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“Despite having high levels of sugar, juices are still seen as
healthy and considered a great source of nutrition.
Although Brazilians prefer freshly squeezed juice, the
ready-to-drink market is expected to see constant growth
in the coming years. More companies are tapping into the
. pure juice segment.”
- m — Andre Euphrasio, Research Analyst
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This report looks at the following areas:

= Sugar and fruit juice REPORT NOW
< Juice drinks

The consumption per capita of ready-to-drink juice in Brazil is still low, at only six liters per year. The V I S l T:

highest consumption is of freshly squeezed juice. Brazil presents space for growth of ready-to-drink store.mi nte| .Ccom

juice products; the challenge is to convince consumers to switch to these products.
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DID YOU KNOW? This report is part of a series of reports, produced to provide you with a
' more holistic view of this market
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Coca-Cola Company is the leading company in the Brazilian juice market
Figure 31: Company retail market share by value in the juice market, 2013-14
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The Coca-Cola Company

Product range

PepsiCo (Amacoco Agua de Coco da Amazonia)
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The Consumer — Frequency of Drinking Juice and Juice Drinks
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Figure 35: Frequency of drinking juice and juice drinks, April 2015
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Figure 36: Frequency of drinking juice and juice drinks, by type, April 2015
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Figure 37: Frequency of drinking juice and juice drinks, by socio-economic group, April 2015

Ready-to-drink juice products
Figure 38: Frequency of drinking juice and juice drinks, by region, at least once in the six months to April 2015

Figure 39: Frequency of drinking juice and juice drinks, by socio-economic group, at least once in the six months to April 2015

100% whole fruit juice has space to expand
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Nutrition and weight control are the main reasons for drinking juice
Figure 40: Reasons for drinking juice and juice drinks, April 2015

Specific juice drinks for different times of the day

The Consumer — Attitudes toward Juice and Juice Drinks
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Vegetables and the Brazilian variety
Figure 41: Attitudes toward juice and juice drinks, April 2015
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Using the Brazilian variety to increase consumption
Vegetables can play a healthy role in the juice segment
There is still confusion among all the types of juice available
Blending coconut water can help with reducing sugar intake

Figure 42: Attitudes toward juice and juice drinks, April 2015

DEs are more inclined to make their own juice
Figure 43: Attitudes toward juice and juice drinks, April 2015
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Figure 45: Influencing factors toward the purchase of juice and juice drinks, April 2015
Figure 46: Influencing factors toward the purchase of juice and juice drinks, by socio-economic groups, April 2015

Branding is more important than health benefits
Figure 47: Influencing factors toward the purchase of juice and juice drinks, April 2015
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