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SPORTS & ENERGY DRINKS

The sports and energy drinks market in Northern Ireland continues to be a star
performer within the soft drinks market as a whole, with double-digit year-on-year
value growth. This level of growth shows no sign of stopping, with manufacturers
continuing to innovative with

new products and enhanced product formulations designed for different
consumer need states, all supported by heavyweight promotional support above
and below the line.

HOT & COLD FOOD-TO-GO

Hot and cold food-to-go has rapidly become one of the most dynamic and
important categories for the independent/symbol retail sector in Northern Ireland, encompassing everything from bake-off products and
in-store prepared and cooked hot meals, soups and porridge through the whole range of cold deli offerings, as well as pre-pack branded
sandwiches and salads and, of course, hot beverages.

HOUSEHOLD CLEANING & LAUNDRY AND PAPER PRODUCTS

No house would be complete without a cupboard full of products designed for every conceivable cleaning task, as well as laundry stain
removes, washing powder/tabs and fabric/ironing conditioners. Add to this the basic essentials of toilet paper, household towels now
capable of so much more than simply mopping up a spill and, of course, that household essential — facial tissues — and this all adds up to
a very lucrative market for retailers

COMING UP IN APRIL ISSUE...

Editorial Deadline: 13/03/09 - Advertising Deadline: 20/03/09

THE BIG BREAKFAST

Breakfast continues to be big business and this feature focuses on the
opportunities it presents for retailers. It will include: Cereals & Cereal Bars,
Traditional Fries, Bread & Morning Goods, Breakfast Drinks — Fruit Juices,
Smoothies, Yogurt Drinks, Tea & Coffee and Butters, Spreads, Honey &
Preserves

CHEESE & CHEESE SPREADS

The retail cheese market in Northern Ireland was showing annual growth of
around nine per cent last year and, while Cheddar, in all its forms, holds the
lion’s share of the category, Continental and speciality cheeses are steadily
building gaining a slice of the action. Cheese is a natural, healthy choice and
fits well with changing consumer habits, being extremely nutritious, convenient
and versatile.

CHILDREN'’S FOOD & DRINKS

Children’s diet has been a hot topic for several years, with growing concern about obesity at a younger age,
as well as the effects of certain ‘e-numbers’ on behaviour. This has resulted in a plethora of new product
launches and product reformulations to meet consumer demand for children’s food and drink that is healthy, Why advertise in
nutritious, low in fat, sugar and salt, free from potentially harmful additives and preservatives. From babes the trade press?
in arms to teenagers, this feature will highlight the best-selling lines in children’s food and drink, including
cordials, juices and milk drinks.

FROZEN AND CANNED FOODS

Frozen and canned food suppliers are claiming the credit crunch is benefiting sales. Much maligned for
many years, both frozen and canned foods are now recognised to offer quality and nutritional goodness,
as well as value for money, portion control and an extended shelf-life which means reduced wastage — all
important category drivers at a time when consumers are undoubtedly feeling the pinch.

Trade magazines are rated at 86%
as the best informative source for the

food and drink industry*

* BMRB International 2007
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