, by 0.7% 
to £102.4m. Energy is down 
£10.8m, or 3.5%, to £301.1m.    

Price has been a factor, 
with packs selling for an aver-
age of 1.1% less than in 2015. 
Commercial marketing direc-
tor Mark Sterratt says big mar-
keting spend, particularly on 
Zero, has also been crucial.

More change is afoot, he 
adds: “Rolling out this sum-
mer, all our drinks will have 
less than 4.5g of sugar/100ml 
and every brand will be avail-
able in zero or low-calorie 
alternatives.”

The brand has convinced 
shoppers it’s worth paying 
that little bit more for – value 
is up 3.2% with an extra 900k 
(0.7%) units shi�ed. 

Marketing now focuses 
on achieving an ‘elevated 
standard of cleanliness’. The 
relaunch of Andrex Washlets 
has been key in this, encour-
aging consumers to adopt a 
‘clean routine’ of using dry 
and moist tissues in tandem. 

It seems to be working.  
Washlets are up 3.7% and the 
relaunched Gentle Clean (with 
embossed Puppies) is up 16% 
to £38.7m, having sold 1.8 mil-
lion (20.4%) more packs. 

our continued innovation, as 
well as marketing communi-
cations and promotions, all of 
which are focused solely on 
Pepsi Max,” says Phil Sanders, 
GB commercial director for the 
at home segment at Britvic. “In 
2016, this included campaigns 
for Champions League, Pepsi 
Max Cherry, as well as a taste-
led campaign for summer.”

The unashamed Pepsi Max 
²rst strategy, adopted way 
back in 2005, is reaping hand-
some rewards. All above-the-
line advertising leads with 
Pepsi Max and all new prod-
uct development is focused 
on no-sugar lines. Yet despite 
Sanders’ assertion that con-
sumers are actively switching 
out of full sugar into no-sugar 
so� drinks, the Pepsi core 
brand continues to grow, add-
ing a modest yet creditable 
£2.4m in sales in 2016.

The only blot on an other-
wise impressive set of results 
is a slight fall in sales of Diet 
Pepsi, down £1.6m to £73.8m, 
and well adri� of Diet Coke’s 
£419.9m valuation.
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